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THE NATIONAL NEWSPAPER OF MARKETING 


Omega Watch 


Moves to BBDO 
From Lewin Shop 


Advertiser, Seeking 
Larger Facilities, Names | 
Former Hamilton Agency 


The idea! floor for modern living 


New York, Feb. 7—Omega 

Watch Co. is switching its account 

to Batten, Barton, Durstine & Os- 

born from Lewin, Williams & Say- 

lor—a new example of a satisfied 

client wanting a larger agency. 

Lewin, Williams had the account 

for seven years, and the termina- 

tion is “by mutual agreement,” ef- 

fective July 1. Bernard M. Kliman, 

Omega advertising director, said 

; today that Lewin, Williams’ Ome-| / 

; ga campaigns were “outstanding” | 

and “universally admired.” He| 

added: “More important, they 

helped us obtain a consistently 
larger share of consumer sales. 


‘ . / 
Reader s Digest, 
“We do not wish such a cordial 


. * 
Curtis Decline to 
lationship to end without givi ° ARF Stud 
Cewin, Wiens &Ssvior frope |S OLN udy 


credit for their contribution to! 
Omega’s success. However, our fu- | 
ture plans are such that they re-| 
quire the facilities of a much larg- 
er agency, and we naturally turned 
to BBDO, which has had consider- 
able experience with watches.”| New York, Feb. 7—The Adver- 
Hamilton Watch Co. was with the|tising Research Foundation sus- 
agency from 1911 to 1955, when it tained a crushing one-two punch 
went to N. W. Ayer & Sou. \this week, as first the Curtis Pub- 
lishing Co. and then Reader’s Di- | 
@ Large-scale consumer studies,| gest turned thumbs down on its 
sales research and other plans are proposed magazine audience study. 
under way at BBDO. The account|, Fred Thompson Jr., advertising 
will be supervised by Carl Wil-| director, informed the ARF today 
liams. Its size was not disclosed. # (Continued on Page 85) 


Houston to ‘Supervise’ Remington 
Shaver Ads Abroad, Replacing Otto 


jagencies abroad. In the future, 
|Remington’s overseas’ branches 
probably will be given more auto- 
nomy in selection of agencies. 


FLOOR BEAUTY—To persuade builders and architects that oak flooring 

is correct for contemporary homes, the National Oak Flooring Man- 

ufacturers’ Assn.’s 1958 ads use color photos of modern settings in 
bleed spreads. Greenhaw & Rush, Memphis, is the agency. 


Bon Ami Assigns 
Its Entire Account 
to Weiss & Geller 


New York, Feb. 7—The Bon Ami 
Co. has awarded its $1,000,000- 
plus account to Weiss & Geller—to 
the surprise of other contenders, 


Five Refusing Publishers | Since W&G hadn’t figured in pre- 
appointment reports. 


Represent 30% of Study’s Not the least surprised was Kas- 

. . . |tor, Farrell, Chesley & Clifford. On 
Prospective Financing learning of the Weiss & Geller ap- 
pointment, KFC&C promptly re- 
signed the Bon Ami new products 
division, which it got last October. 
Bill Chesley told ADVERTISING AGE 
that his agency was not interested 
in making further “investment 
spending” if it couldn’t have the 
entire Bon Ami account. 

In announcing the Weiss & Gel- 
ler appointment, Bon Ami’s presi- 
dent, V. D. Dardi, said the compa- 
ny’s marketing program will be 
expanded, and another new prod- 
juct will be unveiled shortly. All 
media will be used, with particu- 
lar emphasis on newspapers and 
television; details are expected 
within the next 30 to 60 days, he 
said. 


Surprise Move Leaves 
: in Doubt Its Exact Role 
—Sans Foreign Offices 


New York, Feb. 6—The inter- | 
national advertising fraternity was 
intrigued to learn today that Rem- 
ington Rand had appointed Bryan 
Houston Inc. “to supervise over- 
seas advertising’ for its electric 
shavers, effective April 1. 


8 Weiss & Geller snapped up the 
account from under the noses of 
“more agencies than you can im- 
agine,” according to President Max 
A. Geller. Most of the competitors 
were said to be many times larger 
than Weiss & Geller, which han- 
dles a total of something like $5,- 
(Continued on Page 89) 


® The Houston agency apparently 
is being retained in a consulting 
capacity. Remington Rand’s world- 
wide promotion budget for shavers 
is in the neighborhood of $2,500,- 
000, but it is not clear how Houston 
will share in this billing. Apvertis- 


36 Agencies Pitched... 


K&E Lands $1,250,000 
Wilson Meats Account 


agencies which solicited the ac- 
count, which formerly was handled 
by Needham, Louis & Brorby (AA, 
Jan. 20). The winning presentation 
was made by a K&E team com- 
posed of Edwin Cox, board chair- 
man; William B. Lewis, president; 
Maxwell Ule, senior vp, and Robert 
Burton, Chicago manager. 


Roche, Rickerd Retains 
$3,000,000; Tatham-Laird, 
Clint Frank Were Finalists 


Cuicaco, Feb. 7—Wilson & Co. 
has named Kenyon & Eckhardt to 
handle advertising for its ham, ba- 
con, sausage and canned meat) 
Pre 000. unt DiS abOUL | 5 Wilson will be the second largest 

K&E was selected from among 36 account handled by K&E’s Chicago 


office (Whirlpool Corp. is larger). 
‘| “Our primary aim was to select 
KLM Account All lan agency which would yield an 

/ 

EWRR's; Hoyt 
Gets Lufth 
‘UeIS Luiinansa 
| 


effective combination of creative 
‘Merger Problems 


and promotional initiative, with 
sufficient marketing depth to serv- 
Solved’; Legler Heads 
$1,000,000 Account 


ice our account,” said Mark Cox, 
Wilson director of advertising, sales 

New York, Feb. 6—“Erwin Wa- 
sey, Ruthrauff & Ryan has now 


promotion and public relations. 
“We feel the local flexibility of the 
K&E Chicago office will be well 
suited to our particular operation.” 
demonstrated to our satisfaction 
that it has overcome its merger 
problems.” 
This was the happy word for 


EWRR this week from KLM Royal 
Dutch Airlines, which announced 
that its U. S. advertising account 
“will definitely be handled” by the 
agency, effective April 1. 

At the same time, Charles W. 


s Mr. Cox said the field of 36 
agencies interviewed included nine 
with more than $50,000,000 in bill- 
ings, eight with billings in the $20,- 
| 000,000-$49,000,000 bracket, and 
the rest with billings running from 
$2,000,000 to $19,000,000. 

The original list of 36 contenders 
was narrowed to three finalists, one 
in each of the above-mentioned 
billings brackets. Mr. Cox said the 
presentations made by these three 
agencies “were among the finest I 
have ever seen.” Although he de- 
clined to name the other two final- 
ists, ADVERTISING AcE learned that 
Hoyt Co., KLM’s current agency,|they were Tatham-Laird (in the 
announced that on April 1 it will |$20,000,000-$49,000,000 bracket) 
be taking over the advertising of and Clinton E. Frank Inc. (in the 

(Continued on Page 88) (Continued on Page 89) 


Honig-Cooper & Miner, at $14,000,000, 
Is West Coast's No. 1 Indigenous Shop 


Morse Is Senior VP for 


|ates the largest indigenous adver- 
|tising agency in the West. Its bill- 


Southern California in _ ings, in the $14,000,000 range, put it 
‘among the top five agencies with 


Mushrooming Operation branches or headquarters on the 


San Francisco, Feb. 6—Acquisi- Pacific Coast. The move, which 

tion by Honig-Cooper Co. of the|)@S been in the works for some 

Dan B. Miner Co., Los Angeles, cre- egy to be announced formally 
| Feb. 12. 


| ING AGE understands that the agen- 

cy will be working partly on a fee 
basis and partly on a split commis- 
sion basis. Houston, however, has 
_no offices or affiliates abroad. 


Remington’s international divi- 
sion—a division of Sperry Rand 
Corp.—had announced previously 
that it was pulling the shaver ac- 
count out of Robert Otto & Co. in . 
a search for “alternative approach- On all these questions there was 
es to its world advertising pro-|° elaboration this week from 
gram” (AA, Nov. 25). |Remington Rand. At Houston, all 

This solution comes as a sur-|@ueries were referred to John Pet- 
prise, because Houston has had no ‘Y; international advertising man- 


Last Minute News Flashes 


Hesse Named Exec Vp of Benton & Bowles 


New York, Feb. 7—William R. Hesse, previously senior vp and a| John C. Morse, the presidents of 
director of Benton & Bowles, has been elected exec vp. Other officers | the two agencies. 
promoted: Louis T. Steele, John F. Reeder and Edward W. Murtfeldt 


to senior vps; all were formerly vps and directors. Mr. Steele joined in the wind was the joint announce- 


Consolidation of the two agen- 
| cies into the Honig-Cooper & Miner 
|Co. will be effective March 1, fol- 
| lowing the formal signing of agree- 
ments between Louis Honig and 


The first hint of something in 


1937, ran the Hollywood office from 1948 to 1950; Mr. Reeder joined in | ment by Miner and Cole, Fischer & 
1952 as a vp from Young & Rubicam; Mr. Murtfeldt came from General | Rogow, Beverly Hills, of the trans- 
Foods Corp. in 1947, has been a vp since 1951. fer of the $250,000 Santa Fe Wine 
|Co. account from the Miner Agen- 
—_— dearpure. wen eat ot en enue. Bristol-Myers Names BBDO for Trig Deodorant > . on aaa 
years ago on the possibility of in- , y y 
ternational expansion, Mr. Houston New York, Feb. 7—Bristol-Myers Co. has appointed Batten, Barton,|) The Santa Fe account would 
told an ADVERTISING AGE reporter,|® One American agency, Young &| Durstine & Osborn to handle advertising for Trig, a new men’s roll-on have created a conflict with the 
“We have enough problems on the Rubicam, already has benefited— deodorant. A heavy national advertising campaign gets under way next Italian Swiss Colony account at 
domestic scene.” perhaps more than Bryan Houston month. Trig has been in four test markets since last fall. eines 


The Houston appointment is be- —from the new Remington Rand 
lieved to signify a decentralization policy; AA learned that Y&R’s | R. T. French Tests D og Food in Puerto Rico le At the time of the Santa 
RocHESTER, N. Y., Feb. 7—R. T. French Co. is test marketing a new| Fe switch, Mr. Morse declared that 


international experience and has ®8¢r for shavers, who was uncom- 
never heretofore shown any inter- ™unicative. Jack Chollar, interna- 
est in acquiring it. Questioned two tional marketing manager for 


of overseas shaver advertising. | Frankfurt office has picked up the Uc 
Previously advertising was coordi- ' shaver account in Germany. Otto’s | product—a dog food—in Puerto Rico. Publicidad Badillo is the agency. impending conditions in the Miner 
nated through Otto and its associate | (Continued on Page 88) (Additional News Flashes on Page 89) (Continued on Page 85) 
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Supers Like Cash 


Combined Deals, ‘Super Market’ Finds 


Disliked Practices Also 
Include Suggested Price 
Ads, Assortment Deals 


New York, Feb. 4—The super- 
market operator likes manufactur- 
er deals that give him cash. He re- 
sents combination offers, premiums 
and advertising that tend to load 
him with merchandise. 

That’s the conclusion of a new 
study by Super Market Merchan- 
dising, based on a survey of 179 
companies which control about 
25% of the industry’s stores. In es- 
sence, it consists of pro and con 
votes on 50 common trade practices 
in the food field, and how the op- 
erators react may be a surprise to 
food advertisers and agencies. 

For instance, 96% were against 
new items sold in combination with 
regular stock; 93% were against 
special assortment deals; 90% were 
against advertising that forces dis- 
tribution; 71% were opposed to 
salesmen contacting the sales man- 
ager, and 62% were against sug- 
gested price advertising. 


s On the other hand, a surprising 
number of trade practices got a nod 
of approval—55% approved of 
consumer couponing, 59% liked 


Average Income 
to Hit $7,100 in 
‘15, CED Predicts 


Discounts, Abhor 


pre-priced merchandise, 79% liked 
in-store display material, 76% ap- 
| proved of a mat service, 61% liked 
|store name mentions on radio and 
tv, 58% liked industry-wide pro- 
| motions, and 42% approved of 
|mail-in premium offers to the con- 
| sumer. 

| However, these percentages 
| paled when the question of cash 
came into the picture. The notion 
of cash in any form brought tre- 
mendous approval from the oper- 
ators: 

| 99% were for a cash discount;| 
'99% were for a “swell” allowance | 
| (i.e., on swollen cans, usually M% | 
of 1%); 97% were for payments | 
for special display; 96% were for 
cooperative advertising; 96% were 
for prepaid shipments; 96% were 
for case allowances; 96% were for 
inventory price adjustments; 94% 
| were for guaranteed sales (i.e., the 
manufacturer takes it back if the 
|retailer can’t move it); 93% were 
for guaranteed display payment; 

(Continued on Page 69) 


Ad Cutbacks to 
Save Dividends Are 
Called Short-Sighted | 


CLEVELAND, Feb. 4—Management | 
fools itself—and makes no capital 
gains—by trimming advertising 
budgets to safeguard dividends, 
)even for a short period. 
| The warning came from William 
H. Priesmeyer, vp of Fuller & 
|\Smith & Ross and manager of the 
|agency’s marketing services. 
| Mr. Priesmeyer’s advice was 
| passed along to business leaders by 
Robert J. Seltzer, financial editor 


“Staniey STEELMASTER is one tool 
a hitter likes to get his hands on 


HIT HAMMERER—This page will ap- 
pear in The Saturday Evening Post 
March 15. Wilson, Haight, Welch 
& Grover, Hartford, is the agency. 


Stanley Uses 
Fable to Tell 
Corporate Story 


Coordinated Effort Aims 
to Unify Public Image 
of Its Many Divisions 


NEw BRITAIN, CONN., Feb. 4— 
Stanley Works, New Britain, has 
built a soon-to-be launched ad 
campaign around a fable, and the 
company anticipates “fabulous” re- 
sults. 

The campaign will break Feb. 15 
in The Saturday Evening Post. It 
emphasizes “hard sell” and the 


; Streamlined Stanley ICD program, 


jaccording to Wilson, Haight, Welch 
& Grover, Hartford, the agency 
handling the campaign. The ini- 
|tials stand for 


Ads, Gardner Says 


He Says Nets Act Like 
‘Frightened Children’; 
Critics Often Ignorant 


New York, Feb. 6—Syndicated 
columnist Hy Gardner suggested 
that advertising agencies fight 
|back against unfair television 
criticism by pulling their ads out 
of offending newspapers. 

Mr. Gardner advised that course 
in a speech at the League of Ad- 
vertising Agencies annual dinner 
dance here last Friday. 

The New York Herald-Tribune 
columnist, who also is a regular 
performer on an interview show 
and a panel telecast, not only 
stuck to his guns but added some 
ammunition when asked for elab- 
oration by ADVERTISING AGE this 
week. 

“If I had a show which was 
being lambasted with great glee 
and regularity by a newspaper’s 
television critic,. serving no con- 
structive purpose other than build- 
ing up the byliner’s ego and read- 
ership, I’d yank my ads for that 
show out of that paper quicker 
than you can drop an option,” he 
said. 


a “I’ve seen many sponsors 
throw good money after bad by 
buying space to invite viewers to 
watch the very same program that 
| the tv column next to it rips to 
ribbons again and again and 
again,” he continued. “I’d swallow 
the criticism, accept it and be 
grateful for it if it is constructive— 


Importance of Ads in of the Cleveland Press. In the in-| 
Distribution Scheme Was) terview, Mr. Priesmeyer said: 


“How much money an advertis- 
Unforeseen, Report Says er should spend must be related to 


| what he wants to communicate and | 

New York, Feb. 4—By 1975, the| how quickly he wants to achieve | 
average income of American fam-| the communications job. 
ilies, after payment of all income | “An advertising program,” he| 
taxes, should be about $7,100, as| said, “has the power to deliver re- 
compared with the current average? sults in a direct ratio to sales ob- 
disposable income of $5,300 per|jectives. In other words, clearly 


“integration-con- | . . 
centration-domination.” but if the needling was constant 
The page ad will show Commo-| and malicious I’d be damned if I’d 
dore John W. Anderson, master of | SUPPort that kind of damaging 
the steamship United States, using| 408serel with my dollars. 
a Stanley Sabre saw. His testimoni-| “Too many new programs get 
(Continued on Page 54) (Continued on Page 90) 


Packaging Showing Animals, Not Babies, 
Boosts Baby Cereal Sales, Beech-Nut Finds 


family. 

The Committee for Economic 
Development makes this prediction 
in a new study prepared by its re- 


search and policy committee, head- | 


ed by Harry Scherman, board 
chairman of the Book-of-the- 
Month Club. 

“Achievement of this high aver- 
age income is not an imagined Uto- 
pia; it is a practical goal for prac- 
tical men,” the committee says. 

Titled “Economic Growth in the 

(Continued on Page 76) 


| defined 
must.” 

Mr. Priesmeyer said the adver- 
tising allocation must “naturally be 
balanced” with the company’s fi- 
nancial health, current and future. 


sales objectives are a 


|e “A marketing program should 
not be for only one year, but long- 
term—at least several years,” he 
said. 

| “Tf business men define their ob- 
| jectives, we can check points along 
ithe way to determine just how 
| much of the assignment we are ac- 


complishing.” 

The speed and effectiveness of 
advertising can be measured, and 
pee easily, Mr. Priesmeyer said. 

“In a period of declining sales, 


Group’s Ad Fund Is 
$1,000,000; Push Set a business man asks whether he 
|should spend more, cut back or 


New York, Feb. 6—The Nation-| average out in the middle of his 
al Assn. of Insurance Agents re-| advertising. To answer is the gene- 
ported today its program for so- sis of a marketing problem.” 
liciting funds from members for, Mr. Priesmeyer said facts must 
an advertising campaign had)|pe assembled about competition, 
passed the $1,000,000 mark. | sales objectives and the reasons 

The ad campaign, featuring the | for the sales decline. This inevit- 


Insurance Agent 


independent insurance agent, will| ably leads, he said, to steps that , 
begin March 27. Life, Look, Read-| can improve the advertiser’s com- 


er’s Digest, The Saturday Evening | munication, distribution, packag- 


Post, farm publications and Sun-|jng and pricing. One of these, or| 


day supplements will be used. 

The $1,000,000-plus program was 
developed by Alan H. Miller, 
chairman of the association’s ad- 
vertising committee. Doremus & 
Co. is the agency. 

“A series of one-minute partici- 
patio. s scheduled on the NBC 
‘Today shéw featuring Dave 
Garroway,” the statement said. In 
addition, tv spots will be carried 
on 46 stations not covered by “To- 
day.” # 


|a combination, he said, is adverse- 
ly affecting sales. 


well enough known, advertising 
can correct this. If it lacks dealers, 
advertising can find a dealer or- 
ganization. Advertising,” he said, 
“can communicate the reasons why 
a price is fair and justified.” 

Advertising, Mr. Priesmeyer 
said, can help correct everything 
|but the product quality. + 


s “If the company’s name is not | 


CANAJOHARIE, N. Y., Feb. 4— 
This week’s testimonial to the pow- 
er of packaging is given by the 
food division of Beech-Nut Life 
Savers Inc. 

In January, breaking with the 
tradition that conventional pic- 
tures of healthy babies are essen- 
tial to the sale of baby foods, the 
company started using whimsical 
pictures of animals on its baby ce- 
real packages—and found that 
sales volume promptly soared to 
“more than eight times that of 


Introducing 


\Beech-Nut Baby Cereals 


=a 
Ge ta wens wie = sien re 
if tn big new 
picturewebook packages 


| ee | Yt, 
By, . BEECH-NUT BABY FOODS 


NURSERY SELL—This color page will 
introduce Beech-Nut’s picture book 
packages for its baby cereals dur- 
ing February and March in baby 
| books, 

newspapers. 


the previous packages.” 
| In numerous instances, store 
| Shelves had to be “restocked with- 
jin a few hours of the original 
stocking,” and one salesman even 
reported that 120 packages were 
| picked up by customers while he 
|was setting up a new cereal sec- 
|tion in a Buffalo supermarket. “To 
keep up with demand, production 
schedules have been increased sev- 
eral times,” the company happily 
reports. 


Advertising Age, February 10, 1958 


where with the portable Waring Drink Mixer 


ANYWHERE—Waring Products is 

stressing the portability of its new 

Drink Mixer in its introductory 

campaign, This four-color page 

breaks March 22 in The New York- 
er. 


‘Waring Combines 
‘Magazine Units to 
Push Various Wares 


New York, Feb. 5—Waring 
Products Corp. next month launch- 
es its newest creation, the Waring 
|drink mixer. 

Introductory advertising breaks 
| with a four-color page in The New 
| Yorker March 22, with subsequent 
jadvertising scheduled for Esquire, 
|Holiday, Newsweek, Sports Illus- 
trated and Sunset. 

Advertising theme is “Done . 
anywhere with the portable War- 
|ing drink mixer,” and the ads em- 
phasize the ease with which the 
mixer may be used in various lo- 
cations. The mixer comes in five 
|colors and is priced at $24.95. 

Unusual space scheduling allows 
|for interchangeability in the ads 
of various other Waring products. 
Most ads will have either a facing 
two-thirds or half-page b&w 
space in which other products will 
be shown. The products will be al- 
ternated between the pages and 
\the smaller-space insertions. 
| 


® Anderson & Cairns is the War- 
ing agency. Seranne & Gaden, food 
consultant, is handling publicity 
for the mixer, which includes the 
production of an illustrated 32- 
page recipe booklet titled, “Whirl 
and Serve.” 

Among the other Waring prod- 
ucts are the Blendor, a coffee mill 
and Ice Jet attachment for the 
Blendor, and a Mixor. # 


| Graphic Arts Industry 
| Movie Has Premier 
| The Education Council of the 


® Each of the five cereal varieties, Graphic Arts Industry has pro- 
including a new Hi-Protein cereal, duced a 22-min. sound color film 
has a different animal on its pack-|@bout the industry, titled “Print- 
age—including a bonneted goose,|img—A Future Unlimited.” A pre- 
the cow jumping over the moon, Mier showing to high schools in 20 


Sunday supplements and | 


a butterfly-chasing kitten, a jaun- 
ty rabbit pushing a wheelbarrow 
of rabbits, and a bear who thinks 
he’s a train engineer. They were 
drawn by the Japanese-American 
artist, Mrs. Gyo Fujikawa. In ad- 
dition to being newly designed, 
the packages were increased in 
size from 3 oz. to 8 oz. 

The advertising schedule starts 
with color pages in the February 
issues of the Alford Baby Group, 
Baby Talk, Parents’ Magazine and 
Your New Baby and the April issue 
of Congratulations. Also in Febru- 


cities was held last month. 

Actor Howard Duff narrates the 
film, which presents the industry 
as being made up of people who 
have taken advantage of the 
schooling and training available 
to them. Copies of the film are 
available through the council, 
5728 Connecticut Ave. N. W., 
Washington, D. C., for $250. There 
is no loan arrangement through 
the council, though printing associ- 
ations may have copies for loan. 


Edison Sets $100,000 Contest 


ary and March, pages and half; Edison Electric Institute, New 


pages will run in 31 independent 
Sunday supplements and 23 news- 
papers. 

In a limited introductory offer, 
the cereal packages will carry a 
5¢-off “sticker.” This will be fol- 
‘lowed by a heavy mailing of ce- 
real coupons to new mothers. 

Young & Rubicam, New York, 
is the agency. + 


|York, is promoting its $100,000 
|Housepower consumer contest in 
Better Homes & Gardens, Living’s 
New Guide to Home Planning & 
| Remodeling, Sunset Magazine and 
| The Saturday Evening Post. The 
jcontest will run from February 
|through April. Appliances valued 
at $90,000 and $10,000 in cash will 
be awarded to winners. 
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Advertising Age, February 10, 1958 
Gallagher Urges 


ABP-NBP Merger 
to Build Industry | 


More Useful Audits, | 
United Front Against | 
P. O. Cited Among Aims 


New York, Feb. 4—In the face 
of a tightening market, business 
publications, instead of “clobber- 
ing each other on the unimportant 
question of whether circulation | 
should be paid or controlled,” 
ought to get together and achieve 
“real stature and strength” 
through a merger of Associated 
Business Publications and National 
Business Publications. 

Moreover, Bernard P. Gallagher, 
publisher of the Gallagher Report, 
told the New York chapter of Na- 
tional Industrial Advertisers Assn. 
yesterday, “all business publica- 
tions should have a complete 100% 
audit of both free and paid circula- 
tion. Only 40% of business publica- 
tions are audited. And only one 
audit bureau—Business Publica- 
tions Audit—counts both paid and 
free circulation.” 

Criticizing Audit Bureau of Cir- 
culations’ recent move to audit the | 
unpaid portion of members’ cir-| 
culation, Mr. Gallagher said, “The 
new ABC form audits only a lesser 
part of the unpaid; the greater part 
is still lumped together under} 
headings of ‘fixed free’ and ‘rotat-| 
ing free.’ So nothing much has} 
changed. ABC _ publishers - still 


(Continued on Page 73) 


\for construction and furnishings 


In billions of miles of service, no Firestone 


NEW CAMPAIGN—Firestone Tire & Rubber Co. will announce its new 
heavy-duty Steelcord truck tire with a spread in the Feb. 22 issue 
of The Saturday Evening Post. The ad says that the new Steelcord 
gives 20% more mileage and contains 64 miles of high-tensile steel 
to provide puncture and impact resistance. It is also asserted to be 
40% cooler running and has never been known to have a blowout. 
Automotive papers also will be used. Campbell-Ewald is the agency. 
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STEEL 


in Firestone’s New Heavy-Duty Transport 


— ed firleorde 
TRUCK TIRE 


Ad Motif, Chicago 


Panel of Agency Execs 
Gives Diverse Answers 
to Many Copy Problems 


f 


Cuicaco, Feb. 5—More than 150 
copywriters received some “gradu- 
ate” instruction in their chosen 
profession last night at a meeting 
of the Chicago Copywriters’ Club. 

The session, which featured slide 
films of various ads, probing ques- 
tions and some enlightening an- 
swers, was moderated by “Prof.” 
Jack Baxter, vp of Earle Ludgin 


. Firestone 


nese eee wae mee 


STEELCORD tire has ever been known to blow out! 


Western Ad Group 
Backs Mayers’ Stand 
on U.S. Propaganda 


Model House Called ‘Medium’ 
for Appliances; Audience: 39,000,000 


Builders Ask Ad Aid; 
Luce, Rosenberg Debate 
New Housing vs. Fix-up 


NEW YORK, Feb, 6—The mega 
house of the speculative builder of- 
fers a new promotional medium 


advertisers; what’s more, many of 
the big builders offer a shed—or 
tent or garage—which displays the 
brand name products being used 


N.Y. Stock Exchange Ads Are 500% Longer 
but Get Up to 3% Better Readership: Starch 


New York, Feb. 5—Good ad- 


vertising will be read no matter| 


how long it*is. That, at least, has 


been the experience of the New|sult brokerage 


York Stock Exchange. 
Readership _ studies, 


that the exchange’s advertisements | 
are being read by two and one-half 
to three times as many people per 
dollar of ad cost as the average of 
all ads of half-page or larger in the 
same publications—despite the fact 
that the exchange’s copy is about 
five times as long as the average ad. 
Keith Funston, president of the 
exchange, released this informa- 
tion in summing up results of the 
exchange’s 1957 advertising. 


made by/and the cautions about investing, 
Daniel Starch & Associates, show | 


s “Numerous readership surveys,” 


principal ideas we want to convey 
are registering with readers. 

“Our emphasis to readers to con- 
houses that are 
members of the stock exchange, 
which are so important for the new 
investor to consider, have made} 
especially strong impressions. 

“We intend to maintain our ed- 
ucational advertising program dur- 
ing 1958, with the same objective 
of attracting the widest possible 
readership for our story about the 
opportunities for and risks of in- 
vestment and the work of the ex- 
change and its membership,” Mr. 
Funston said. 

The exchange, he said, will spend 
$500,000 in the first half of 1958, 


Los ANGELES, Feb. 5—The board 
of directors of Western States Ad- 
vertising Agencies Assn. has 
unanimously adopted a resolution 
calling on Congress to take specif- 
\ic steps toward improvement and 
; |expansion of U. S. information ac- 
in the house. , . | tivities. The action was a result of 

In addition, the industry is en-|4 talk to the association by Henry 


gaged in a mammoth effort to Mayers, recipi > 

. > pient of the group’s 
make merchants out of builders.) .ynual award for contribution to 
“Get out from behind a hammer 


: a 1€* | western advertising (AA, Feb. 3). 
and learn some selling,” is advice) The resolution urges Congress to 
offered to builders from all quar- launch an immediate inquiry into 
ters. . |the information activities neces- 

Builders are being coached in| cary to offset worldwide Soviet 


selling techniques; they are being 
-% propaganda threat to U. S. secur- 
taught to play up the “hidden val-| i+, and to pass any legislation nec- 


ues” in a house; they ear going to} essary to insure that the future 
school; they are employing adver-| character and scope of U. S. coun- 
tising agencies to give their copy | ter propaganda activities adequate- 


crisply professional touch. ly fulfills : + 
Last year the home building y fulfills U.S. requirements. 


business found itself in a quan- 
dary. Money was tight. The “abso- 
lute” housing shortage was over. 
The customer had become more 
sophisticated—P. I. Prentice, edi- 
tor of House & Home, savs that in 
some cities two-thirds of the new 
houses must be sold to buyers who | 
are second-time buyers, people| 
who are knowledgeable about 
house values, who frequently own | 
(Continued on Page 70) 


‘Victim’ of Mandatory 
Retirement Rule Is Busy 
With Dog, Golf, Fishing 


New York, Feb. 5—John K. 
AMA Opens Sth Contest Strubing Jr., who is the youngest- 
The Chicago chapter of American | looking 60-year-old you're likely 
Marketing Assn. currently is ac- | to meet in a long day’s journey, has 
cepting entries in its fifth annual|retired from Compton Advertising, 
awards program. Projects from the; where he was vice-chairman of 
fields of sociology, operations re-| the board. 
search, psychology, mathematics; Mr. Strubing was on leave of ab- 
and communication done by some-|sence from the agency between 
one living in the Chicago area may | |ast July and January 2, when his 
be submitted before April 15 in the retirement became effective. Peo- 


|compared with $600,000 in the first|}¢gompetition for AMA’s honor| : 
Mr. Funston said, “have shown us| (Continued on Page 90) a ple at Compton have to quit at 60 


program which we developed in 
1956 have been extremely effec- 
tive. Our surveys show that the 


that the advertising approach in| 


Ford Augments — 
Mercury Drive — 


DEARBORN, Micu., Feb. 5—Ford 
Motor Co. will step up its adver- 
tising for Mercury during Febru- 
ary, it was announced here this| 
week at a meeting of district sales 
managers. 

The expanded campaign, which 
will run through March, is designed 
to lure prospects into dealer show- 
rooms. 

In the works are advertisements | 
in some 1,200 daily newspapers, | 
commercial time on the “Ed Sulli- 
van Show” (CBS-TV) and a direct 
mail promotion featuring a $50,- 
000 prize contest. 

Theme of the drive will be: 
“Compare the performance cham- 
pion.” 


cy. + 


Kenyon & Eckhardt is the agen-| 
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Members New York Stock Exchange [ 


award. 


because of pension-plan provi- 
sions. But his enforced retirement 
hasn’t bothered Mr. Strubing. “I 
j|must be inherently lazy,” he said 
yesterday. “I like it now. My time 
is my own to do with as I please.” 

He’s been busy for the past six 
months with “inconsequential 
things—golf, fishing, shooting,” 
Right now he’s training a gift Lab- 
rador retriever named Ichabod. 
“It took me two days to build him 
a dog house—at more expense per 
sq. ft. than it cost to build my own 
home.” 


| 
® Mr. Strubing has no regrets 
about his automatic retirement: “I 
,object to older men who stay 
| around, taking income and keeping 
the lid clamped on younger guys.” 
His former title of vice-chairman 
| of Compton “is now in suspension.” 
But, he said, “by the time I went 
;}on leave my chores had been ab- 
sorbed by younger people.” 

He said that when his present 


= 


TIEIN ADS—Here are two of the suggested tie-in ads the New York 


Stock Exchange is recommending 


will be used in Life March 17, the nit at right is set for Sunday 
newspapers April 20. Calkins & Holden is the agency. 


= ee =~ 


“vacation” beg-ns to pall “I'll 
start nosing around. I’d like to get 
to its members. The page at left | sive a series of talks to illuminate 
the advertising business. If under- 
|standing this business can be 


Don’t Be Panicked into Changing Good 


Copywriters Told 


& Co., who also is president of the 
club. 

Guest “lecturers” included Fred 
Wachter, Chicago manager of Er- 
win Wasey, Ruthrauff & Ryan; 
Peter G. (Pete) Peterson, Chicago 
manager of McCann-Erickson; Cy- 
rus Nathan, exec vp of North Ad- 
vertising; Paul C. Harper Jr., vp 
of Needham, Louis & Brorby; Ar- 
thur E. Tatham, board chairman 
of Tatham-Laird; C. E. (Tex) 
Rickerd, president of Roche, Rick- 
erd & Cleary; Robert Brinkerhoff, 
Chicago manager of Young & Rub- 
icam, and James Woolf, creative 
director of Henri, Hurst & McDon- 
ald. 


® Following are the questions 
asked by Mr. Baxter and the an- 
swers of the panelists: 

Is it impossible to call a spade a 
spade in advertising? (A Westing- 
house ad, which mentioned “ultra- 
lume” phosphors, was shown as an 
example.) Mr. Woolf said he was 
opposed to coined names. Mr. Ta- 
tham asserted that coined names 
have had some value but have been 
overdone. Mr. Wachter said coined 
names are of secondary importance 
to benefit promises made to con- 
sumers. 

What do you do when the com- 
petition is copying your ads? (Ads 
for Woodbury, Camay and Dove 
soaps, all mentioning cold cream 
and cream oils, were shown.) 

“At least 90% of the advertising 
for similar products is the <ame,” 
Mr. Tatham said. “Such specific 
products as breakfast cereals and 
laundry soaps all promise the same 


(Continued on Page 87) 


Strubing Retires at Compton; Yearns 
to Coach Advertiser on Agency Rating 


spread around, we may get some 
good people in it who are now shy- 
ing away from it, and we may keep 
out some others who should never 
get into it.” 

Mr. Strubing conceded he might 
also like to make a “pro bono pub- 
lico” contribution, and also “con- 


to some university where I could | 


sult with an advertiser who is not 
|in competition with Compton cli- 
ents.” He said he’d “dearly love to 
observe agency solicitations and 
help advertisers make the right 
agency choices.” 


s A Princeton man, who quarter- 
| backed a Tiger eleven (visiting co- 
(Continued on Page 20) 
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Bronze Age’ Radio 
Selling Practices 
Ripped by Sweeney 


ATHENS, GA., Feb. 5—The head 
of the Radio Advertising Bureau 
| has accused radio station salesmen 
of being “pretty primitive” in their 
approach to advertisers. 

Kevin B. Sweeney, president of 
the drum-beating bureau of the 
radio industry, lashed out against 
station salesmanship in a speech 
before the Georgia Radio & Tv 
Institute here last week. 

“We have emerged from the 
Stone Age in our selling technique, 
but we're still deep in the Bronze 
Age,” he said. “The station man- 
agements are just beginning to 
learn how to use something be- 
sides their bare hands in present- 
ing the story of their stations to 
national and local advertisers. 

“Radio’s ability to perform fer 
jan advertiser has so far out- 
stripped the presentation of that 
ability to the advertiser that I'd 
say the principal deterrent to ra- 

(Continued on Page 90) 
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Congress Should — 


Decide Pay TV 
Issue, FCC Told 


WASHINGTON, Feb. 6—Plans for 
widescale public testing of pay tv 
hung in the balance today as the 
House committee on interstate and 
foreign commerce intervened and 
told the Federal Communications 
Commission that the pay tv con- 
troversy should be settled in Con- 
gress. 

By a 17-7 vote the committee 
adopted a resolution stating that 


it is the consensus of the committee | 


members that the public interest 
wouldn’t be served by the granting 


of authorizations for pay tv be-| 


cause “it has not been established 
to the complete satisfaction of the 
committee that authority to license 
such an operation comes within the 
power of the commission.” 


Before adopting the resolution 
the committee had two weeks of 
hearings which included testimony 
on pay tv problems and network 
officials. 

The committee’s resolution said, 
“Such operations might lead to “t 
least a partial blackout of the pre- 
sent system of tv authorizations 
with possible injury to the present 
system in particular communities if 
not throughout the U.S.” 


8 In announcing adoption of the 
resolution, Rep. Oren Harris (D., 
Ark.), would not indicate whether 
there was an understanding that 
the commission will bow to the will 
of his committee. 

FCC sources indicated the com- 
mission’s course of action will not 
be determined before next Wednes- 
day at the earliest. At the present 
time there is only one application 
pending for permission for pay tv 


|tests, and the commission already 
,has announced that processing of 


pay tv applications will not start 
until March 1. 
While the commission is not le- 


gally required to respond to a res- 
olution by an individual congres- 
sional committee, Rep. Harris 
pointed out a few days ago that 
precedent exists because the com- 
mission postponed action on the 


|clear-channel case for many years 


after the Senate committee on in- 
terstate and foreign commerce 
adopted a resolution asking for 
time to consider the problem. 

During their appearances before 
the House committee when it was 
studying pay tv late last month, 
FCC members did not specify what 
position they were likely to take 
in the face of a committee resolu- 
tion. While FCC Chairman John 
Doerfer implied that the commis- 
sion recognized the right of Con- 
gress to take over the pay tv prob- 
lem, he urged the committee to put 
a time limit on its deliberation. 

In reply to a committee question 
he commented: “We are paid to 
handle the hot potatoes. If we sent 
this problem up to you there would 
be so much pressure from both 
sides you would never be able to 
make up your minds.” = 
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POWERING... 


Head, shoulders and sales above the com- 
petitive area, the Colgate-Palmolive Co. 
12-foot “Tower Of Profit” was...” one of 


ad 


the most successful displays we've used! 


You, too, can be Twelve Feet Tall. Just 
call The Man From Gibraltar. 


CORRUGATED PAPER COMPANY. INC. 


350 Warren St. Jersey City 2,N.J. 737 N. Michigan Ave., Chicago 11, Ill. 
NEW JERSEY: HENDERSON 2-4462 CHICAGO: MICHIGAN 2-1602 
NEW: YORK: DIGBY. 4-0580 
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Highlights of This Week's Issue 


Kenyon & Eckhardt gets $1,250,000 Wilson 
account formerly with Needham, Louis 
& Brorby; 36 agencies made pitch- 

hscniandianinniisindibisecasad Page 1 


Bryan Houston Inc. gets Remington shav- 
ers international account, 


perience ............ ..Page 1 


Average income of American families 
after taxes in 1975 should be $7,100, 
Committee for Economic Development 
predicts viliptaiiaindaio Page 2 


Supermarket operators like manufactur- 
er deals that give them cash, resent 
combination offers, premiums and ad- 
vertising that tends to load them with 
merchandise, Super Market Merchan- 
dising poll finds 


if a newspaper's tv critic pans your show 
maliciously, pull out your advertising, 
New York Herald-Tribune Columnist 
Hy Gardner advises advertisers ..Page 2 


Cutting advertising budgets to safeguard 
dividends is short sighted move by man- 
agement, F&S&R’'s wiatanatinind says in 
interview * Page 2 


Beech-Nut finds that putting pictures of 
animals instead of babies on baby food 
packages increases sales volume to 
“more than eight times that of the pre- 
vious package” Saieenninndicitthindia Page 2 


The builder's model home is a showcase 
for appliance furnishings advertisers, 
House & Home's Prentice says ....Page % 


Although New York Stock Exchange ad- 
vertising is 500% longer than most ads, 
it is getting 3% 
the average ad, Starch reports 


Ford steps up Mercury 


advertising during 
February wad 


Page 3 
Fair trade setbacks show minority House 
members who voted against strength- 


ening fair trade in 1952 were right, 
Rep. Emanuel Celler tells his col- | 
leagues Page 6 


Furnish ABC more data on your publica- 
tions, William Marsteller, of Marsteller, 
Gebhardt & Reed, tells publish- 
ers , Page 10 

Los Angeles gas appliance dealer who 


comes closest to estimating correct 
number of total advertising impres- 


to the sur-| 
prise of many, since Houston has neither | 
overseas offices or foreign market ex- | 


Page 2 


more readership than | 
Page 3. 


| sions Gaffers & Stattler ads make 
on tv viewers will get a trip to Ha- 
DOE eincka aateretansenereceidininintinenned Page 14 


Companies which succembed to “urge to 
merge’’ may divest themselves of ac- 
quired interests when they find out 
there was no logic or advantage in the 
move, University of Michigan Prof. 
Phelps tells group 


Ohio Education Assn. launches poster cam- 
paign to recruit more teachers .Page 30 


New York adman can’t live on $25,000 a 
year because he has to keep up with 
the Madison Ave. Joneses, Ladies’ Home 
Journal article reveals 


Two car family of future will own both 
a very large car and a very small 
car, University of Michigan professor 

SR dntnsenecnemcsitseceditaitennels Page 36 


Agency man Ed Weiss’ sense of urgency 
led him to emulate Jackson Pollock's 
dribblings in his paintings ........ Page 56 


| Let’s use advertising skills to make decen- 
cy and integrity fashionable, S. R. 
Bernstein, Advertising Age's editorial 
director, says 
E. B. Weiss peers inte future, sees possi- 
bility of advertising via electrical stim- 
ulation of the brain 2.0.0.0... Page 64 


Medium-size agencies are more creative 
and effective than bigger ones, John A. 
Cairns, president of Anderson & Cairns, 

says wigaticoies Vietiiebectiinitialaies Page 82 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path ... 
Art Director's Viewpoint ... 
Coming Conventions 

| Creative Man’s Cormer .............::000.... 
Direct Mail and Mail Order ....... 
Editorials ................. 
Employe Communications 
| Getting Personal 


| Looking at Radio and TV 

| Looking at the Retail Ads 

| Obituaries - 

|On the Merchandising Front 
Photographic Review 
Rough Proofs 

Salesense in Advertising 
This Week in Washington 
Voice of the Advertiser 
What They're Saying 
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is the size 
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we use for the 


Growing Greensboro Market!" 


1 


Advertising Age, February 10, 1958 


Crunch your way through North Carolina's most tasty market by 
using The Greensboro News and Record. This rich, diversified 
12-county ABC Retail Trading Area has one-sixth of the state’s 
population and accounts for one-fifth of the % billion annual retail 
sales. You can reach them through this dominating medium. Over 
100,000 circulation daily—over 400,000 readers daily. 


Only medium with dominant coverage in the Greensboro 12 County 
ABC Market and selling influence in over half of North Carolina! 


GREENSBORO, NORTH CAROLINA y, 
Represented by Jann & Kelley, Inc. 
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THIS IS ONE BUNCH  »f 


There never was a more vociferous bunch 
of readers for any ad than the bunch who'd 
see your ad in SPORTS ILLUSTRATED. 

Sports fans are rooters by nature. They 
get worked up, they're hot-headed, some- 
times cantankerous, ready for a cheer or 
a rhubarb. 

They won't be lukewarm about you and 
your product. If they’re for you, it won't 
be any private love affair—they'll let the 
whole world know it. 


Nobody has to guess whether they're for 
Basilio or Robinson, the Yanks or the 
Braves, the Big Red Team or the Old Blue — 

They take sides, too, about the cars they 
go for, the vacations they want most, the 
smokes, the drinks, the clothes, the every- 
thing. 

And when SPORTS ILLUSTRATED's 
800,000 families get rooting for what you 
make or what you sell, the odds go up on 
its whole future! 


SPORTS ILLUSTRATED 
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This Week in Washington... | 


Fair Trade Setbacks Show Minority — 
View Was Right, Rep. Celler Asserts 


By Stanley E. Cohen 
Washington Editor not approve. 

WASHINGTON, Feb. 6—Rep. Congressman Celler, a foe of fair 
Emanuel Celler (D., N. Y.) took the trade laws from ‘way back, re- 
floor to remind the House the other gards fair trade as “a pernicious 
day that he was one of only 10 system of price fixing, which is 
members who voted “no” in 1952,/contrary to basic American com- 
when Congress passed legislation petitive and contractual concepts.” 
designed to strengthen the fair) He says it promotes concentration 
trade laws. Now, he says, time of economic power, injures the 
proves this was an instance where competitive status of independent | 
the minority was right. retailers, fosters violations of the 

Since the adoption of a stronger) anti-trust laws, and is “unfair to 
federal fair trade law in 1952, he| the consumer.” 
points out, state fair trade laws | 
have been upset or partially upset You can finally 
in 14 states. He thinks others will| Barrow Study get a complete 
follow suit, because courts are re-| Js $2 ‘Bargain’ ©°PY of the fa- 
luctant to accept the idea that a mous Barrow re- 
business man can be bound by a port, outlining proposed new Fed-| 


contract he has not signed and does 


eral Communications Commission 
rules paring down the control net- 
works exercise over tv station time 
and rates. When originally released 
in mimeographed form, the report 
filled more than 1,500 pages, and 
copies were doled out one to a cus-| 
tomer to members of the press, as| 
well as to a handful of telecasters| 
who had a direct stake in the re- 


| port. | 


But with FCC setting the stage | 
for public hearings on rule changes | 


FCC starts its Barrow report hear- | 
ing in March. In addition to net- 
works, syndicates, multiple owners 
and important affiliates, the wit- 
ness list includes the Station Rep- 
resentatives Assn. 


Commerce 
Import ‘Deals’ Department's ef- 
Hit Objections forts to work out 
an informal 
agreement limiting the quantity of 
stainless steel] flatware shipped 


advanced in the report, printed| here from Japan has brought cries 
copies now are being offered to the| of “foul” from protectionist forces 
public at $2 a copy by the Super- lin Congress. They claim these in- 


|intendent of Documents, Govern- | formal agreements, similar to one 
|ment Printing Office, Washington | worked out to deal with textile im- 


25, D. C. It is available at this “bar-| ports last year, are a_ shortcut 


gain price” only because it has| which is being used by the execu- 
been printed as a congressional) tive branch of the government to 
document. So when you order it,| avoid situations where the Tariff 
ask for “Network Broadcasting,|Commission would be justified in 


Advertising Age, February 10, 1958 


HAROLD B. MERS, formerly on the 
staff of American Assn. of Adver- 
tising Agencies, has been appointed 
managing director of the National 
Assn. of Transportation Advertis- 


Report of the Committee on Inter- 
state & Foreign Commerce, 85th 
Congress, 2nd Session, House Re- 
port No. 1297, January 27, 1958.” 
Incidentally, at least 32 compa- 
nies have asked to be heard when 


recommending higher duties. ing, New York. Before joining the 
Their position is that there is no| Four A’s in 1952, Mr. Mers was 
legal basis for the agreements. Al- | with Puck—The Comic Weekly and 
though the agreements have ad- Fuller & Smith & Ross. 
mittedly been effective in holding 
the Japanese to a reasonable share 


of the U. S. market for particular 


how 


BIG 


Is your 
industrial 
ad dollar 
today? 


Not since 1933 has the answer to this question been so urgent. 


1958 ad budgets have gotta work overtime 
to reach sales objectives. 


This is no year for the prodigal selection of marginal 
media... costly massive waste circulations ... class B, C, D 
papers ... imitators, or also-rans. 


It was in 1933 that the acute need for industrial marketing 
economy brought forth an entirely new kind of medium... 


One which would saturate all markets ... all 452 industries 
... at a cost so low that no advertiser was barred out... 


Devoted exclusively to product news and information ... the 
number one interest of all product selectors. 


Nobody, but nobody, will take your ad dollar as far or 
make it work so hard as Industrial Equipment News 
... ead for one purpose only... product news and information 


... What better place and timing for your product advertising? | 


Cost per thousand down 18¢ since 1955. 


Details? ... Send for 26-piece Media Data File Folder. | = 


PRODUCT INFORMATION HEADQUARTERS Susie Sm) 


products, protectionists complain 
they represent an effort on the part 
of the executive branch of the gov- 
ernment “to dominate the whole 
field of foreign commerce regula- 
tion.” 


There are signs 
Justice Softens that Congress 
on Baseball TV eventually may 
come up with 
some new legislation which will 
give baseball clubs better control 
over their tv broadcast arrange- 
ments. In recent years, Justice De- 
partment’s anti-trust division has 
hacked away at agreements which 
blacked out telecasts that threat- 
ened to draw fans from the local 
team. Now, however, Rep. Celler is 
trying to help minor league clubs 
with a bill authorizing “reasonable” 
| agreements on tv rights. And At- 
torney General William P. Rogers 
says he is open-minded and willing 
to study the Celler proposals. 
Also at the Department of Jus- 
tice, preparations are moving rap- 
idly ahead for appeal of Judge 
William H. Kirkpatrick’s decision 
dismissing the conspiracy case 
which involved the NBC-Westing- 
house station swap. Justice lawyers 
claim the judge wrote some new 
law when he ruled that FCC ap- 
proval of the station deal precluded 
subsequent anti-trust review in 
court. “If Congress wanted it that 
way,” they say, “it would have 
known how to write that kind of 
authority into the Federal Com- 
munications Act in words which 
everyone could understand.” 


Several members 
‘Visit U.S. Year’ of Congress have 
Is Proposed joined in spon- 

soring resolutions 
designating 1960 as Visit U.S.A. 
Year. Noting that 43 of the 48 
states maintain official state travel 
promotion agencies, they say it will 
be good for business and that it al- 


ms 
“4 


}so will be “a vital step in the di- 


rection of international under- 
|standing and world peace.” 
In 1956, they report, 1,243,000 


| Americans traveled to other coun- 
\tries (excluding Canada and Mex- 
ico) and spent $1.27 billion. On the 
other hand only 350,000 persons 
from nations abroad (other than 
Canada or Mexico) came to the 
U.S. Their expenditures amounted 
to an estimated $750,000,000. + 


NAB Issues Radio Report 


“Radio Audience Measurement,” 
a report on techniques of meas- 
uring radio listening in and out of 
the home, has been submitted to 
the radio board of directors of the 
National Assn. of Broadcasters. The 
report outlines some of the basic 
requirements of. radio audience 
measurement and discusses the ob- 
jectives and the methods of meas- 
urement. It makes a preliminary 
evaluation of measurement tech- 
niques that already have been used. 
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The Saturday Evening 


Sell the [Mey } 


issue. Couple reads about vacation spot, 
gets itch in all four feet. (9 out of 10 ” aie — . 
Post readers approve of the advertising; the Post Wish you were here,” they write to friends, rel- 
leads by far in travel and resort advertising.) atives, friendly relatives, slaves back at the office. 
(Post-Influentials work—even on vacations.) 


aes — 
? 


Speak well. 


Tanned, relaxed couple is walking ad for vacation para- 
dise—at home, work, play. (Post influence moves side- 
ways, neighbor to neighbor, friend to friend. The Post 
reaches Influentials on every income level!) : 


Se uel | Resort is overrun with happy runaways. Local economy is getting richer every day. (Politz has proved 
q * that Post readers recommend and talk about the things they read in the Post. Are they talking about you ?) 
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Money from Broadcast Groups Was an 


Honorarium, Doerfer Tells Probers 


WasHINGTON, Feb. 6—During a 
three-day grilling this week con- 
gressional investigators found the 
chairman of the Federal Commu- 
nications Commission was getting 
all he could out of his expense ac- 
count; but they have yet to turn 
up anything which resembles the 
mink coat-deep freeze episodes of 
a few years ago. 

The committee’s chief investiga- 
tor, Prof. Bernard Schwartz of New | 
York University, says he has pro-| 
duced proof that there were times 
when Chairman John Doerfer col- 
lected expenses from more than 
one source. 

The chairman’s answer was that 
the money he occasionally received 
from broadcast industry sources 
represented an “honorarium” 
which he was entitled to receive, 
while the expense tabs he served 
on Uncle Sam simply reflected the | 
fact that he carried on government 
business, even when he was on 
trips to a broadcasters’ convention 
to make a speech for pay. 


s From the start, members of the 
House committee on legislative 
oversight had evidenced extreme 
reluctance to go into the personal 
affairs of the members of the Fed- 
eral Communications Commission 
and other federal] regulatory agen- 
cies. However, public hearings 
got under way this week after 
members promised to “hide noth- 
ing” in the face of the leak of a’ 
supposedly secret staff memo) 
which charged that FCC members 
were guilty of “personal and offi- 
cial misconduct.” 

The distaste which committee 
members feel toward public .dis- 
section of the commissioners was 
reflected in one intra-committee 
quarrel after another in the three 
days Chairman Doerfer was on the 
stand. At one point, when Prof. 
Schwartz reported Chairman Doer- | 
fer collected $33 for per diem ex- 
pense from the government after 
receiving a $100 honorarium for 
addressing the Georgia Broadcast- 
ers Assn., Rep. John Bell William 
(D., Miss.) taunted, “Are you try-| 
ing to prove that the chairman of 
the FCC cheated the government 
out of $33?” 


s “My purpose is to examine the| 
close liaison of the commission and | 


the industry it regulates,” Prof. | 


Schwartz replied: “To do this we 
must look beyond the law itself be- 
cause the law is merely a facade if 
the men who administer it do not 
have the integrity to administer it 
properly. 

“This does cast light on his per- 
sonal caliber as a member of a high 
regulatory commission.” 

Three days of testimony brought 
out the fact that Chairman Doerfer 
frequently accepted honorariums 
from broadcast industry groups for 
delivering speeches, and that he al- 
most invariably collected travel 
expense and per diem subsistence 
allowances from the government 
while engaged in these speaking 
trips. He also acknowledged that 
he permitted industry groups to 
pick up hotel bills when he attend- 
ed meetings, and that on at least 


speeches. “If it means anything 
other than that,” he said, “I’ve 
been mousetrapped.” 

But Comptroller General Joseph 


Campbell, who followed the FCC! 


chairman to the stand, said FCC 
commissioners cannot have it both 
ways, = 


Make New Auto 
Companies Out of 
Big 3, Romney Says 


WASHINGTON, Feb. 7—The “Big 
Three” auto companies should be 


|}compelled by law to divest them- 


selves of some of their bulk and 
create several new auto companies, 
George Romney, president of 
American Motors Corp., told the 
Senate subcommittee on anti-trust 
and monopoly today. 

He also proposed the parallel 
dispersion of national union bar- 
gaining power by prohibiting the 
combining of national unions for 
the establishment of common bar- 
gaining demands or use of eco- 
nomic power. 

Mr. Romney’s proposal would 
limit the size of any auto com- 


pany, or any company in any basic | 


industry, by requiring it to divest 
itself of some of its business when 
its sales exceeded a certain per- 
centage of total industry sales. 


® He proposed 35% as the limit 
for a company in one basic indus- 
try. If it is engaged in more than 
one basic industry, he said the per- 
centage should be 25%. 

By making divestiture free from 
immediate capital gains tax, the 
achievement of the sales percent- 
age requiring divestiture could be- 


come evidence of economic success | 
rather than being branded as a/| 


crime, he said. 


He pointed out that Standard 
Oil stockholders, executives, em- | 
ployes and customers benefited 


greatly from the creation of 34 
companies out of what was previ- 
ously a single enterprise. 

The ultimate aim, he said, is to 
prevent combinations of employers 
or combinations of unions from de- 
stroying the competitive system. + 


United Fruit Co. 
Agrees to Set Up 
Banana Competitor 


WASHINGTON, Feb. 4—The gov- 
ernment’s anti-trust case against 


| United Fruit Co. was settled today 


with a consent decree requiring 
United to help set up a new com- 
petitor in the banana business. 
Under the decree United is given 
eight years in which to carry out 
the plan. In setting up the new 
competitor, United must divest it- 
self of sufficient liquid assets, 
land, ships and other essential as- 
sets so that the new company will 
be capable of importing 9,000,000 
stems per year, roughly 35% of 
the bananas imported here in 1957. 
The complaint charged that 
United combined with former 
competitors to achieve control over 


one occasion he was a guest of) production, transportation and im- 
George Storer of Storer Broadcast-| porting of bananas. The original 
ing for about a week. |complaint was filed in 1954. # 

| 


= Much of the argument centered |CaJdwell Advertising Adds 4 
on the meaning of Section 4(B) of} Caldwell Advertising, Chicago. 
the Communications Act, which! has been appointed to handle ad- 
prohibits commissioners from en-|vertising for Knoll & Co., Three 
gaging in outside employment. But! Oaks, Mich., babywear manufac- 
it says this restriction shall not ap-|turer; McConnell Bros., Spring- 
ply to “presentation or delivery of| field, Ill, aluminum signs and gift 
publications or papers for which a|items; Next Inc., Chicago, drug 
reasonable honorarium or compen- | sundry manufacturer, and Superior 
sation may be accepted.” Equipment division of Superior 
Commissioner Doerfer said he in-| Pipe Specialties Co., Wheeling, 
terpreted this as meaning that he [/l., manufacturer of farm and in- 
can accept money for making’ dustrial loaders. 


| 


| 


Tjaden 


PLANNERS—Caught by the camera at the Broadcasters’ Promotion 
Assn.’s first 1958 directors’ meeting are Montez Tjaden, KWTV, 
Oklahoma City, 2nd vp; James Kiss, WPEN, Philadelphia; Marion 
Annenberg, WDSU and WDSU-TV, New Orleans, and Robert Moran, 
WBEL, Beloit, Wis. The meeting was held in Chicago. 


Advertising Age, February 10, 1958 


‘Phone Now, Said 
CBC Subliminally 
—but Nobody Did 


Network Would Like 
Another Test, Though, 
for Interest Was High 


| 

| Orrawa, Feb. 4—The Canadian 

, Broadcasting Corp.’s experiment in 
subliminal projection fell through 

| with a thud that was very percep- 

| tible across the nation. 


Annenberg Moran 


Ad Industry's Own Poor PR Helped Foster 
Baltimore Ad Tax, AFA’s Proud Charges 


| HARRISBURG, Pa., Feb. 7—The 
anti-advertising atmosphere that 
allowed the Baltimore ad tax to 
be born is largely the fault of ad- 
vertising men and women who 
| have failed to sell themselves, and 
the value of their services, as well 
as they sell their clients’ products. 

This charge is made by C. James 
Proud, president and genera] man- 
ager of the Advertising Federation 
of America, in a talk he is sched- 
uled to deliver here tomorrow be- 
fore the ad managers of the Penn- 
sylvania Newspaper Publishers’ 
| Assn. 

In his text Mr. Proud warns 
that unless the advertising indus- 
| try does a public relations job for 
|itself, “to help scotch the spread 
|of punitive advertising taxes,” its 
default will help kill free enter- 
prise. 


|@ This would result, he warns, be- 
cause the ad tax will price sales 
stimulants out of the reach of 
ismall business, “thus reducing 
sales, profits, eventually reducing 
over-all tax revenues.” 

Industrial expansion in Balti- 
more already has been hit by the 
tax, Mr. Proud says. He notes that 
two publishing houses have al- 
ready announced plans to move 
from Baltimore, and another pub- 
lisher has canceled plans to build 
a new plant there because of the 
tax. 

Mr. Proud also announces that 
AFA will soon distribute a “com- 
plete formula for muzzling such 
threats as the Baltimore advertis- 
ing tax.” The plan will be called 
“Community Action Plan” and 
will map out a program of organ- 
ized resistance to any ad tax plan, 
he says. 

Earlier this week AFA published 
a special six-page report summar- 
izing and analyzing news of ad 
taxes, existing or proposed, in 
Baltimore, St. Louis, San Francis- 
co, Norfolk, and Woonsocket, R. I. 

In the report, AFA explains 
what the Baltimore ad tax is, how 
the legal fight against it is shaping 
up, how AFA thinks the tax will 
affect Baltimore’s economy, and 
what AFA suggests to keep the tax 
idea from spreading to other cities. 


8 Meanwhile, in Baltimore radio 
and tv stations breathed a little 
easier this week following the 
judgment by Thomas N. Biddi- 
son, city solicitor, that national 
radio and tv ads are not subject 
to Baltimore’s 4% ad sales tax or 
the 2% tax on media’s gross re- 
ceipts. 

Reversing the city’s original 
|position, Mr. Biddison said that 
local sales of time on interstate 
radio or tv networks originating in 
or outside of Maryland is not tax- 
able under the new measures. 

This has eased the fears of Balti- 
| more radio and tv stations that 
'the new taxes would put them in 
an unfavorable competitive posi- 
| tion with stations immediately out- 
| side the Baltimore area. 

The _ solicitor’s announcement 
|eame before bills were due to be 


_ Ina test conducted on the popu- 
‘lar Sunday night program “Close- 
Up,” Subliminal Projection Co. was 
permitted to flash a subliminal 
message on the screen during the 
made up for time purchased by 30-minute show. The message came 


‘national advertisers in January; | 0M 352 times during the program. 


hence their bills are not expected| Moderator Frank Willis did not 
to reflect the tax at all. | reveal the message but asked view- 

|ers to write in to tell what they had 
® In another ruling affecting the |seen -” felt. He said the wnat 
tax Mr. Biddison declared that the would be given on the following 
4% ad tax is to be computed on week a show. The message said 
the total charge for the time simply: “Telephone now. 


purchases, exclusive of the agency | piegphongent g bn che ae oa gc 
commission. AAD ag thats. SP aN - 


Baltimore media are holding the 
4% tax they collect from local ad- 
vertisers in escrow until a final 
court ruling has been obtained on 
the constitutionality of the tax 
ordinances. The case comes before 
circuit court here early in March. 
16 plaintiffs, both media and ad- 
vertisers, are planning an all-out 


one person had guessed the answer. 
Strangely enough, on Monday, day 
lafter the “answer” program, Mr. 
Willis received a letter from a 
| Winnipeg viewer giving the right 
answer. The letter was post-dated 
on the Friday prior to the program. 
| But even CBC people are suspi- 
jcious that the Winnipeg sleuth 


battle to prove the taxes are un- 


— have obtained the answer 
constitutional. + 


from one of the very few people 
|who knew the words of the mes- 
| sage. 

(Even “Close-Up’s” producer, 
Ross McLean, did not know which 
‘of a series of statements had been 
}used on the original broadcast.) 


Washington Adclub 
Rejoins AFA to 
Share Ad Tax Battle s Frank Willis said that on the ev- 


WASHINGTON, Feb. 4—Directors|idence of the mailed replies, it ap- 
of the Advertising Club of Wash-|peared that subliminal communica- 
ington voted today to re-affiliate|tion’s bow in Canada, even on an 
with the Advertising Federation of|experimental basis, was a dismal 
America, ending a seven-year dis- | failure. 
agreement. | CBC checked telephone compa- 

Reasons for the earlier break had | nies across the country to check on 
been largely forgotten, club offi-| possible results. Nowhere was an 
cials said, but the need to affiliate | abnormal increase in usage report- 
with AFA was widely supported in|ed. In fact, the Maritimes Tele- 
| view of current efforts to fight pro- | phone & Telegraph Co. stated that 
'posals for taxes on advertising in telephone calls dropped during and 
various parts of the country. jafter the program as compared 

The decision to affiliate was| with a normal Sunday night. 
made after a presentation by AFA’s| And to clinch the failure, CBC it- 
president and general manager,| self reported that telephone calls to 
C. James Proud, and its board|its switchboards across the coun- 


chairman, Robert Feemster. 

Basil Fowler, club vp, was im- 
mediately designated to attend the 
AFA convention in Milwaukee next 
weekend. + 


St. Paul Dailies 
Settle Strike: 


Resume Publication 


St. Pau, Feb. 5—The St. Paul 
Dispatch and Pioneer Press re- 
sumed publication yesterday after 
a strike which had halted publica- 
tion of the newspapers since Dec. 
17 was settled Monday. 

Memberships of the St. Paul unit 
of the American Newspaper Guild 
and the mailer and printer unions, 


‘try were practically nil. In To- 
ronto, a city of 1,500,000, 14 calls 
were received, some from people 
asking CBC telephone operators to 
give them the answer. 


hes On the matter of the test mes- 
sage, most complaints’ center 
around the thought that the mes- 
sage “Telephone now” was an in- 
complete suggestion. Telephone 
|whom? Why? Many believe that if 
|the message had been “Telephone 
CBC now,” the results might have 
| been different. 
| Permission had to be obtained 
from the Department of Transport 
jand the CBC board of governors 
| before the test could be undertak- 
/en. The main stipulation was that 
the message had to be innocuous. 
However, CBC people—and un- 


both represented by the Interna- doubtedly experts at Subliminal 
tional Typographical Union, rati- | Projection—are studying the an- 
fied agreements which ended the! swers received by CBC after the 
strike. The guild and printers | first message. 
signed a two-year contract; the} Just under 50% of the letters 
mailers, a 27%-month pact. | stated that the viewers had felt or 
Guild officers said the Sentinel,| responded to an impulse to eat or 
union sponsored newspaper pub-| drink something. It is believed that 
lished during the strike, would | the experiment might be suspect on 
cease publication immediately. | this score alone, because in the 
Meanwhile, there were no new /|original program explaining the 
developments in 10 other cities| test Frank Willis had described an 
| where employes of 13 newspapers experiment in a movie theater 
are on strike. All of the struck dai- where patrons had been urged to 
lies are publishing with the excep- have a soft drink and eat popcorn 
jtion of the Peoria Journal and|in messages flashed during the 
| Star. # | film showing. + 
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QUTDOOR GIVES JACK FROST 
SALES IMPACT! 


= ee hoy 


Outdoor Advertising | 


apa 


Poster designed by Young & Rubicam, Inc. 


“As more and more groceries are purchased by self-selection, 
we are even more convinced of the value of the Outdoor 
campaign we began in 1952. Outdoor’s short, thought- 
Mr. W. O. Stanton stimulating copy, coupled with prominent treatment of our 
Vice President, Charge of Sales Jack Frost trademark, makes the medium particularly effective 

The National Sugar Refining Company, says: in selling to grocery and supermarket shoppers. So convinced 

are we of the sales impact of Outdoor, that we utilize 

a good portion of our budget in Outdoor Advertising.” 


S out of 10 people remember Outdoor Advertising!" 


OA I 
OUTDOOR ADVERTISING INCORPORATED 


WATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK + ATLANTA + BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA « ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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~ QUAD-CITY POPULATION — OVER %4 MILLION 
WHBF COVERAGE AREA—OVER 1 MILLION 


ILE 


CBS FOR THE QUAD-CITIES 


For Market or Coverage Data Write al Call 
_AVERY-KNODEL, INC, — 


| Regina Corp. Launches 
“Biggest Campaign Ever’ 


Regina Corp., Rahway, N.J., has 
scheduled its “biggest consumer 
advertising ever” 


and the Regina Electrikbroom this 
spring. 31 color ads will appear in 
17 magazines. The media list in-| 
cludes American Home, Better| 
Homes & Gardens, Bride & Home, | 
Bride’s Magazine, Home Modern- 
| izing, House Beautiful, House 
| Beautiful’ s Building Manual, House 
|& Garden, House & Garden’s Book 
‘of Building, Ladies’ Home Journal, 
Life, Living for Young Homemak- 


ers, Look, McCall’s, Modern Bride, | 
|New Home Guide and Sunset. | 


Trade ads will also be used. 


'Schackne Joins IT&T 
John R. Schackne, formerly as- 
| sistant manager of public relations 


|\for Standard-Vacuum Oil Co., has | 
| been named director of pr projects | 
and services for International Tel- | 
| ephone & Telegraph Corp., New | 


| York . 


COSMIC -UNIVERSAL 


Herkimer is now 


H 


“calling the shots” 


Herkimer Halvorsen is now a firm believer in ACB 
Newspaper Research Reports. As head of Halvorsen, 
Inc., he had poo-hooed them for years. 

But when Halvorsen, Inc., became a division of 
Cosmic-Universal, the ACB Retail Store Reports were 
furnished him by the Upper-Management. 

The Boys-In-The-Field who worked for Herkimer 
under the old Halvorsen, Inc., set-up are now frankly 
amazed at Herkimer’s shrewd insight to specific sales 
situations in far corners. 

Last week, the Seattle man got an air-mail from 
Herkimer directing him to visit Eugene, Oregon, and 


mented Herkimer. 


RETAIL STORE REPORTS 


Provide accurate check-up of dealer tie-in ad- 
vertising covering your own or competitive 
accounts. A widely-used service for determin- 
ing sales policy and directing salesmen’s efforts. 
Reports can show linage; cost of space; city; 
publication; sales territory; dealer name; 
product and price advertised; mats used; totals 
and percentages. Report accuracy, 95% and up. 


New York (16) 79 Madison Ave. © 
Columbus (15) 20 South Third St. 9 * 


straighten out that dealership. “It stinks’’ tersely com- 


At the next sales meeting, the Seattle man will find 
out how Herkimer learned of this Oregon situation. 
The ACB Retail Store reports will then be discussed. 

But at present the Seattle man surmises that this 
parent company that took over Halvorsen, Inc., must 
have one of those fabulous UniVacs with hundreds of 
electronic tubes and a built-in radar. Otherwise, how 
could they spot the Eugene situation —so accurately ? 

Full information on ACB’s 14 Services in our 48-page 
catalog sent on request, or contact our nearest office. 


Tze ADVERTISING 
CHECKING BUREAU, unc. 


Chicage (3) 18 S. Michigan Ave. 
Memphis (3) 161 Jefferson Ave. 
San Francisco (5) 5) First St. 


ACB READS EVERY ADVERTISEMENT IM EVERY DAILY NEWSPAPER 


for the Regina| 
Twin-Brush Polisher & Scrubber | 


Advertising Age, February 10, 1958 


| 


| that ven tm thin paper Taesday (Jan. 21) 


Check beck ond tohe @ look ot eur od of the Tle ond 
ev 00 © —heppeng ore in Arthmene, 
THIS IS WHAT OUR ADMAN SAID. 


yew hove © Speer old child end wart NOW te seve $20 
© marth in Keystens’s Manthly Savings Shares... by the 
tine hes college age. you'll howe mere than $2008 ecerved 


pr KEYSTONE 
~~ SAVINGS & LOAN 
on Ge Gn assoc laTION OF BF a1 
1} Some = 
Cum Tune ore 
on ane wed 
— ort 
= Sony oe 


i 


PROFIT BY ERROR—Keystone Savings 

& Loan Assn., Bethlehem, Pa., 

turned an error to good account in 

this ad running in the Globe-Times. 

Ritter-Lieberman, Allentown, Pa., 
is the agency. 


Provide More Data, 
Marsteller Urges 
Business Papers 


Cuicaco, Feb. 4—William A. 
Marsteller, president of Marsteller, 
Rickard, Gebhardt & Reed, yester- 
day urged publishers of business 
publications to furnish Audit Bu- 
|reau of Circulations with as much 
data as possible on their publica- 
tions. 

Such information as the size, cost, 
number of pages and weight of a 
publication should be included in 
‘an ABC report so as to give media 
buyers and advertisers an oppor- 
|tunity to properly evaluate a pub- 
| ication, he said. Mr. Marsteller 
made his remarks at a luncheon 
meeting of the Dotted Line Club. 

The principal theme of the meet- 
ing was ABC’s recent decision re- 
quiring business publications to 
provide distribution breakdowns on 
; their unpaid circulation. 


|@ Angelo Venezian, vp and circu- 
lation coordinator of McGraw-Hill 
Publishing Co., said he felt the new 
|rule would encourage publishers to 
jconvert their free circulation into 
paid circulation. Mr. Venezian was 
principal speaker at the meeting. 

Stanley Clague, vp of Modern 
Hospital Publishing Co., pointed 
out that 50 of 364 business publica- 
tions members of ABC distribute 
72% of all free sample copies, and 
added that six publications send 
out 50% of all free copies. 

The big problem confronting the 
business paper field, Mr. Clague 
said, is to get 1,500 unaudited 
publications to become audited 
books. # 


_McCann to Keep S.O.S. 

McCann-Erickson, San Francis- 
co, is expected to remain as the 
agency for S.O.S. Co., Chicago, 
| which has been purchased by Gen- 
eral Foods Corp. 

General Foods exchanged 349,- 
410 shares of its common stock, 
currently valued at more than $17,- 
200,000, to acquire all of the prop- 
erties and assets of S.O.S., which 
manufactures soa p-impregnated 
steel wool scouring pads and knit- 
‘ted plastic filaments used in dish- 
washing. 


‘Trib’ Names Priory 

Nicholas J. Priory, formerly as- 
\sistant circulation manager, has 
| been appointed circulation man- 
| ager of the New York Herald Trib- 
une, succeeding John A. Christen, 
who has retired. Mr. Priory joined 
, the Herald Tribune in 1931. 
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The editors of Better Homes & Gardens have an uncanny ability to 
latch onto exciting new ideas and turn them into nation-wide trends. 
That’s because they know what kind of ideas their home-and- 
family loving readers want—often before their readers do. 


Take the Family Room, for instance. A few years ago hardly 
anybody even knew what the term meant. BH&G planted the idea 
in its pages. Other media took it up. Builders and manufacturers 
helped. The exciting result of BH&G’s cultivating of an idea is 
that today the Family Room is practically as standard for 
medium priced new homes as the 2-car garage! 


People get all wrapped up in the ideas they see in Better Homes 
& Gardens. And the more they read their favorite idea magazine, 
the more they do and the more they buy. BH&G is a natural for any 
advertiser whose products can help families to live better. There’s 
no other major medium quite like Better Homes & Gardens. 
Meredith of Des Moines . . . America’s biggest publisher of ideas for 
today’s living and tomorrow’s plans 


\e 


; of America reads BHaG the family idea magazine 


4,500,000 COPIES MONTHLY 
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The Editorial Viewpoint... 


Is “Value Added’ Startling? 


In the February issue of Harper’s, Martin Mayer, one of the more 
literate and careful reporters of the advertising scene, presents a 
picture of advertising and how it works which will probably please— 
or at least not displease—most advertising men. 

His analysis of what advertising is, how it works, what it can and 
cannot do, is reasonable and sensible. And his discussion of why in- 
tellectuals dislike advertising is cogent enough to deserve repeating: 

“By presenting the intellectual with a more or less accurate image 
of the popular culture, advertising earns his enmity and calumny. It 
hits him where it hurts worst: in his politically liberal and socially 
generous outlook—partly nourished on his avoidance of actual con- 
tact with popular taste.” 

It is only when Mr. Mayer and Harper’s get excited about “a new 
theory of advertising” to explain what role advertising really plays 
in our society and “how to tell whether it is the hero, the villain, or 
merely a butler,” that most advertising men will feel let down. For 
it turns out that Mr. Mayer’s “new theory of advertising” is neither 
new nor startling. ~ 

His concept of “added value”’—value added by the advertising 
which is not inherent in the product itself, is spelled out in detail in 
hundreds of textbooks on advertising, and has been accepted as 
gospel by every advertising man for at least 20 years—long before 
the “brand image” phrase, which is clearly an “added value” con- 
cept, was ever heard of. 

Advertising is a matter of words and pictures—of mass persuasion. 
There is nothing physical about it, and therefore, quite clearly, if it 
adds anything at all to the dimensions of a product or service, it 
must add psychological rather than physical values. That it does so 
will surprise no advertising or marketing man, and it will be amazing 
if it surprises anyone else. 

On the whole, however, it is our opinion that Mr. Mayer has pre- 
sented a thoughtful, sensible view of advertising, remarkable for its 
freedom from jingoism and saber rattling. His comments on ad- 
vertising and conformity are a good example of his approach. 

The relationship between advertising and conformity is a good 
example of his approach. 

The relationship between advertising and conformity, he says, is 
difficult to discuss because “the alleged conformity, as a new de- 
velopment in society, probably does not exist outside the imagina- 
tions of the people who talk about it... 

“Actually, ‘conformity’ plagues the impoverished communities, 
where people work to exhaustion and have neither the leisure nor 
the income to express their tastes. A prosperous middle-class com- 
munity may feel, more strongly than a poor community, that it does 
not like people who rock the boat—but within broad limits its mem- 
bers are free to indulge their individuality as they never have been 
before. 

“And advertising’s contribution here is, on the whole, to increase 
diversity. .. 

“What lies behind the cry of ‘conformity’ and the accusation that 
advertising promotes it is the deep disappointment following upon 
the arrival of the millennium. We have achieved the nineteenth cen- 
tury dream: practically everyone has enough to eat and decent 
clothing; by any standards but our own, nearly everyone is well 
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—Bob Schalk, Gray & Rogers, Philadelphia. 
“What's all this fuss about subliminal advertising? Personally, I 
can’t see it.” 
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housed; the work day is shortyand leisure is ample. 

“But the millennial culturé turns out not to be very interesting: 
the average man remains a mediocre figure, and pleased with him- 
self, to boot. . . Perhaps advertising ought to do something for the 
culture, but it won’t; says it can’t; says it shouldn’t be asked.” 


The Resigned Account Problem 


The recent resignation of the Lincoln account by Young & Rubi- 
cam and the subsequent reports that this agency thus became a 
serious contender for the giant Buick account, raise a question of 
agency conduct of some proportions. 

Perhaps our memory is playing tricks, but it seems to us that in 
recent years there have been a rather surprising number of similar 
cases, in which agencies have resigned or given up accounts when 
a competitive account has been shopping for agency service. In al- 
most every instance the agency involved has been one of the giants 
of the business, since, generally speaking, only a big agency can 
afford the risk of resigning an important account in the hope of 
gaining an equally or more important competitor. 

Almost inevitably, resignation of an account means that it is an 
unsatisfactory account from the standpoint of the agency for some 
reason, and that relations between client and agency are so strained 
that a parting of the ways is bound to come sooner or later. Or, in 
those instances (which are not as rare as some cynics would have 
you believe) in which client-agency relations are completely am- 
icable, there are management or profit-potential reasons why the 
agency must eventually resign an account. 

The ethical question, if there is one at all, is whether an agency 
is justified in hastening what would be an eventual separation from 
an existing client, when it learns that a desirable competitive ac- 
count is shopping for agency service. 

In one sense, of course, this is purely a business decision of the 
agency involved, to be decided solely in the light of what the agency 
believes are its own best interests. But in another sense it is a deci- 
sion fraught with significance for the whole advertising business, 
and one therefore which should not be made lightly. 

While we would certainly not say that accounts should never be 
resigned when competitive accounts are loose, we hope such resig- 
nations will always be made with extreme reluctance, and that they 
will be few and far between. 

From the standpoint of the long-range effects upon the adver- 
tising business, the most unfortunate aspect of such resignations is 
that the business world at large can never be told the true state of 
the existing agency-client marriage, and the announcement of its 
dissolution at a time when a competitive account is loose always 
therefore seems more cold-blooded than the facts may warrant. 


Advertising Age, February 10, 1958 


Rough Proofs 


The drys are going to have dif- 
ficulty winning converts in the 
polar regions. Lt. Howard Taylor 
III, a physician attached to a Navy 
scientific expedition to the Antarc- 
tic, reports, “Temperate use of bev- 
jerage spirits in the intemperate 
climate at the bottom of the world 
was a big help in relieving pres- 
sures.” 

a 


You can’t keep a good man re- 
tired for very long, the experts 
Say, and so it’s entirely in order 
|that Stuart Peabody, ex-Borden, 
|and Franklin Bell, ex-Heinz, have 
pe a new marketing division 
of George Fry & Associates in New 
| York. 


| One of these days a client shift- 
ing his advertising account won’t 
| express deep regret and pay trib- 
jute to the departing agency for 
having done a wonderful job. 

7 


Uneasy lies the head that wears 
a crown, and so do the heads of 
members of the FCC who have 
accepted the well-meant courtesies 
of those polite broadcasters. 


“It’s too early,” reports The New 

Yorker, “to say much more of a 
prophetic nature other than that 
we think we can keep the Yan- 
kees.” 
The Giants and the Dodgers 
have departed, but the city is go- 
ing to make it difficult for the 
National League to stay out of the 
metropolis for very long. 


Can you remember ’way back 
when Mickey Mantle, the Ameri- 
can League’s most valuable play- 
er, was pictured playing center 
field for the Yankees and at the 
same time advertising his favorite 
brand of bubble gum? 


Paul Pinson says he hasn’t been 
solicited by an automobile sales- 
man either by mail or in person 
for years, but it’s an even money 
bet he won’t be neglected very 
much longer. 


That new worldwide coffee pro- 
motion association, which plans to 
spend $8,000,000 advertising its fa- 
vorite brew, will have its head- 
quarters in Rio, which would be a 
nice addition to the territory of 
any ambitious advertising sales- 
man. 


“The quickest way to become a 
top marketing man,” says a na- 
tional advertiser looking for re- 
cruits, “is working with top mar- 
keting men.” 

And like a football scholarship, 
this course in the University of 
Experience carries a good income 
for the aspiring student. 


Rep. Blatnik says he’s starting 
hearings next week on the adver- 
tising of tranquilizers, a step which 
won’t add much to the tranquility 
of their makers. 


After a few false starts and a 
little too much publicity, the U. S. 
has succeeded in putting an earth 
satellite into space, by Jupiter! 


Copy Cus. 
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In every business, growth is a critical measure of success. 
The magazine business is no exception. It’s significant, there- 
fore, that the most dynamic growth of all leading magazines 
has been achieved by LOOK. 


Study the record—cited below for the past year, five years, 
ten years. By three basic yardsticks for appraising media, 
LOOK’s growth is unmatched by any magazine billing over 
$20,000,000 a year in advertising revenue. 


THE ONE-YEAR RECORD: 1957 vs. 1956 


19 MAJOR MAGAZINES 


LOOK’s continuing growth stems from several factors. Its 
vital editorial concept—“the exciting story of people.” Its 
impact on 24,800,000 readers, one of every five Americans 
aged 10 and over. Its ability to deliver more readers per dol- 
lar* than any other major magazine. These are the elements 
that have built one of the great success stories in magazine 
publishing . . . that have made LOOK America’s fastest- 
growing major magazine. 


* Based on latest-announced black-and-white page rates. 


CIRCULATION GAIN ADVERTISING REVENUE GAIN OR LOSS ADVERTISING PAGE GAIN OR LOSS 
LOOK beeen bees sb as sre ere Pree +$9,001,457 SEES i acieck 2.04% chee eae ms +133.90 
ee eee Ceres ts Carr +291,253 gg RR ee + 4,427,321 NS 8 OF, ois d ctw enue kine + 99.41 
Ladies’ Home Journal ....... +276,747 ne eee er a a + 4,025,245 Se re 
Good Housekeeping ........ +264,477 Ladies’ Home Journal ....+ 3,488,527 Ladies’ Home Journal ........ — 12.17 
A ere +162,163 MEE iv ba'00d0 66-00% + 2,949,470 Good Housekeeping ......... — 25.93 
SS er eee +136,858 SE aa oien cueeciae bes + 2,513,843 TIME «0... cece eee eeee ee = 89.08 
pee ee +133,726 Good Housekeeping ......+ 1,881,969 Better Homes & Gardens ...... —194.62 
ee + 55,844 I oe até i oad ere + 68,122 . WoArererrieters cre —207.45 
Better Homes & Gardens .....+ 23,814 Better Homes & Gardens ..— 810,642 _. Ae See eee eee ee ee —437.49 
Source: A.B.C. (ist 6 Months) Source: P.1.B. Source: P.1.B. 
THE FIVE-YEAR RECORD: 1957 vs. 1952 
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Source: A.B.C. (ist 6 Months) Source: P.1.B. Source: P.1.B 
THE TEN-YEAR RECORD: 1957 vs. 1947 
CIRCULATION GAIN ADVERTISING REVENUE GAIN ADVERTISING PAGE GAIN OR LOSS 
Fee tt, eee +2,448,017 ee ee +$61,650,182 SS sn Rha raw EN eo 8 0 ey + 715.66 
ODOT 5 56s obs eduee eds +1,330,334 EE Atk rhea es +35,080,863 oo ee + 558.13 
a ME ee eee ee +1,191,381 . See eee + 31,359,740 GU S40 bos bees 6 on 2 owes + 337.33 
Better Homes & Gardens. . .+1,168,799 Wes war ke uae ds Oey + 21,908,292 Better Homes & Gardens ....+ 32.48 
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Good Housekeeping ....... + 798,561 PE Sos sp wnese + 13,496,151 Good Housekeeping ........— 265.09 
VOR 64s see bee peeedeaes + 584,708 McCali’s ..............% 10,434,530 eS — 315.40 
CMO . fi coin eemexe ens » + 498,300 Good Housekeeping ..... + 7,300,677 Ladies’ Home Journal ...... — 477.29 
WOWONIEE. 2s ks ec eeedawes + 088,369 Ladies’ Home Journal ...+ 3,879,414 Oo Re eee ee —1,148.43 
Source: A.B.C. (ist 6 Months) 
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Even _{ know that ... 
only THE ATLANTIC Crry Press 
covets SOUTHERN New Jersey / 


That’s right! The Press not only covers 80% of the families in 
Atlantic City itself, but provides the best coverage of the South- 
ern New Jersey market; Atlantic, Cape May and Cumberland 
counties, each covered daily by separate local editions. This 
coverage is growing more intensive—circulation is up 13%. 
Are you getting your share of Southern New Jersey’s annual 
$476 million in retail sales? Put the Press to work for you and 


Atlantic City Press 


Southern New Jersey’s ‘Good Morning’ Newspaper 
Rolland L. Adams, President 
Gallagher-DeLisser, Inc., National Representatives 


Roxbury Carpet Launches 
‘58 Magazine Campaign 

Roxbury Carpet Co., New York, 
plans the largest promotion cam-| 
paign in its history for 1958. From | 
February through November, col- 
or ads will appear in Better Homes 
& Gardens, Good Housekeeping, 
| House & Garden, House Beautiful 
and Living for Young Homemak- 
ers. 

One series of ads, running in 
Better Homes & Gardens, will tell | 
“The Story on Roxbury Carpets” | 
and will be the basis of a consumer | 
contest asking readers to write in’ 
their comments on the story. An-| appep—Capital Ps, back to back, 
other promotion will tie in with combined with its long-used arrow, 
Eastman Kodak's Chromspun yarn;| make up Parker Pen Co.’s new cor- 
a third promotion will feature an | porate symbol 
endorsement by Reginald Denny of , 
the cast of “My Fair Lady.” St.| 


Georges & Keyes, New York, is the’ Contest Asks Dealer 
agency. 

‘ - ‘to Estimate Drive’s 

| Agency Moves | ‘ 
Benjamin Co., New York, has T V Ad Impressions 


| moved its offices to 600 Fifth Ave. Los ANGELES, Feb. 4—Utility Ap- 
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pliance Corp. is running a contest 
for Los Angeles dealers handling 
its Gaffers & Sattler line of gas 
appliances, offering a grand prize 
of a Hawaiian holiday for two. 

The winner must come closest to 
| estimating the number of total ad- 
vertising impressions that Gaffers 
& Sattler ads will make on viewers 
in the Los Angeles area, from Feb. 
1 to March 31. 
| The dealers were told of the pro- 
gram last week at a special meet- 
ing held at KRCA, which will carry 
the entire tv schedule. P.L. Chabre, 
national sales promotion manager 
| of Utility Appliance, explained the 
| contest in this manner: 
| “A tv advertising impression is a 
| single commercial impression. If 
three people are watching tv and 
each sees a single commercial, this 
constitutes three impressions. 


homes in its signal area, with an 
average of two viewers per set. 
Program ratings represent a per- 
centage of the total tv homes or 
| sets tuned to the program. A rating 
lof 10 in the 2,300,000 homes of the 
KRCA area, times two viewers per 
home, would equal 460,000 impres- 
sions.” 

Without revealing the exact ex- 
tent of the campaign, dealers were 
told it would be approximately 


: “KRCA at present has 2,300,000 


20% bigger than in the same two 


eravict® 


ws 


months of 1957, when, he said, a 
total of 25,712,000 impressions were 
made on viewers. 

Robinson, Jensen, Fenwick & 
Haynes, Los Angeles, is the 
lagency. + 
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Nestle Offers Ten $500 
Cabins in Quik Contest 
| Nestle Co., White Plains, N.Y., 
| will promote Quik, instant choco- 
llate flavor for milk, this spring 
| with a contest offering ten $500 
|redwood cabins as top prizes. The 
jcabins are 9’ long and 7’ high. The 
contest will be promoted Feb. 22- 
|April 5 on “The Lone Ranger” 
(CBS-TV and ABC-TV) and in 
page ads in the March 13 issue of 
|Life and March 18 Look, 
| Contestants are asked to name 
je cabin, submitting the recipe 
}panel from a Quik package with 
each entry. Any of the top ten win- 
ners submitting panels from the 
|family-size Quik will get a bonus 
jof a $1,000 U.S. savings bond. 
— are 1,225 prizes, ranging 
from portable tv sets to pen and 
|pencil sets. An extensive line of 
point-of-sale material is offered 
|stores. McCann-Erickson, New 
York, is the agency. 


Clissold Heads ABP Group 

Walter N. Clissold, exec vp of 
Clissold Publications, and head of 
its Washington, D.C. office, has 
been named chairman of the As- 
sociated Business Publications ed- 
| itorial division, formerly known as 
the National Conference of Busi- 
ness Paper Editors. 


WwWtiw-c Wiw-D WLWRA 
Television Television : Television 
Columbus 3 Dayton a Atlanta 


Wiw-l 
Television 
Indianapolis 


Television 
Cincinnati 


Pini tosley Broadcasting Corporation, a division of Avco 
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The most precious thing in all 


the world 1s a HAPPY HEART. 


Our hearts are happy at CM&H. He are 
America’s finest photo-engraving plant for 
letterpress and gravure. Our staff is highly 
skilled, eager and willing. Our clients are 
the finest in all the world. 

COLLINS, MILLER & HUTCHINGS, Inc. 


America’s finest photoengraving plant for letterpress and gravure 


333 West Lake Street, Chicago 6 
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Advertising Age, February 10, 1958 


FIRST, 
WITH MORE READERS! 


Proceedings is the number one magazine in the 
radio-electronics field because it offers more— 
54,614 engineers and 11,569 students received 
more than 60 tons of wanted editorial information 
in the January issue alone. The record growth of 
The Institute of Radio Engineers and the demand 
for Proceedings of the IRE will require 73,000 
copies to be printed in March. Use a slide rule or 
any scale; your advertising dollars go further and 
mean more when they are invested in 


Proceedings of the IRE 


INSTITUTE OF RADIO ENGINEERS 


Adv. Dept. 72 W. 45th St., New York 36, N. Y. * MU 2-6606 
Chicago + Cleveland + tLos Angeles + San Francisco 


THE 


BLUE 
RIBBON 


TULSA, one of America’s | ) Markets! 


WORLD 
TRIBUNE 


PAN , 
AMERICAN 


mi HD 
BESLUE C 


NAMES YOU KNOW... that “Nail-down!” 
Prosperity. . . and Steady Sales! 


NATIONALLY KNOWN “NAMES” .. . HOME 
OFFICES OF MANY OF AMERICA’S LARGEST OIL 
COMPANIES . . . MEAN THAT TULSA IS NOT 
ONLY A RICH, RESPONSIVE MARKET. . IT’S A 
STEADY MARKET, WITH ONE OF THE LARGEST 


PER CAPITA INCOMES IN AMERICA... 
TULSA, WHERE ANNUAL PURCHASES OF OIL 
FIELD SUPPLIES AND EQUIPMENT EXCEED $500 
MILLION, TULSA, WITH A POPULATION OF 
*337,563, IS THE TRADING CENTER OF A TWO 
BILLION DOLLAR MARKET! 


*New figures just released by the University of Okla- 
homa Business Research for Tulsa County. 


FOR MORE BUSINESS. . . USE- 


THE OIL CAPITAL NEWSPAPERS 


. TULSA WORLD 
- TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY 


ationally by The Branham Co., Offices in Principal U.S.A. Cities 


N 
ieee tod a 


Getting Personal 


Joseph Bensman, manager of consumer research at William Esty 
Co., New York, has co-authored “Small Town in Mass Society,” just 
published by Princeton University Press. He’s also a lecturer in so- 
cial science at Brooklyn College... 

Andrea Valerie is the new member of the Gerald Martin family. 
Father is general manager of the 1958 International Automobile 
Show ... Ralph D. Gardner, head of his own New York agency and 
possessor of a rare collection of Horatio Alger books, has contributed 
the duplicate books he has acquired through the years to the Chil- 
dren’s Aid Society’s East Harlem Center. A gaily bedecked grocer’s 
cart will serve as a mobile library for the books, and will visit all 
the society’s child centers... 


Ro a is 
us 


vw, 


FIRST ANNIVERSARY—Principals in Maxwell Assaciates Inc., Philadel- 

phia, prepare to partake of the agency’s first birthday cake. Cutting 

the cake is John Maxwell, president. In center is Mrs. Phyllis Custer, 

secretary-treasurer, and on the right is William Maxwell. The Max- 

wells formed their own agency following the transfer of the consum- 

er Philco account from Hutchins to BBDO. The Maxwell agency stil 
handles a good portion af the Philco business. 


Patrick E. O’Rourke, advertising director of Family Weekly, is at 
home convalescing from a fractured vertebra suffered Jan. 12 
while surf-riding in Acapulco. He was hospitalized in Mexico City 
for ten days, returned to Chicago Jan. 23. Mr. O’Rourke was on 
his honeymoon at the time the accident occurred. Mrs. O’Rourke is 
the former Edna Anhalt, Academy Award winning screen writer... 

Paul Brenner, disc jockey of WAAT, Newark, N.J., has won a trip 
to Florida and cruise to Nassau, for his originality and salesmanship 
in presenting Slenderella radio commercials during 1957. Runners- 
up in the yearly contest were Eddie Coontz, KOMA, Oklahoma City, 
and Doug Pledger, KNBC, San Francisco... 


LIFE MEMBER—G. Reed Schreiner (right), former director of advertis- 

ing, United States Steel Corp. and now retired, receives a life mem- 

bership from the Pittsburgh chapter of the National Industrial 

Advertisers Assn. Making the presentation is A. R. Tiefeld, national 
vp of NIAA. 


Catherine Streibert, with the tv news section of CBS and daughter 
of Theodore Streibert, former head of WOR and the Mutual Broad- 
casting System, is engaged to George Nobbe Jr... .Nancy Sayres will 
be married in February to Leonard M. Rudy, with Lewis Frank & 
Co., Boston... Patricia Ann O’Carroll, head of Benton & Bowles’ 
legal department, was married Jan. 18 to Frederick Alder... Mrs. 
Trudy Dunning Dye, of the Ladies’ Home Journal editorial staff, 
was married Jan. 18 to Robert K. Farrand, merchandising and pro- 
motion manager of The Saturday Evening Post... 

Storrs J. Case, head of the Philadelphia regional office of Na- 
tional Transitads, is chairman of the “Save Your Vision Week” 
committee in the Quaker City this year. Vice-chairman is John 
Maxwell, president of Maxwell Associates. . . 

Carter H. White, vp and general manager of the Record-Journal 
Newspapers, Meriden, Conn., and Sanford Wendover, Journal edi- 
be Rt been elected directors of the City Savings Bank of 

eriden... 
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A 
a Vk 
wea not when you buy WCAU-TV 


The once familiar Indian Head may be out of sight... but its buying power isn’t out of range when you consider 
these WCAU-TV figures: 


SPOTS—3 (2B, 1A).......... TOTAL RATING*—61.8.......... costT—$1200.......... COST PER 100** IMPRESSIONS—5c 


For just a bagful of nickels, you can gain low cost access to more than half of the TV homes in Philadelphia... 
creating 2,406,251 viewer impressions. 


Spend your nickels wisely ... maybe they can’t buy a good cigar or a cup of coffee... but they can still buy a 
lot of business for you on WCAU-TV. 


WCAVU-TV 


... the station that means business in Philadelphia 


Represented Nationally by CBS-TV Spot Sales 


*1957 November ARB 
**or as Madison Avenue would figure: 1000 viewer impressions for 50¢ 
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EVERY DAY 


| in population... buying power...retail sales... 


Family Weekly’s 170 markets exceed all national averages. 


| Famity Weeky is the colorful, impelling answer to increased sales and con- 

sumer loyalties in its vast Supercity of Sales. FAMILY WEEKLY’s penetration of 

this giant Supercity market over 24.7 million people is unmatched by any 

national medium. Mass-circulation magazines deliver only a fraction of the 

| | local coverage attained by the influential Sunday newspapers that distribute 
FAMILY WEEKLY. 


4 Other colorgravure Sunday magazines concentrate circulation in cities out- 
side FAMILY WEEKLY’s middle markets. That is why more and more advertisers 
are buying American Weekly, Parade and This Week—or any combination 
of them—and buy FAMILY WEEKLY to add the saturation coverage of 170 
mighty middle markets that account for 14.2% of all U.S. retail sales. 


i The number of national advertising schedules that include FAMILY WEEKLY is 
growing right along with FAMILY WEEKLY markets. 
In 1957 FAMILY WEEKLY’s linage increased 51.7% over the previous year. Its 
advertising revenue more than doubled—up 126.6% to lead all print media 
in percent gains. 


, There is a story here. It is a story of national coverage with local impact .. . 
" a story of the world’s largest market you can reach in such depth with a single 
a medium. It’s the FAMILY WEEKLY story. Hear the full details about America’s 
6 fastest-growing Sunday supplement and its pece-setting Supercity of Sales 


| from your FAMILY WEEKLY representative. 


‘ p P { 
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' — 
' ‘ a” 
‘ 
‘ 


FAMILY WEEKLY MAGAZINE, Inc. 


153 NORTH MICHIGAN AVENUE, CHICAGO 1 
Leonard S. Davidow, President John W. McPherrin, Publisher 
NEW YORK 17: 17 East 45th Street 
DETROIT 2: 3-223 General Motors Building 
CLEVELAND 15: 60:4 Hanna Building 
LOS ANGELES 5: Blanchard-Nichols, Assoc., 633 South Westmoreland Avenue 
SAN FRANCISCO 4: Blanchard-Nichols, Assoc., 33 Post Street 
MIAMI 32: J. Bernard Cashion, Chamber of C ce Bidg. 
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Favre, Pike & | 
de Bang Is Now 
Pike & Becker 


New York, Feb. 4—Favre, Pike 
& de Bang has changed its name} 
to Pike & Becker. | 

The agency, which specializes in | 


T >> Whe ie .£ , advertising and pr for aviation and | 
1>~ This is the formula related electronics industries, was | 
= . . formed in 1956 by Frederic C.| 

that keeps Hutchings & Melville engravings Pavve, thekert J. Pine and Richard 

Selling at the Point of Impression de Bang. Mr. Favre died in August, 


1957, and Mr. de Bang switched to 
another business venture and 
withdrew his name from the agen- 
Bs . cy. Hal Becker, formerly exec vp of | 
Hutchings & Meiville, Inc. Shappe-Wilkes, joined the agency 
last December. 

custom photoengraving Mr. Pike is now president and 
board chairman. Mr. Becker will 
be vp and director. # 


4043 N. Ravenswood Avenue, Chicago 13, Illinois EAstgate 7-9220 
‘Beer Distributor’ Joins ABP John Strubing 


Beer Distributor, Stamford, rubi : 
l.»° All color engravings for wet printing are proofed exclusively on 4-color proof presses |Conn., has joined the Associated St ing Retires 
Business Publications, New York. at Compton; May 
Farmacia Franco Inglesa in Buenos Aires is the Bardin family, which also has extensive interests in ‘Coach’ Advertisers 
world’s largest ethical pharmaceutical house. Itis the chemical, mining and building industries with 
one of many enterprises of Argentina’s famous independent selling facilities throughout Argentina. 


(Continued from Page 3) 


leds tagged a “Merry Legs Strub- 
|ing” appellation on him), John 
|Strubing started his business life 
|as a board boy for a Philadelphia 
| brokerage. He put time in with a 
|public utility, a bank, a flour and 
feed mill, a plush mill (“the stuff 
they put on auto cushions before 
|nylon and vinyl’). Then he joined 
|the Eugene McGuckin Co., which 
| preceded the Geare-Marston op- 
eration. 

Mr. Strubing went from there to 
‘Young & Rubicam, in New York, 
'where he was a contact man on 
International Sterling. “I’m still 
,not sure whether I quit or was let 
| go,” he said. “But I didn’t like New 
| York. I was just a suburban boy 
from Philadelphia, and I didn’t 
\like bachelor quarters in Tudor 
City.” 

From there he went to the Phil- 
jadelphia Ledger, then to Rohra- 
|baugh & Gibson (the Rohrabaugh 
| who now heads Kudner Agency). 
| In 1939 he moved to Compton. 


|@ He learned of an opening at 
|Compton through Chet LaRoche 
(now of the C. J. LaRoche agency). 
|“If I had applied for the job two 
‘days earlier, or two days later, I 
don’t know where I’d have spent 
the past 19 years,” he recalled. 

| Mr. Strubing was a Marine 
| Corps officer in two world wars. 
/But in his wryly humorous way 
he’s inclined to skip his service in 
| the latter fracas. “I procured wom- 
en in Detroit,” is the way he de- 
|scribed his role as procurement of- 
ficer for the Marine distaff aux- 
iliary, 

Another aspect of his life as a 
Marine was the carryover he took 
with him when he shed his uniform 
and returned to Compton. Assigned 
|to a major account, he disagreed 
with something that was said in 
2 2 e e o e his first meeting with the client. 

“I had bursitis at the time, and 
On the first line of selling in Latin America eandene ie os mais Ue 
| good,” he recalled. “I said what I 
. . . . . thought—but I used four-letter 
... the First Magazine is TIME Latin American Marine Corps words.” Two days 
later, he was off the account. 


a ® In 19 years at Compton, he’s had 
I've been a TIME reader since the first issue of stretch. He doesn’t miss agency 


life—not yet. But he does get an 
“itch” when he hears of a new 
project in the works at Compton. 
But then he gets back to training 
Ichabod, the retriever. 

“Ichabod came to us with that 
name, and we were afraid of schiz- 
ophrenia, so we didn’t change it,” 
he said, + 


bod ; ws 
: Ly ., TIME’s Latin American edition appeared in Argen- 
- . * tina. Even during the period of suppression of the 
pmcuino free press here, copies of TIME were smuggled in, 
> a4 read, then cautiously passed along from hand to 
i © , hand like treasures. 


“Today my friends and business associates all re- 
ceive TIME easily and quickly. We value it highly, 
not only for its reporting of Latin American and 
world news, but for what we learn from its adver- 
tising pages.” 


Cachion Joins Ball Agency 

Warren L. Cachion, formerly re- 
search and promotion manager of 
the Chilton Co., has joined Ball 
Associates, Philadelphia, as an ac- 
count executive. 
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Madison Ave.’s 
Political Score 


Poor, Says Truman 


New York, Feb. 5—Former 
President Harry S. Truman put his 
feelings concerning Madison Ave.’s 
influence on politics on the record 
during a filmed interview with 
Edward R. Murrow on CBS-TV 
last Sunday. 

Mr. Truman made it quite clear | 
that he doesn’t think candidates | 
can or should be sold like soap. 
This is how the point was devel- 
oped: 

Mr. Murrow—‘“Well, Mr. Presi- 
dent, what is your feeling about 
so-called Madison Ave. influence 
—the tendency to have campaigns 
taken over by advertising agen- 
cies?” 

Mr. Truman—*‘Well, it’s just like 
selling soap and it’s not right. It) 
doesn’t work. You can’t sell hu-| 
man beings. Slavery’s gone out of 
fashion. People usually under- 
stand what those people are talk- | 
ing about, and they don’t fool any- | 
body but themselves. 

“The way this last election came 
out in 1956 conclusively proves 
that. This is the first time in 148 
years that a President has been 
elected—and that was a personal 
matter of popularity on his part— 
and has not carried a Congress) 
with him, which shows Madison 
Ave. didn’t fool the people. 

“In all my experiences as candi- | 
date for office, I never did have | 
money enough to run. In the cam- | 
paign of 1948, the train got stopped 
in the station on several occasions | 
because we didn’t have the money | 
to pay the fare. 

“When I campaigned for the 
Senate both times, we never did 
have money enough to meet the 
necessary expenses. We had no) 
chance at all in those campaigns to 
talk over the radio or anything of 
the kind, and we won just the 
same. I’m not so sure that people 
have the respect for the big money 
that everybody thinks they have, 
because they like to vote for a poor 
man sometimes.” 


s Mr. Truman also took a pot shot | 
at his old adversaries, the pollsters. | 
He said he still doesn’t have a very 
high opinion of the men who fig- 
ured him to be a sure-loser in the 
1948 campaign. 

And why doesn’t Mr. Truman 
think well of pollsters? 

“Well, I'll tell you why,” he! 
said. “I can take you down the 
street here, and we'll promiscuous- 
ly stop a half a dozen people and 
ask them a question, and without 
thinking, they’ll answer. They'll) 
go home and think about that, and, 
in all probability, they’ll change 
their minds. So that when a man 
goes into the polls on election day 
—or a woman particularly—you 
never know what she’s going to 
do, and I don’t think any pollster 
can find out. I think the best poll 
there is is the count after election.” 


s The former President also ex- 
pressed himself candidly on the 
subject of the economic plight of 
former chief executives of the| 
U. S. Said Mr. Truman: 

“You know the U. S. govern- 
ment turns its chief executives 
out to grass. They’re just allowed 
to starve—in fact sometimes) 
they’re tempted to become adver- 
tising media on account of the 
fact that they’ve held the greatest 
office in the history of the world. 

“Two or three of our Presidents | 
practically starved to death be-| 
cause they wouldn’t do that. ‘| 


President has ever done that in 
the history of the country, but 
with the situation as it has de- 
veloped, first thing you know some 
President will do it, because he’d 
rather do that than starve. 

“The country, in its present con- 
dition—and I’m not talking for) 
myself, because I’ve never asked 


for anything—ought to see that the North Star Buys ‘Journal’ 

President of the U. S. is equipped | Mr. and Mrs. Harry Davey, Ben- 
and taken care of, just as are the|son, Minn., operating as the North 
commanding generals and admirals |Star Publishing Co., have bought 
|of the armed forces of the U.S.” #|the Daily Journal, International | 


21 


Falls, Minn. Mr. Davey for the past agement of the International Falls 
seven years has been co-publisher newspaper about March 1. The 


of the semi-weekly newspapers 


the Swift County Monitor & News, 
at Benson; he will take over man- Minnesota & Ontario Paper Co. 


Daily Journal was owned by Bor- 
der Publishing Co., a subsidiary of 


COVERAGE 
of SPRINGFIELD... 


capital and heart 
of ILLINOIS 


SPRINGFIELD is the capital of Illinois . . . 


and the economic capital of a prosperous | 1-county market 


in the heart of the state. Agriculture, industry, and 


Civil Service make this a diversified, balanced, market — ideal for product tests. 


And the Illinois State Journal and Register offer you 100% coverage of Sangamon 


County (Springfield) and 60.8% coverage of the entire 11-county trading area. 


Mlinois State Journal and Register 


COPLEY 


6 


NEWSPAPERS 15 “Hometown” Newspapers covering 


Springfield, Illinois — Northern Iilinois — Greater Los Angeles—and San Diego, California... 


Served by the COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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2 A) Kr |papers or dailies located in one} Another acute problem in the|medium. He feels that 1958 will 
“ geographic area, but a system of! field is the inconsistency in repro-| be the best advertising year of. all 
. You ight To HOW. .Charles B. Lord %08? . | Babes 


a 


combining any set of newspapers duction, particularly in run-of- | for newspapers if they will pull 
that will quickly and easily solve! paper color ads, Mr. Lord said. | together instead of individually. 
Charles B, Lord, advertising di-| will be offering national advertis-| the marketing problems of an ad-| National advertisers are reluctant | 


rector of the Indianapolis Star ers frequency and bulk discounts} vertiser. |to run national r. o. p. color cam-|s The new NAEA president was 
and News, is one newspaper ex- | in the future. They had better do |paigns because of the wide vari-| born at Algona, Ia., and was rear- 
ecutive who is not worried about|this or they will not keep pace! s The adoption of standard me-| ance from paper to paper, he said.|ed at Clear Lake, Ia. After high 
television. On the other hand, he! with competing media.” | chanical requirements by news-|He urged publishers to combine} school, he attended a business col- 
feels that newspapers have a ma-| Mr. Lord suggested flexible net- papers, such as the 11-pica col-| forces to lick this problem. lege at Mason City, Ia., for one 


jor revamping job to do if they are| work packages of newspapers as|umn width, would solve many of! But, despite his critical views,| year and then enrolled in the now 
to maintain their position as the|a means of attracting more na-|the production headaches now|Charlie Lord is sold on news-| defunct Bickel School of Adver- 
leading and basic advertising me-| tional advertising. These should| suffered by advertising agencies,| papers. He feels that they con-| tising, Lincoln, Neb. 


dium. not be rigid groups such as first| he said. | stitute the basic and the greatest | After two years at Bickel, he 


The new president of Newspaper 
Advertising Executives Assn. rec- 
ognizes that television is here to 
stay and that newspapers must live 
with it, but he feels that the tv 
honeymoon is over. | 

“The newness of tv has worn 
off, and advertisers have already 
started to reevaluate the med- 
ium,” Mr. Lord said. “Tv is a very 
expensive medium, and costs have 


Charles B. Lord 


been soaring upward over the last | 
five years. 

“The great weakness of tele- 
vision,” Mr. Lord continued, “is 
that it is such a tremendous gam- 
ble. An advertiser sinks thousands 
of dollars into a show, and he has| 
no idea what kind of rating the 
show will get or how sales will be 
affected. 

“And speaking of ratings, what 
do they mean? They measure 
viewers and not sales. Many shows 
get excellent ratings but do not 
stimulate sales. And ratings are 
confusing. Even different rating 
services do not agree on many pro- 
grams.” 


® The youthful Mr. Lord, who is 
55 and looks ten years younger, | 
has long been a strong critic of 
newspapers, He has often con- | 
tended publicly that newspapers | 
are their own worst enemies be- 
cause of their failure to make the 
medium easier to buy. 

“If newspapers are to maintain | 
and increase their share of the 
advertising dollar, they must offer 
the same incentives to national 
advertisers that other media have’ 
been doing all along,” he said. 

“I feel that more newspapers 


*results when you advertise 
to business and industry in... 


Editors 


nal 
aS 
> wae 


Of Nation's Business’ 780,000 subscribers, more than and a wide range of other business goods and serv- 
550,000 are the presidents, owners or partners of ices . . . action in business results when you adver- 
manufacturing, banking, retailing, construction and tise to the men who own America’s business and 
wholesaling companies. Many are prime prospects for industry . . . in Nation’s Business. Join the adver- 
building materials and equipment. And always re- tisers who are reaching and selling 5256 subscribers 
6 member this: you reach more of these ownership- in 31 of the companies whose sales exceed $1 bil- 
motivated executives through Nation’s Business than lion annually, plus the thousands of owners of busy, 
through the next two business magazines combined. upward-reaching medium size companies of impor- 
SEND FOR a copy of FEATURE — For advertisers of building materials and equipment tance—in all fields. 


America's only publicity medium. | 
It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC. 


1475 Broadway. New York 36. New York 
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newspaper business. ‘and means committee of the In- 
He has been a member of | dianapolis Advertising Club. + 
NAEA for the past seven years, | 
He served in all of the lower of- | NTA Names Anderson, Smith 
fices before reaching the presi-| National Telefilm Associates, 
dency, and also has been a mem-|New York, tv film producer-dis- 
‘per of the NAEA board of direct-|tributor, has appointed James W. 
News in 1931 as a retail ad sales- | ors for the last three years. | Anderson to the new post of sales 
man; later he was promoted to re-|# Mr. Lord lives with his wife | Long active in other advertising manager and George Crandall di- 
tail advertising manager and ad-|and two grown sons in Williams) organizations, Mr. Lord is a past|rector of public relations. Mr. An- 
vertising director. When the news-| Creek, an Indianapolis suburb.| president of the Detroit Adcraft derson formerly was general man- 
paper was sold in 1937, Mr. Lord| He lists his leisure activities: as 
went to the Detroit Times as re-|fishing, golf and reading, but em- 
tail advertising manager. He was| phasizes that his real hobby is the 


went to work and landed a job|boosted to assistant advertising 

with the Lincoln Star as a retail| director in 1950. 

ad salesman. After three years in| His most recent move took place | 

Lincoln, he moved to the Omaha in 1951, when he joined the 

World-Herald in 1928, also selling| Indianapolis Star and News as 

retail ads. advertising director—the same 
He joined the old Omaha Bee- | position he now holds. 


| ing, and is chairman of the ways |o 


Club. He is a member of the plans|ager of WTTG, Washington. Mr. 
board of the Bureau of Advertis-|Crandall previously was director 
f press information of CBS Radio. 
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Harry Algus, who has been han- 
dling public relations for NTA, has 
been named East Coast director of 
press relations. 


Pulse Opens Chicago Office 
Pulse Inc., New York, has 
| opened a Chicago office in the Trib- 
une Tower to service clients in the 
midwest area. George Herro, for- 
mer account executive with the 
Mutual Broadcasting System, Chi- 
cago, has been named as director 
of the research company’s new 
midwestern division. 


ess” 


THE DOW CHEMICAL COMPANY sells the big, 


busy industrial, construction and warehousing 


fields by advertising Dow Penta-treated poles in 
Nation’s Business. Its story goes direct to the pres- 
idents, owners and partners who make major equipment 


buying decisions—in the biggest companies and also in 
the busy and important medium-size firms which are 
good prospects for Dow. 


Big decisions, such as in plant and warehouse con- 
struction, are usually made by ownership-motivated 
businessmen. They look at things differently and most 
of them look at Nation’s Business regularly. 


Nation’s Business has completed a survey of 
3000 general contractors to determine the extent to 
which they represent a market for various business 
goods and services. It contains useful facts and figures 
on general contractors in all types of construction. Write 
today for a copy of “A Survey of General Contractors.” 


Among the 22 other building materials and equip- 
ment advertisers Nation’s Business: Armco 


Steel Buildings, Aluminum Company of America, Carrier 


Corporation, Kentile, Inc., National Gypsum Company, 
Quaker State Metals, Masonite Corporation. 


John Hennessy, Director of Manufacturing, Falls Products, inc., Genoa, IMlinois, reports: 
“We built our 360-ft.-long warehouse on Dow Penta-treated poles at substantial savings.” 


Nation’s Business 


ADVERTISING HEADQUARTERS: 
711 Third Ave. at 44th St., New York 17, N.Y. 


Total advertising linage was up 17% in 1957 


and up a whopping 40% the past two years! 780,000 PAID CIRCULATION 
including 700,000 ownership- 
motivated business executives who 
have personal subscriptions and 
80,000 business-members of the 


National Chamber of Commerce. 


Among the new advertisers contributing to this 
big increase are Ford Motor Company, Richfield 
Oil Corporation, Scott Paper Company, Sylvania 
Electric Products Inc. 


Mount Joins Ogilvie 

Ogilvie Flour Mills Co., Montre- 
al, has named Frank Mount vp for 
marketing. He formerly was mar- 
keting director of Campbell Soup 
Co. Ltd. 


Elects Neale Exec VP 

Russell F. Neale, who has just 
completed his 25th year in pub- 
lishing, has been elected exec vp 
of Hastings House Publishers, New 
York. 


ENGINEERING 
MARKETS in the 


we 


METAL 
INDUSTRY 


ME Factors— Metals En- 
gineering Factors— govern 
each step of Production, 
Processing, fabrication, 
testing and design applica- 
tion—in the giant metal 
industry. Make certain you 
check your sales and ad- 
vertising program against 
these ME Factors. Phone or 

: whe for Metals Engineer- 
ing market data you desire: 


oa 


oe 


aoe Factor Chart of Your 
Products. 
Parts & Components 
Steel Production 
Nuclear Applications 
World of Metals 


- Metals Engineer 
 AD-Visory 


— NIAA Report 
ABC Statement 


How Metals Are 
Engineered at Eaton 


Eastman Research 


- METAL ~ 
PROGRESS 


_ "The MAGAZINE of | 
‘METALS ENGINEERING” 
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industrial sales aid that boosts profits 


To move more goods within industry at a profit... 


. even in the face of rising sales costs and tougher competition . . . many 
industrial companies are doing some serious soul-searching today. 


More than that... they’re changing their overall approach to the marketing 
of industrial goods. 


They’re building new standards of efficiency into every phase of company operation 

with improved two-way communication @ ... from the market and fo the 

market . . . communications that tie everything . . . research-production-sales 
.. to profit. 
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Improved communications from @— the market—because that’s how you find 
out what the group buyers in industry want—where the most promising markets 
are—what advantages motivate buyers. 


Improved communications fo = the market because stronger mass selling is the 
most efficient way to get your story across to the group buying teams through- 
out industry. 


Where do you start? STEEL magazine’s statistical book —‘* Metalworking Markets 
in the U.S.”; FOUNDRY ’s “Foundry Industry Marketing Guide’; MACHINE 
DESIGN’s “Geographical Analysis of the Original Equipment Market”; N.E.D.’s 
“How to Get Industrial Buying Action”; AUTOMATION’s “Confidential File” 
contain some of the most useful “from the market’’ information you will find. 


And you can strengthen your communications to the market with Penton’s five 
selective industrial publications. Your PENTON representative can help you win 
the improved attention and acceptance that will help you move more goods, more 
profitably, within industry. 


the PENTON e publishing company 
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Operation. 
Market Reports from AUTOMATION ’s special study, 
including: 
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Instrument Control 
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Metalworking Market Studies 


Research reports in major areas of metalworking manu- 
facturing operations. 
Product studies on applications in specific areas, such as: 


Motor Controls Valves 
Powered Lift Trucks Tool & Die Steel 
Stainless Steel Instruments 


Original Equipment Market Studies 


Continuing research on products specified by Design Engi- 
neers, including studies of product use. 
Examples: 
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Nonferrous Metals 
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Gears and Gear Sets 
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Research reports on Foundry operations from the marketing 
viewpoint, such as: 
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Specific product studies. 


industrial Product Studies 


Performance studies on specific industrial products. 
Typical studies: 
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Conveyors Portable Power Tools 
Dies & Accessories Unit Heaters 
Filters Washroom Supplies & Equipment 
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Prof. Phelps Sees Miner Names Anthony 


Merger Discontent, 


‘Un-Merging’ Ahead places Edith M. Grooms, longtime | director. 


Cuicaco, Feb. 4—Many com- 
panies that have succumbed to 
the “urge to merge” in recent 
years can be expected to divest 
themselves of their acquisitions 
in the years ahead, when they 
realize the mergers had little 
basis in long-range logic, and 
the expected marketing advan- 
tages fail to materialize. 

This prediction was made 
here by D. Maynard Phelps, 
professor of marketing at the 
University of Michigan and 
president of the American Mar- 
keting Assn. 

In a talk last week before the 
Chicago chapter of AMA, Prof. 
Phelps said that many recent 
mergers, based primarily on tax 
advantages, lacked sufficient 
compatibility or alignment in 
marketing, in manufacturing or 
in research and engineering to 
make real long-range gains pos- 
sible. 


s Then too, Mr. Phelps pointed 
out, “Mergers, even if justified, | 
don’t assure integration, or that | 
the merged companies will op- 
erate more effectively together 
than singly . For merged | 
companies really to integrate 
often takes considerable com- 
munication and negotiation— 
among not-too-willing people;| 
for if it really takes place, some 
of them are likely to be among 
the departed.” 

Five good objectives for mer- 
gers from the marketing stand- 
point were listed by Mr. Phelps: 


e To broaden the base of oper- 
ations to reduce market vul- 
nerability and thus reduce risk. 


e To spread the application of 
marketing “know-how” over 
more products with roughly 
similar characteristics. 


e To reduce the cost of Gistri~| 
bution through offering a more | 
complete line. 


| 
e To acquire a superior oe! 
keting manager. | 

| 


e To make “profitable use of 
opportunity” in connection with | 
any or all of the preceding four | 
points. 
In addition to the disenchant- | 
ment many companies will ex-| 
perience with their mergers, 
Prof. Phelps predicted, there 
will also be a reawakening of 
*forts by government regula- 
ry agencies to gain greater 
powers to force divestitures. 


s The amount of merging that 
business can do legally will re- 
main in doubt, he said, until a 
1. « has been made of the regu- 
la-ory powers granted to the 
xovernment under the new Sec- 
tim 7 of the Clayton Act. A 
suit to force divestiture in the! 
. erger of Bethlehem Steel and 
Youngstown Sheet & Tube is 
notable among those awaiting 
the results of such a test, Prof. 
Phelps said. 

“Let us hope,” he said, “that 
the regulatory agencies will not 
apply, or be permitted to apply, | 
the new Section 7 in such a, 
manner that business concerns | 
can no longer experiment with 
product line combinations, ei- 
ther through product develop- 
ment or merger. Experiment in 
product line combinations is 
needed for the health of the 
American economy.” 

But he went on to point out, 
“Despite the apparent success, 
even the real success, of some 
mergers, we should still believe 


will take a three-month leave of PR TV Films Increase 


|sumed ownership of DGB Adver- | to the field of public relations film. | 


in the virtues of specialization 
and in a line of products which 
has internal consistency and 
sound structural pattern.” + 


|tising Agency. Officers are David | 


George G. Anthony has been|G- Benjamin, president; W. H. | 
named media director of Dan B.|Crain Jr., director and secretary- 
Miner Co., Los Angeles. He re-| treasurer, and Marye D. Benjamin, | 


media director of the agency, who} 


absence and return in a consult-| production costs on new televi- 
ing capacity. Mr. Anthony had |<ion public relations films of lead- 
been media director of Stromberg-|ing advertisers totaled in ex- | 
er, LaVene, McKenzie, Los Ange-| cess of $64,850,000 during 1957, the 
les, since 1953. Miner also has| Broadcast Information Bureau, 
named Bob Emenegger, formerly | New York, has revealed in its just- 
with Concord Co., Los Angeles, to| published “TV Directory of ‘Free’ 
its radio-tv staff. Film.” Some 932 corporations | 
make this public service film foot- | 
Benjamin Incorporates Agency age available to television stations. 

David G. Benjamin Inc., Austin, | It is handled by 22 distributors. Its | 
Tex., a new corporation, has as- | 932 users, 331 companies are new | 


Transportation Payrolls in 
EL PASO 
$26,000,000 

Annually 
The transportation center of the 
Fabulous Southwest. 


The €1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNINO AND SUNDAY 


El Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENINO 


TWO Separate Newspapers ...33c Line BUYS BOTH! 


COMMAND 
PERFORMANCE! 


Rate Card 


#7 


Effective Date 


Oct. 4, 1958 


Guarantee 
to Advertisers 


*6 Oct. 5, 1957 
*S Oct. 6, 1956 
*4 Oct. 1, 1955 
*3 Feb. 5, 1955 
*2 Jan. 1, 1954 


*1 Apr. 3, 1953* 


*First National Issue 


6,500,000 
5,300,000 
4,000,000 
3,000,000 
2,000,000 
1,500,000 


1,000,000 


Black & White 
Page Rate 


$13,000 


Cost per- 


$2.00 


$8,000 $2.00 
$2.00 
$2.10 
$2.80 


$3.00 


Public demand for TV GUIDE again requires us to adjust our guarantee. 


America’s Television Magazine 
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| Safeway Sales Top $2 Billion 
Safeway Stores, Oakland, Cal., 
| reports that final totals of its con- 
solidated 1957 sales confirm an 
earlier prediction that the grocery 
chain is the first western US. 


billion annual sales level. Safe- 
way’s sales last year were $2.1 
billion, an increase of 6.43% over 
the $1.9 billion reported in 1956. 
For the second consecutive year, 


more than $1,000,000 per retail 
store. At year-end there were 
2,033 stores in operation compared 
with 1,981 at the close of 1956. 


Honig-Cooper Boosts Stark 
Lawrence G. Stark has been pro- 
moted to 
Honig-Cooper Co., San Francisco. 
Mr. Stark, who joined the agency 


tive, f 


)and general sales manager of Den- 
nison’s Foods. 


SHIP VIA UNITED- 
THE WORLD’S LARGEST 
HIGH-SPEED CARGO LIFT 


UNITED offers you the world’s largest 365-m.p.h. cargo lift, because every 
DC-7 in the fleet carries 9000 pounds of air freight. Add to this the hefty 
capacity of United’s DC-6A Cargoliners plus the extra cargo space on every 
passenger Mainliner® and you have the most flexible air freight service avail- 
able. And when you ship United, you take advantage of such features as 
Reserved Air Freight (guaranteed space), direct airways to 80 cities, door-to- 
door service and fleet-wide radar dependability. Also, you enjoy the close co- 
operation that’s a matter of pride with United, where extra care is basic policy. 


For service, information or 

free Air Freight booklet, 

call the nearest United Air Lines 
Representative, or write 

Cargo Sales Division, 

United Air Lines, 36 South 
Wabash Avenue, Chicago 3, Ill. 


AIR LINES 


business to break through the $2 | 


Safeway’s annual sales averaged | 


marketing director of| 


in November as a marketing execu- 
merly was president and 
generul manager of IXL Food Co. 
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‘Ohio Outdoor Men 


Aid Educators in 
Teacher Recruiting 


CLEVELAND, Feb. 4—A_ poster 
campaign to recruit more Ohio 
| school teachers will be launched 
| by the Ohio Education Assn., with 
a hefty assist from the Ohio Out- 
door Advertising Assn. 

The professional education or- 
ganization said 39 companies be- 
longing to the OOAA are contrib- 
| uting poster space and labor worth 
|“well over $20,000.” 

Nearly 500 outdoor boards 
'throughout Ohio will carry the 
classroom recruitment appeal, 
starting this month. 
| The effort tops any outdoor 
| campaign for teachers yet under- 
taken in any state, E. Hillier Wal- 
| ton, Columbus, the project chair- 
|man, said. 

Mr. Walton is general manager 
of the Columbus Outdoor Adver- 
tising Co. 


|# “Outdoor advertisers,” he said, 
“have engaged in many public 
service projects, but I feel none is 
|more significant than this project. 
“We're challenged to help re- 
| cruit the 8,500 to 10,000 additional 
| teachers needed in Ohio each 
| year.” 
| The posters will say, in large 
red reflecting letters, “Teaching, 
a better career every year.” 
Ohio is one of seven states in 
|which outdoor public service ad- 
vertising is expected to be used for 
|teacher enlistment in 1958, Mr. 
Walton said. Others are New Jer- 
sey, New York, Maryland, Con- 
|necticut, Illinois, and Colorado. 
The Ohio Education Assn. will 
participate by furnishing the post- 
er sheets and by supplying infor- 
mation for those who make in- 
|quiries about teaching careers. + 


O’Brien Names Tyerman for 

| PR, Gets Exhibition Account 
O’Brien Advertising Ltd., To- 
ronto and Vancouver, has placed 
|D. M. Tyerman in charge of public 
|relations for both the eastern and 
| western divisions. He has been 
| with the agency since 1944. 

The agency has been appointed 
|to direct advertising for the 1958 
Pacific National Exhibition, at 
| Vancouver, B. C. The exhibition 
will run from Aug. 18 to Sept. 1. 


Avery Joins McCarty 

| Earl Avery, former manager of 
the San Francisco branch of Heintz 
& Co., has joined McCarty Co., 
San Francisco, as an account su- 
pervisor. Mr. Avery headed his 
own San Francisco ad agency for 
/14 years and most recently has 
been in advertising consultation 
| work. 


Discount Directory Out 

Hoge, Farrell Inc. has published 
the third edition of the “National 
Directory of Discount Dealers,” 
which is available from the com- 
pany at 669 Madison Ave., New 
York, for $9.95 each. The directory 
lists over 3,100 discount dealers. 


KAVE, KAVE-TV Bought 

KAVE and KAVE-TYV, Carlsbad, 
N. M., has been purchased by Ed- 
ward P. Talbott from Mr. and Mrs. 
John H. Battison. 
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Powe ...to get action...to move 
people ...to sell goods 


THE CHICAGO DAILY NEWS 


is first in new car linage* 
among all Chicago papers, 
morning, evening or Sunday 


In 1957, for the 13th Consecutive Year. 


Source: Media Records 


USE THE POWER OF THE ‘“‘NEWS” 
IN CHICAGO 
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N. Y. Adman in Debt on $25,000 a Year Trying ‘For example, at a recent cocktail 


to Fill ‘Ivy League’ Boots, ‘LH]’ Reports 


New York, Feb. 4—A New York 
adman who “can’t live on $25,000 a 
year” is held up as an “excellent 
example” of mismanagement in the 
February issue of Ladies’ Home 
Journal. As a shining example of 
good management, the magazine al- 
so tells about a midwestern me- 
chanical engineer who is “doing 
fine on $8,400 a year.” 

The adman—an unidentified ac- 
count exec—and his family go into 
debt $2,000 a year because of the 
standard of living he feels he must 
maintain for his position. His wife, 
in fact, claims, “We haven’t caught 
up with our bills since my husband 
went into advertising in 1946.” 

Further on in the article the wife 
explains, “The advertising business 
is an Ivy League where clothes, 
manners and gracious living are an 
essential part of doing business”... 
“There is no denying that when a 
man starts to make a certain 
amount of money, how he lives be- 
comes a matter of concern to his 
employers.” 


s This particular adman, with his 
wife and four sons, lives in a mort- 
gaged ten-room house in an exclu- 
sive section of Long Island—he has 
four acres in all with a swimming 
pool, baseball field, tennis courts 
and a view of Long Island Sound. 
One in every three dollars (after 
taxes) goes for shelter. They have 
no servants, no country club mem- 
bership and only one car. 

At the moment, they owe the lo- 
cal liquor dealer, the dentist, the 
pediatrician, the doctor, the tv re- 
pairman, the upholsterer and six 
New York department stores. They 
see no way to economize $2,000 a 
year to get out of the red. 

“If we gave up all entertaining, 
and cigarets, we would be in the 
black but probably not in the ad- 
vertising business,” the wife says. 

“I see no way to prune our ex- 
penses nor any solution to our di- 
lemma except for me to earn more 
money,” the husband says. 


® The husband spends more for his 
clothes than his wife does “because 
his clothes have to ‘belong’ on Mad- 
ison Avenue.” He keeps three suits 
going, for which he pays $135 
apiece readymade (his wife spends 
under $70). His shoes cost $30, but 
he wears them two years (his wife 
spends $22). 

The husband also spends $164 a 
month on “city expenses,” which 
includes’ railroad commutation 
($288 a year) plus lunches at good 
restaurants ($960 a year), $52 a 
year for haircuts and $172.80 for 
taxicabs. It also includes $500 a 
year for “unreimbursed business 
expenses,”’ which means signing for 
other people’s lunches and drinks. 

“He never takes clients to night 
spots or his daily expenses would 
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el € 


party for 125 people, half of the 
guests were in some way connected 
with business, so the husband in- 
be much, much higher,” the wife| tends to deduct half of the cost of 
said. He gives to 22 charities each ‘the party from his income tax. The 
year. wife did most of the work herself, 
“so it cost us only about $400.” 

® They spend $2,700 a year for; Although they are now severely 
“recreation and entertainment.” strapped for cash, the husband re- 

“But here it is hard to distinguish | gards “this situation as temporary 
between family entertaining and ...I feel that once we get through 
business expense,” she pointed out.| the next crucial 15 years and put 
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four boys through college (on loans {in his mid-60s—just sold his com- 
from the bank ) we'll be coasting.” | pany stock and retired with half a 
million dollars. I expect to do the 

s In his present agency, he shares Same,” the husband said. 
in company profits (about 15% of| “The thought of another big de- 
his salary a year) and is allowed a| pression doesn’t scare me. If it 
stated amount of company stock | should come—which I doubt—then 
each year, over and above his sal- | advertising men will be in greater 
ary. |demand than ever to keep goods 
“This kind of compulsory saving | moving. If for any reason the firm 
will allow us to live on my full sal-| I’m with doesn’t grow as fast as I 
ary while accumulating capital. The | think it will, I'll find another job. 
former head of our agency—a man! Advertising people are constantly 


2 
... put it in VOGUE. Fresh advertising ideas in VOGUE 
this season will bring you fresh sales results for 
& seasons to come. For 3,000,000 VOGUE readers (the 
pe women other women follow) take their fashion 
x ideas from VOGUE. The leading retailers of America 


stock these fashion ideas . . . knowing that a supply 


Coie 


aes: 


Pa 


oe 


2 ae 


of “‘VOGUE-advertised”’ products is the very bes; 
way to keep up with what smart America wants 
immediately ... what mass America wants later. 
Advertisers in all fields use VOGUE’s power—adding 
up to more pages of advertising in VOGUE each 
year than in any other magazine edited for women. 
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changing jobs, at higher 
Talent is always salable.” 


| 
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pay. 
| 
H 


ing that when we reach $60,000 a 
year we will be able to pay the 
- milk bill regularly.” 

‘ In a commiserating sidenote to 
the adman’s debt-ridden tale, the 
magazine quotes a management 
consultant, John L. Handy, who 
points out that, “It’s when a young 
executive suddenly jumps from 


i ® His wife’s final word: “I’m hop- 


$10,000 to $25,000 a year that he 
gets into the red. He feels that he 
should live in a house and neigh- 
borhood that do credit to the com- 
pany—and this doesn’t mean the 


| nearest subdivision ... 


“The man in this story can’t cut 
expenses by pinching pennies here 
and there. He would have to sell his 
house, move to a different commun- 
ity, uproot his wife and children. 
That’s the only way he could lower 
his expenses by even 10%.” = 


of supervisor of spot radio and tv. 
Shifts Sharp, Adds Catrow Fred I. Sharp, a BBDO vp, has 
Robert R. Lindsey has been |been transferred from the Cleve- 
named research department direc- land office to Pittsburgh to act as 
tor of Batten, Barton, Durstine & | U-S. Steel Corp. account supervis- 
Osborn, New York, succeeding Ben |°r- William J. Catrow, formerly | 
Gedalicia, vp, who remains in| central advertising section man- 
charge of research and a member |48er_ of Koppers Co., has joined 
of the plans board. Mr. Lindsey the Pittsburgh office as an account 
has been with the agency since | executive. 
January, 1956. BBDO also has pro- 
moted Edward C. Fleri Jr., for- 
merly a time buyer, to the new post 


BBDO Names Two in New York; 


Newsprint Mills Capacity Up 
Capacity of North American 


newsprint mills in 1958 will be 
9,338,516 tons, an increase of 661,- 
445 tons over 1957, American 
| Newspaper Publishers Assn. re- 
|ports. Canadian mill capacity in ae 8 
58 will be 7,238,516 tons, an in- a as 
lerease of 482,445 tons, and U. S. 
mill capacity will be 2,100,000 tons, 
an increase over '57 of 179,000 tons. 


Salmon Brands Ad Push Set 
The New England Fish Co. is 

| planning a major newspaper and 

radio campaign to boost consump- 
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The reason? Look through last season’s VOGUE’s— 
whether clothes, travel, liquor, furniture or auto- 
mobiles—VOGUE’s own “deep freeze” held the fresh 
} ideas then that are selling all over America now. 
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the deep freeze”. 


VOGUES 


fashion is the selling power...Vogue is the fashion power 
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tion of its three brands to salmon, 
Icy Point, Pillar Rock and Pink 
|Beauty. The company markets its 
fish throughout most of the coun- 
try. Arthur Meyerhoff & Co. is the 
agency. 


Gumbinner Names Two 
Lawrence C. Gumbinner Adver- 
| tising Agency, New York, has ap- 
|pointed Edward Pivo an art direc- 
|tor and Michael Sasanoff creative 
|\director of the radio-tv department. 
|Mr. Pivo formerly was with Leo 
Burnett Co.; Mr. Sasanoff was with 
N. W. Ayer & Son. 
| 


COVERAGE 


in a Billion $ Market 
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the Cinderel ’ 


| PLUS STRONG 


LOCAL 
| featuring 
| 


PROGRAMMING 


LOREN 
BOATMAN 
Weather 


Couamane 
News Director 


=f 


Daily film of local happenings 
ON THE AIR WITHIN ONE HOUR! 


NUMBERED AMONG OUR CLIENTS 
Who Are Getting Results: 


FORD, ZEST, GE, KOOL CIGA- 
RETTES, PONTIAC, CHEVROLET, 
PEPSI-COLA, P&G, SUNBEAM 
BREAD, LISTERINE, WESTING- 
HOUSE, ARRID, NORGE, HAZEL 
BISHOP, SWIFT, CHRYSLER, DUN- 
CAN, HINES, SCHLITZ, PHILCO, 
OLDSMOBILE, PEAK ANTIFREEZE, 
FOLGERS COFFEE 


REPRESENTED BY GILL-PERNA, NC 
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Thomas Spending $50,000 i m Tr? 
b- Luxwood Light Fixtures ‘B Lapsed Small Ca 


Thomas Industries Inc.’s iignt- | [tI] Be ‘Mandatory’ 
ing fixtures division is spending 
$50,000 in trade and shelter pub- | to Own Both: Lahti 


lications to introduce its five new | : 
Luxwood lighting fixtures, trans-|. ANN ArsoR, Feb. 4—Will Amer- 
ican cars of the future be bigger 


abi i hat —. 
lucent cabinet grain woods tha or smaller? A University of Michi- 


light up. : 
Five color pages are appearing in onl professor says they will be 


leading shelter magazines while ce e : - 

‘other ads are appearing in light- Continuing increase in multiple- 
|ing, electrical, hardware, architec- | ©4" families means the family car 
‘tural and interior design publica-| Wi!! become larger and the second 
‘tions. Henri, Hurst & MacDonald, | ©" smaller, according to Aarre K. 
| Chicago, is he agency. Lahti, associate professor of de- 


sign. 
“Our way of living, our decen- 
Lawry Sets New Push : fy. . : - 
1 t dustries, will 
Lawry Products Co., Los geles, tralized cities and industries, wi 
will feature endorsements of its 


make multiple-car ownership 
mandatory,” he said. “Our cars to- 
| food products by leading cookbook y 
jauthors in a new advertising cam- 


day do not fulfill the present needs 
: . : | of two-car families and they would 
SHENANDOAH, IOWA _paign that will run in The Ameri-|1,. completely inadequate for the 
CHANNEL can Weekly, Everywoman’s Mag- future 
| azine, Family Circle, Family Week- y 
iy, Good Housekeeping and Wom- 


“They are too small for vaca- 
“te ion-leisure time transportation for 

lan’s Day. California Advertising, e ~ SP - 

| Hollywood, is the agency. 


You need the RIGHT 


PULLING POWER 


...to get the job done 
in this soil-rich 
Missouri River Basin 
A BIG 69% of the people live on highly 
productive farms or in small towns of 2500 
or less! 


Farm-wise programming, 33 years of prestige 
and an acute awareness of the needs and 
wants of the BIG 69% are some of the rea- 
sons why the latest area Pulse shows that — 


More people prefer KMA for Farm Pro- 
gramming — for News — for Weather — for 
Music — and prefer KMA Homemakers. 


That's why your sales message gets re- 
sults on KMA — the friendly station 
that reaches the BIG non-urban 69%. 


THE HEART BEAT OF THE CORN COUNTRY 


KW) 


5000 WATTS, 960 KC ABN 


AFFILIATED WITH 


Represented by 
EDWARD PETRY & CO., INC 


OMAHA 
the larger families with increasing 
gear, but too large for everyday 
shopping and commuting. So the 
only solution is two cars for the 
family.” 

Professor Lahti predicts the sec- 
ond car will be electrically pow- 
ered, with a top speed of only 35 
mph and with room for two adults 
and a child, plus space for pur- 
chases. 


s Won’t women be ashamed to b2 
seen driving such a small car? “I 
don’t think we need worry about 
this,” the professor said. “Driving 
| such a car is the surest way of ad- 
vertising that one is a two-car 
‘owner and that there is no ques- 
tion that the family owns a big, 
super-lush job.” 

Most popular big car of the fu- 
ture will be of the station wagon 
type, Prof. Lahti believes, due to 
the complex transportation needs 
of active families with more lei- 
|sure time. 
| He advocates a “concave, butter- 
fly roof” for this new leisure car, 
because of the advantages of “low- 
ness, utility and improved visibil- 
ity upwards,” plus use of the roof 
| as a baggage carrier for long vaca- 
{tion trips. + 


Needham, Louis Reports 
Billings of $32,902,050 in ‘57 
Needham, Louis & Brorby re- 
ported at its annual employes 
meeting Jan. 28 that 1957 b/llings 
reached $32,902,050, largest in its 
33-year history. In addition, the 
agency reported the addition of 
eight new accounts during the 
year. Net profit in 1957 was $196,- 
326, the equivalent of 6¢ on each 
$10 of billings. 
| Last year was the seventh con- 
|secutive year in which the agency 
has shown an increase in billings, 
|Needham, Louis said. The agency 
lis an employe-owned corporation. 
| Approximately 60% of all em- 
ployes are shareholders. Share- 
holders reelected as directors for 
1958: Maurice H. Needham, Mel- 
vin Brorby, Otto R. Stadelman, W. 
Raymond Fowler, Paul C. Harper 
Jr. and Max D. Anwyl. 


Kuch Joins A. S. Black & Co. 

Ray Kuch, formerly with Lester 
Harrison Inc., has joined the copy 
department of A. S. Black & Co., 
Houston. 


RAYMOND LOEWY, world-famous industrial designer, explains: 


“A beautiful product has a promise to keep” 


“Tts performance must match its beauty. We 
apply this principle as much to the papers we 
use as to the products we design. 

“Naturally we want the visual beauty and 
crispness of cotton fiber paper in our business 
letterheads. But its strength and permanence 
are important to us in drawing, tracing, and 
record-keeping papers as well.” 

Tough, flexible cotton fibers, crafted with 
traditional skill and specialized machinery, 


create papers of balanced quality. Papers that 
perform as handsomely as they look and feel 

. in business and social stationery, onion 
skin, index, ledger, drawing, tracing and blue 
print papers. 

For practical reasons... as well as prestige 
...make sure the papers you use are made 
with cotton fiber—25% minimum up to 100% 
in the finest grades. 
©Cotton Fiber Paper Manufacturers, 122 E.42nd St., N.Y.C. 


Set Vere 
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PAPERS 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 
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AS USUAL... 


THE HOUSTON CHRONICLE PUBLISHED MORE ADVERTISING 
THAN BOTH OTHER HOUSTON NEWSPAPERS COMBINED! 


MEDIA RECORDS 


IN 1957 


THE HOUSTON 


CHRONICLE 


PUBLISHED 


42,710,266... 


THE HOUSTON 


POST 


PUBLISHED 


31,694,991 uns 


THE HOUSTON 


PRESS 


PUBLISHED 


9,764,940 uns 


YES, MORE THAN BOTH OTHER HOUSTON 


NEWSPAPERS COMBINED... 


THE REASON— 


acults! 


> THE HOUSTON CHRONICLE 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 


THE BRANHAM COMPANY—National Representative 


ie semen ean g. MeC MINA CR a Ty ES tee i Sr ke emer coc ea peer | 4 ee ee a i case Co ee Pee ho bn) hi i ers. 2), ere we, ene >: (MEN eae ee SE alg al 
Sn ee oo ee a eal ee  * | ee Se ieee 2Fe Shee RT ee 
ee ee Gee ra ssi g! OS he) oe eee = Pre Aah) Ss PER, eee Nie Dees Begs otc sls o'r NR ene 28-2 1 nn ie ne 43 hes es. 
si eae ce i ieee vas , SRI fie alt. Sg en) 57) ek ee 2, aces soak Aba Se AR an i ie eg Ene yt ea Pe eee Vie ye. ae Lie as 2 Piss 
-. cleiibas Sag as 2 Mice aie eae Eine gare 0 , ers fet ‘,, aeRO, Viren she : BR pF eo ie ke ee hae irae BY orale cas eee 
$i) Se , er ge es A Bea ae ae . Bae ih bit eat ee ko ee AS ee, ae re a re ere ad ‘ say th ate ; pa sie 
ae Bs hee o> ae Pes et. Ne ie oe. eS pete hia ca sh ae Ra ts rps : eee so eee Psa ly F mee 
ve ae ie i Mesieg iy: = es ae ecko a ae ee ea ie ars v 2, Igea  a se ea a eee cea lle Meek semana) Bo eee 
co PARA gig OS, idee € iste Fs eet i ee Ge a peers) 0: eee ea ca PA nN 0 oe ie a. eee is Se A a i eal re Ri i pee ae 
Z 7 , : ea ; : * eid 
aa — ————— Fide 
~ oe 
oot 
| * 
+ woe 
i "te 
Pe 
, hee 
A Ape 
a Oe 
= 
) ve 
! * & ae 
. 
‘ : 
} 
i 
» 
i - 
} +e 
\ 1 ry 
: Et 
i hy 
‘ a 
‘ 
F ne 
| rR RR eS ACCRA eis 
© ocneteennennneneemeeniienendl ” 
tae 
aa os 
| ee : 
7) i 
me |, nt 
| fe a 
oe 
a. 1 = 
we 
aaa Se: 
ae 
food LINES ss, 
q Sa as 
3 
4] oe 
oe 
Po ° 
a 
27 
* 
a 
‘SS 7 ; aay : ai 
roe cea gee mealies. eu 
~ y Ly s*2 cA nd ee a 
~ : - ims 0h Sages jai iii. es 
Fi 4 J, Sf abate : au: z ~ 
i, Se a ves ; 
~ my ie meee or * i m ry 
Pi, Ce aes Bae RE ne 
N it Se oe "Wremnaa ca = 
} f © pc as 4 EN aa ote i 
- 7 ae Bsn adiges 
\ %, ¥ J es ‘a * 
‘ aie a are e r : 
n 4 Sates * 
' >) Be d 
* f * ae 
-_ 
ee ; 
oa 
eae ; 
tos 
} aa ara i a 
SOURCE: ee ee 
Ae oa one. Po 
' FOR THE Poe 1s Ener Sha em ——_ mat “its 
f oe, es ee iret ot ae ay CE 
YEAR 1957 ae same a AE 2 ee ee 4 a ey ge 
Pitan ei Be pee kee re. TS ARS : 
i eevee Ree ce = Bees. ee ¥ 
i °C ae Lh a 
} aa : sr Bus ca oa ' essa i on i 
ry oh 
: E 
' t 7 
; . 2 "1 : he 
bi es ei = i Z 
| a - 
' : a t is sha P ‘ ’ 
\ - - ae =F Bae a ee eee Ss. er, 
y e ade Saree Ie Sel Mai pigin ose eS 8 et 
os 2s, ae ikea ae: oe ae 
; AS ae a Rea eA eslig)t, Poot 3? : 
| a“ is ee eeu 
| Eres 
S 
; 
= ‘al 
ee ee ieee em - A sled a ae : 7 . i | 4 
a a a rahe se Gy Rr cc Bay vb ee potee Sannin pia iit ES su ee | Pete oa aioe : i 7 age rena lg eset iat as By ec * ial 2 
; ao ee Se a eee gy ee eh, Bae a 5S ee ets lle ap geared Tas hgh sage. «ae hr oe, e rambles aaa be ees): - MOS, 3 
oe opie. af ee ee ae et ee se 2 a oe ae ae ‘aoe ; Pee a fe eee 7 eee Sh ac % aaa 
2 Came aie Si : ‘ ae ee tee i : : he hat Sete i : oe Rootes ad =f = 33 waite. ae eae ee ¥ x i. he te 2 at 
hea * 3 jae * yi i = F =) eer a - eo) stl Oe i : has es? ae yi ee a et Pi het “ -? | 3s ‘oan 5 wes 
ol es Pris ida ee, # = Hab Bo ss 3 i > ee set < AQT eRe tra — Be A tee ee ae ee TE Syst ae Ss Se ¢ 


i oes et Ce ieee EW a ee NCE eam AT ee RR gl ee iy ey eee ae ll Ce rs. i ae 3 
nS ae pene ci a ee i i es NR ee ee eat 
ahaa Jee te ge TO ake oe a nem ee ©. et aes eee Se ae bhi 4 “3 Seat is ok, Oe, yg ea Soe or > See ‘nee yO i Sree ‘ae Ree Oa 
& <, Se ieee ogee NE yt) oe a See ee ee agate ~~ ea Pa es ‘ i a eee See Sera me Ee a > ae 
- Seis 9p she eee a4 2 ele ca Pe en Weer 7 a ere, cc el eee Se Soh eee Re og ar Bes gad or gee a ee oS 5 ne i SE ee. a 
PEA eae ree cane ge eee ee Bc ap mmm 6 ee ew oe eo eee es eee fee reer Re ek ama ; x ee soa game a ETN, 2. Saw ees 
i pole, gee Mame tes rt Se NRE gee es le ee ee ee 0 i Toe eye ty ae Se Tar peiehe a ea tre vee awe, ce? Oe Sr Oe nee ; 2 er ac EN ee eee aaa 
ai Pas “RS ik ee eg ee ee: ee i RS 8 opel Geet Ss bape eee tg) ile 
a, : ; oiteniee pie RE gi yl ES a, SIR Ye ee A ae re 
a : : 4 ; Dae Bh OE ery nee ag Sy ig eee 
ba . : 
pis 
SS ; 
ig ‘ . he = ‘ 
re ee eee ge ee stn | ne a asp ‘ : ~~ a : , 
eo et es eee ee ea eo a ee ; * : 
aia * ao ee Sad " 5 ig tk aaile es eu # 5.2 ce Ss . es a a ; So ee 
“ oe . . > * rt -_ pel ee Batt a inca . rs Mee a 2a 
; : av: oe i. « # * Pet? Aa Ee eS os ws, : J pub yon ioe | igi Mme MI de 
nail ei A , ees a . o* eT RRC eT es, alee pt See ieee. Sq 
os Yi ‘ * ~ . 4 $ bo, SR ae =* ase: the 2 ve Ne A ere ay sais Ca te eet] 
# ba eS) ; ri 2. ae ¥ one rs - Hoven so ae a ag eae il ee a Dil ene ek ale pate 
t oe ae ehee® * ‘-, , . fy ‘ hes Ye Mite: eines i, big te oe Loe i ee b 3 rey ee hn 
me . Ai = y ie cd ¥ ‘ %. ‘ ce ee i Re pe, eer oe, ete oe Sea 
4 2 . oe ae * e : %g ; i ee ae ee ee Sr ee mahi ge oe aem © (pert i 
< yt +4 ; yy al > ¥ ‘ eee 4 ees” laa ame coe Tug eee ee i 
j : = +": on i al ~~ oer - pre oa Fock eae oe a Pare, ; ae : a fi 
: oT ig « , es Ne oe ee es a oe im = a ese 
: ; sare aa « 4 Pe cue Ee ce ee cw ee lie Pe nat ee 
er vr ® z a wo peeete : pee’ es aN ne, gg ae eee oc eae ¢ Leek ied 
, va mm i 2 a ae * esi Be ea ne ne 
3 > oe * i Be fi ‘ eee : eas ne 
id + a *% a US i Sey 28 Nee we oa 4 x ae 
: - ° * ow - le" =, ee a Ee si ee ge ma Cea ‘ i 
ne a ees spre a a 5) . Hite eS - gis 
4 - am = — _— a Seem oe eae r. Ft nee ae Pea Mae FS: roe he ine 
x5 ae ae ee 4 vz a ee a F sri es ‘ er rs as 3 
4 . : ota : : ae pe aes Cte PS Seg Sareea ei) cae ae ite ae. 
i eww * : % * a US Oo Sig a a Pi at 9 ae aes Mes Bee 4 eis . 
yt * , se ita: ae . - mn i” Ree des gig ote RT ia tie Parner ee ees % ee + perm tt d 
in i ee ii ; Pe ag et ee wa ur ee eric eee wae, é Te 3 ti, Kate ae \ 
ve y é ™ . Kk ee. ae ron ee ke aie a ae giv ee ee iy aaa ee ria : 
ee . ‘ ge Oe ys ee eee ena oe a , ee : 
, ee reali ag te Me Lele We : SD aes ace ree eS } 
7 5 - * ee : fe Shue” ee Oe eee ER she ‘ ; a a ; / 
pee . ae rae: eee i ee oe thes ar ee wel 3 : Je j 
ney Ps ra ee ee TANT a tol Se ee ee Sets Ore ae Sop } : has : OP ae a 4 ’ 
a ie oe ae eee eee ee ne oe ghia ae ae Bs a Me : i ee. Biheaes ie? 
i PEE eS ees, iL ei ee rot as Ma als ela tee < Ces tig Ean” ec re pais ‘ Pe sn ae ik ae thy 
; ‘ ; eee ae gs een ee FES iit Mine Mee cer et NE se a ae pe ce Rt ae oa i 
= F ee. ae Cee ee eee or ees Ss te ee ne ane ey oy: : 
Te a a, ee ed ah 8 he Rist eee yee ee Or oe ee ee oot ae 
i . eo ‘re. ian le Mia eas a te a kg ae eer So ee eget. ai eee Oe ie ocr g Mae mee o” SR Muley ee ee 
; I ; ” eee ae ie a ee ne es ee eee Silt. ~ Seaton Ot oy re ke = SER Bees) ate. Es 
oe a on ae arene ele Miele , o loo A ih Be et Pe Sam Soo ge Peng Oe oe ee eee Oa = ae eee | pares ; 
Lae ’ ion ae : ae Sd ste eae pee 2 arene Pee gos et Re i" GR aan <a Ae = Eee ee as he” # 
- : Ree, | GS eeger 2 Sm ; jae JME a ee ae ie ao 
ee oak Ge sy Nes oe et a ee — Ee Sokal 20 eg eee eat ge ia ate eS tte == a Se ee eT asa 
< . pie Shas. es ey Para eto ae : 5 pie er ie wid nets ties eae eh agit “i * Pee 2% mt Ges eg ire hee ‘ 
moO ~ - ig san Sy ae ea ee ema ee, Na 2 oe byte a ER Ss, Celera ier fas 5 gt ae wy etl COON eer anes, ple ie) eee ee . . 
a Rot |S ae ee es Git lee eee cee Pee 2 StS ame 6 i Misti ot ERM 2 ie Me, aa ee oe am ee ak 
: ‘* Re ae er sg yeti ek epee ae sole eee ae * sie Te is, geet ee coal Pe OT eae oi ae ek ea ea 7 
° ‘ . ais gM irae: are Na ee gee tO MR, Be, a et “d Mee 4 oe ie ee “s i ya J a Sea ee a ei an iE pete ate 
3 . a " | glee Dee WP ‘ plement ir th P25 or Fee ae) es len oo : co So aa Se ee: ile Dede er Sie at Ma ee elke be Rg tek ee a aR fo ky : ' 
: ? +4 - ee pS neal sna fa ees s FOE whe ae 7 ae +. ora ae “a £ Pee ee ee: me Te" is on spline aM RS as ee ty ae eae Pe fe ee e 
at . . ae eee Bie eas See re ae pe ae: eae ed ae eal. ai mie ee ar te ind eee” a eS j 
ay ae ne ese a fe: PA ah 5, oe ie, ee ee Ie ate ce a ON oe ee ak. we Bp o's alia 
pi ; ea ee. Sea ere ok Seed ha ale Pe “form Bt. et yo ae s a tS poh Aha dit a ta Be: DS a Se Pee ; ie ait de a ts 
see ee er ee aE Se EC a See oe ie ee eee ee AE a Cees: ) ee Se ie key 7 + thle eae Et al 
tg ie ca Pa it eee oe eS apy ae wg on ° a Be, satire : AEE. ee eee cee es ae ae ae ‘ _ tll ache . jh 
a . a: oa tae aa aa s * i he Bde vie he ecsagiies au 2 — ee «ee le are a ee © ae ”. ag a f oa ’ 
: nena Te 4 = ge ee ., eae & Bion : aes eae he pre (ea Be eee game Seis 2 Face a he a eth re ee yt ae NS eae Poe Ee imate yas. “i 
¥ mee ia: Pus eee “ He amie ie e it \ 4 emer ov aa ad la. ints a Aegean pe Baleeed Pe 3, I 
pee te ci mn Serene F b ons A i ial fl te ue 6 Ue ong Beek Bae Fina ak ~ . 5 le NE re ln ree I 
i fe ic0c er ee eb tat Ff hae pe ss 2 i om pes ee ae ee eae. os a tye a he cae oa oe hae ee ee ee ahs Sey a ane mi <i or 
re Ms Ne ithe ® ee z Pan : ee et coe i he ae, aor (og ace a oo Nee omer es. auielil “Ape rome eo ee aa on a eat 
Redes eae = ae ara ee tid { # s a Po re et wea i: a | AO A ae ee ; a Ss Po ge oe ie ahi Re 5 ae 
‘<a: Q ET xi Wie 2 4 oa a ‘ Nie oe cy ae : BS, “i sei : Re jn en - ~ year = gee ee ae fF 
; ele ee. < 2 Sag Ree Sie Wie a cl : el al Bee a Se 
. FEU TE Sarr ae = a : ge % on Ope i We i hokage! ee ee a ee ee UC LS ae ee ., fii, Pee eR aes ee 2 tle 
Se gee ee aie ae gee 5 ee ee eee ee ee ee ar ee ae 
. 0 Soe ao eae hho: ~ Serene ee ge ee .. ie 
& ao eles ee 5 sie _ eRe se ; ans cl Seats or ie E s oe y Or. saci ; S ge SS toy, ; ag ae ae a - 
Se ee ee SS fh a a ae! ee ge : 0 PEE ot > 5 ee Si io 
ae ee RT Ae Oe eas pet ot ie a be bee fe ee wr aiee ne a A . Se E> oe 
os, oe Oe eer Ps aie © eater ws PF re iar, ie ok ee ee ee Pre e eee es ae. sae ver * tC ec ee aes f 
ar ie dain ls Sit Rs Cay > Ce ” ‘ att ‘er tt he wt? aie i ie rae ¢ ea eer a at “ee 
i e a, 3 a e 4 - aia aa cee te . Pe eek Beye ee = ae ne BP ee hae 
: vs = mh, oer ae oe #5, i NER Aoseggern eet f 
> ae spilt ae Pariah iit ag jane 49 a i i a ‘ Ei 1 a 
¥ i : ane nea: i 5 fa ee ste Be oe Le 4 3 oS 
i E $ nave r > re _ % ae the 3 ? a. i ee 
4 ss 3 ry ee Wage Pe. oa Bea oe @ ; Py. sald 
i “h, #  < aia ea a ay a ae 
, f F ee Tae caf hag f vine + =. = | 
ae ae Ren Cn, a ee eawon et & PP ~ i J _ ' | 
oC oh rem _ 3 ae So ie. S,. on : ' i. ae ees } 
ee, eA es se Oo a pe < ae 4 ~ = 4 sree ae i. ae 
ei eee i ae . 4 ; si . 3 : ; 3 * te NA ee a ee ii ie eae 
i Se, ee ae | ¥ ‘ =. te s . r se ¥ 4 ea ee Be. ed ag 
Si cA ae dee * PO Sg... ‘ ae a : / ail > Be ro ; > i iy Sag bt elo: Geer 
el 2 CI een, igh Ne ee 3 ; : ‘ Pe | te : ; 4 a Oy ae ey ae iy 
ee , ee ea! ot ote ee aes Z \ “a ‘ ee. : 7 agar eae Pp Tec SE aye 
= ec ae ie Me hae i ee Xv al - x % ie aaa . \ TT lam eh 8! 3 St ya 
yet aie, <r We Ye garg re eT ig ane — ( a ag a eee a ee 
eee Ce oa AT oe ea ee ae ae ou as c < . Sree ae ee 2 or ce oe a q 
“ a ae oe i aake ; ; : % o> apes 3 : 
* 8 peat ne ae i Beta x at 7 bs 's ; eae = o @e re ee 
a (oiieta!, aa Lo ai ‘ : sath re Te Bee oot i a oe 
aad ee Meme SS ees u tet ae en the oo pis Pee ee. 
i>: ay Pee ee ee to. , — all ee a ee = 4 Rea gies hae” 3 
ag [eer et - ts Be a ea Ree 2 co a ae “= OUTS EE a ar 2 anes ae 
; ee —_— —_—* 4 >) a ae 
: “ene SoRaENeR aaa’ i <n en os en a ae “ty _—— g mh. LAs! ae ‘ ae oe Gaia ar’ ee re ew 
i Se, a gl aM oe Ss eng Se . “3 € ne : ee 4 a Mee ee ae 
oe See Fc Re ariel aoe ; - oe ak io (ee ae eee 
a Pe Co Ae ae oy pie ee eee % per * m1 5, 2 4 ¥ “ea SR Rae oa 
Bsr ine d ee el ae iz — » ca a a + ie eine ‘ Ea e a; ae sae iy val 
mn 4 eee <a a sail’ = ‘ mie j ile — i, me | Eee. ae ee re 
5 ee, tee et ie og i: : 5 , : ¢: Sa, 4 ‘ a 4 », Lets off co - oy - a 
ee +. a Me ieee oe, “a ie a WB on! es ns ey + a e en 
eo fe ee ee a * a ca dls : pec Sv = 8 
ce a,” ee Party ames ene a Co re sine tral : ee a rn OSs SO 
ee he en # he are es a " = fut i) PES oo he tal eee ae ee 5, he o 6 ee ee oe ee. eee 5 
2, er i ee ee ae ~_ Bos = ic ST a ae ont a og eee a Nie zg 
Sey Pig sa a ae s Z ic be ae, Ae a ile oe en a Sere .s * ec? 2 Ryne MRE “garaa er 
ie j % yee et anaes : Mee aie ee er Pye |, ee Ce ee ee ae 
=) aes ee i es ag ee ey ’  £ a 
. Ss ee Se eee Pee a) - aa, “ ae Bled ie: ae 
2 Ae ee es ce al =| ie ina rede ee at oS mat 5 ‘ i ao ee os 
Be Pee eae ’ See . a J ae co), eee 
be pe. eens oc ne ti ea ae sae 
si ee pee Se: fe’. ae Se tei tre si ipa eer Fy ° ae Res = ey Phi. ee ee sig. ay. 
pee free a tie a peg a el ees ae ee ee a . ea ia | : ia: ; ‘ } eel ‘a abe Toe B 2 
he ig . Te iy Se aes ae ee ad he i . << . ot ie a ae ees 
= See: i ee ee eee ae, Boe ee na vy, Sa ma 3 .& ng Re ny ; 
= Se eee ee a iw Rea ee es ea te = . ae z eee See ee 
ioe ae ee Sa BO a ee ee 2 : one ae Soc. > mo ¢ € : % 4 t Ae “Hane 1 ae ey 
ae i rg ee i ee ee Hee Oe i oo ¥ ‘ t= bi ee 
behaves sia BAe et pk ee Oi eee oe a 4 zy pee ; ‘ en Se 
ae: Cee ee 2 “Saree . F - ‘ et Se ~. ~~ “a # 7) 7 Bee Sk ae 
pee tae ewe Oe Seige ee o ee a eg re ap ie 7 # it ae be ie J a ud ; ae rae am 
3 : : js st i a - a . a e: 
sen Se ee < erat, : ce ; aig , : Be eo poo : 4 ae oe 
pas Soe eae eM ee eee | ra ee ye ey om res vita Pe ete gee thre meee " cake =) i ek ae i 
A cM home es: nee ae et. a a ai Poe Cee = os — . : ; me 
oa Be eee oe a a Bee ea ——_ a oe, 
s Mies se a aN iy s.r gg PE ath, Bee gee a Bere se ee OT ea < pS a es NES f 
es (eeeper  t! rig ie ee. eee colt eee eee et ee ae 4 ee SS sth ath ake oe 
ia ene tsk 6 ARR ee ae a. see ai poe 2 ee : ' te ; ae ; ‘>= a a e a ee ae Rata ae 
Ae oS kone Fails sag Po ae Pe ee ee ee te eee Ni eles paige ae 3 J a a at oe ER a es ee , 
ie wees ae eer fe Sa kao kT Rae e ee awe: Se ; eo 2 y ee ee ' 
‘ee ae et a ee a eae ee a ee ot fee dew ( eins H a: 2 2 ee an Ss as 
te eer eee ec Seem Way ae es mee ee ee At. dale ee ol ee ere 
ia i Spar amet co a he ie Mea eee ee ie i ee tame Rig ok Ne eee ee 
ye ce tae ke ee ee es ai le Wig (ee eee \ — > ) Bes eer aii lee, - 
ao i. tats — a ae see he cia a Se el Aa 2 Pn Ae eee ae 4 * =e * 4 y % 3 a Sg ee ae re 
at til ti aa a ees tee ge ec a oe = pia ai, ae ee ge ee ee St ee “. * 79 abo - Bae ee ee ee Bey 
a Re ye eae as eh ee eee es aare Ne . moe oe ee ape eres it ne, 4 ea Pe .? ‘a coe, | are age ec ema 
os eR i Sn ON, ee ee et ee ee synth, Sl eae Cicer oer wos é. id ~ - pee gee ee ae 
am ae pei Ne a at eee FO a ae ey to ete ca page Bi e 4 : } a ee fe tes 
fot ieee "oe aaa ve ‘ pe ee ee ee ee a ea is oe es Parag or eee cn Ae ” Re Mg ee or a Oa ey 
: OS aera Rice =) “a ay ee SE ee el me Gee ee oe a eg ag .* y ee fe Se Pe a og 
a Re ec a Ste i See aw yes - ae 
a. ee Bes Sa ei ered = Cae ee CeO ee eee sie B & eae ” . ae 
: panels ee as ae: Pi ss doo Le ee ee hie i ae tate Ry ec) ree ae : Penta, oe " ° * ry Sete ee 3 a 
4 7 3 é fpr eae i Bega eh See rye oan is fe peer re ee, olete a  , Yert ene lS re ewe 4 \ a ee 
ate ‘ ee ee eS ea ee ee Reha Ne cah Peal: ats # NM vl et SI j cm 
' . i ee ee oe Geena ae ee ge Ce ee ae ee oe ete a “ H Bea Se iat, OZ: . j , q j 
ae y ae Si ieee Gos MORAL ET aa ; Pl Site soe ENS Soe * soe ac Ain rat alae Ss a . e, = i 
; a gi ice E “ i é . ie om gee i. u reareey eh aie zi ‘ as 2 ee er ca f Ci Res 4 : al Br ae ‘ 4 wed ™ . . F - 
<a ee he Big seh eee eee Py ee i a a a: annals mai Se a ee ‘ 
Ree i eee ee es GEN Ss a pr oe 2 Sn age a2 oeceaas Ie, ae ee 7] ese mea, Ve. ie oe eo 
cat eee as ne at FS ee eee eee tt ee Pate ue PR ees oR a ee fr Ea ‘ 
a : Nees Pee ee pe SN ead par. 8 ra ae 
a py oe eee ee ne ee Ger re ee =. ee one re ie rh 2 - * ea ” ~ 
ae ; eee ee MM i eae es cas Se tte nl ; ee ee oe e ‘ ee 
3 Co Re A ee ee Eat Ss. a ; oe.» a ' ec 
23 ie weer eae Coe ee ee Oe ene Ree ae aay er eee ka oe = Mie or: ‘ ‘ ' ’ Sy 
‘ f ee ea ade 4, ee eee i ee Tee a en hen ee Shoe: Soe ee eae ae: ‘ oe eee 
Be a mi eee De rs eo ey Re 3 oe ee ee ioe Fee ee Pe ee Ee ets. Oe ie 
‘ - . Se kee oA RN a htc eee on, eee ee Por a ee ae : 
. o* ae ae . i Soe ag ee ee (em ee Pies Be ge ae ae ‘ ae" ener Bee ae x \ Vag gas ie > 
! = Br a ae oe eee Se. a eMC a ee kg ee Baas oe 5 ee ae ae eee Sails 
‘ ee es i ee ee ee a a a ks = 
“ae 4 ee anes Sane BE ns ee FR a Sal are Ne ae Lae <, ee * a 4 Pac nig Pe oi i 
me { (ieee ee ae : ; ee ae ee ee dee! lin ae ee aie 
cay ey oe ee ee oy eee Me Pa ele ee Se Pi) See oes a “J ae eee ere d 
Ps ee ee Sth a cme FS; Cs ee ae. eee eee Jz Se ae BE aed ee 
dy nag "Ye RE oc Pp hi Steg rc. eae bag A eG Be eee ea + Brians i ade ae a eg yi 
is, cee cick sg We ear a he oo ot ale *. 2. i fare oe ie Se ee oS es ee 
5 ore: ag : Pi egestas Ca oe *. oe... $12 Se oo eee Gee oe eee 
er Ee i ts 8. SEW ba ee Ns See tae f oe le ye ee aw a shea re ee yg 
a oe ee eka ee et Sack ate ee . BT AT ee Tae Meds a, ’ Se ; ee Aas aoe 
Be : * gies PTE vis ae iy — oe > .F Ls aC ee Nis ane one ,. a me £ [EN a 
oa P - - ae Oe - rt y . &.. tr F 
: Z; = © 7 u % Z ‘ se be s ere a =. - at . i : * 
ia P sage ree i eae ee Sy ini Sa . “sis ; — © ste, =, a : 
“ J 2 he ‘ Aj es tugs % < o-e > i Ly a 
7 fr lee ; wks : : ifn eee Oe ‘ } 
g ae sll Se a Pet ee 4 
— * : Sees ee 4 _ a te ae <a : : Fr lg ae Fae P 
ek — lrg tee ws me fie a es ; ; me. = 
; 4 ia ih re = =n ae ee a ee ; oe PP ay eee 
- ee oe Ce eS eS eee  — serene? 
ae pie. a ee a : ae ee a ee eS ies oe ei eS ee ee eo faye vw 
rae 3 ee re A ee Re ca i | eee oe ‘ee i , 
4 “iat svc & aS ee re" ape Poe ei eae Benge Bae Se IS | Ce 25 ee he Sem ed ; , . : ' 
ben “i hh eee WR TR ee ncien: C PORe cee eaee  a e See Fc Sl Pape mc | A eA ta Sa fo =e : 
soins ae gl Z meee eae: ae ee wee Tate ae ee Commer ye WOME Po ear ee oe Pe cee ae . ieee a Eee - . ‘ me : ey 
-~ ceaatiamaerte ot Pec i eo ee ee a poe hd oa al re a —— a ie tse —— 
yg 7 reo be ef as ee a gel ie eee ee ee i a ke ete et ee oe . Spee Sor = 
: eis a ; se comes beeen mee ae mee ee ie eee = Re aS P a Se _— 
i: salons cpr i ee eee a ee De ig ee = se : oe ae ee a ae oS abe ir i ‘ al cea 
a reser - > Sy pea ee ee age pas an ba 1 eae wee Or), ale ss ee - —— Saget one, a 
i 7 ‘oi shales ee “ 5 baa aoe ee oe Se oe ges Rode jth ies tee, ES a ae x = eS 3 ve ge 2 
. sapl ve “5 a at Pky aN en ee aes a or iy “eae = —s eae Oe , Sega et + ge e ia Cathe ae ae : 
i er ee ae go a ee ee ie Ae Ue a ee ae oe os 4 
yg 12) ee es 2 5 NESS leaner here re ee a Adee “ aneie See ae ee : ‘ EN i a, ee ce ae 
ee ee ee... eee. OL ek Stes aes Og ne ee ee 
| eee er nome ks cl ee a Ee ae ri a i ad 5 ee ee 
; AD ieee ee ce ce Sea oe a ee. Par gee aah ean cr Secs es a Bho. Rite antec ee eae ee : il i ae a rer ee oe mee aay 
Bas > SL ae aE ne, Pict rel  a 6  ee  e t N , eeee aos  t ae ee ee a eS ba ind Sy NE ia! eS ces 
on es oe ee ce zi Re ean i ae Et Ber a a ee 2 ie eee emer 2 a a eae pet ei pce aie ee he ne ee) 
i. a ee eee ah ae ee eS ee ie gel ces SS ‘ ee “4 eee. pea ee 
f fl ey ON ee a LE ie Pe © wie ele, a ge gies in oS, ee ee TS naaeee ores tS ly eee ee eee a : et : <a i 
ee 3 aa ’ # Fi Batik ee be ue oe te EL oy ae es ee 7 aa pao t ‘ 22) tale Cre ae Sie Win 2 Se, J oe Se eee eed 
: a 2 Les #1, i eed) ei eye Tar Raia Aenea ree eer eee Peg 3 ae ge eG Fi Siar ee: eee ae F 
: oe us es ag east ie go: fe a ee can ea oes hate. ane ee. ae eG re ee Lia fae og Se - 
" EF cS eee AON. Pr, ag an orc eee es - he is 
’ ; ‘ F a eee a Spee hg ae ee ee ae 
: , ig sae : heatacimiantt., ee yee ay \ : j hee ee) ae ene : 
: : : q ° ee a ang ee Pi ea! : : ee 3 ae ee . Pe ee ee ; 
a poe a fe 2 So. ik Le le : jie ? re Se eee pe SR Re ee: a falls cu mie eae 4 rh MEM Ceres, rene z po ka ed ik wi 2 ai c 
7 - a i ae f feiss 5 ; fee: . ee 
a ; 
© * ' { 
= : 
= ~~ eee 
a . Bie etc p ‘ eo ee fe ae ee ae a +S ge a ple z s eG = eae a = 
i As. glia el ee TY cigs ii i Ek y Pe) ie eae ME aera Dae te oe Ss eae re OS, fe en’ rt gest : oe AB” pete eS Wie we - pe 3 ge oc aoe 
ee a alles See eee ir : ; ‘ oe Pages! i A ae ee ak a aaa sole: Ser =o = ee SS? ge as eee ae ee a ge Eh a ee 
‘ ei aah oe Pere, ou ee ys) ee ite Ce ge a eas 2a eee ee —_ oc es : coeeae RR ei 1 TOR Me ie ee, ae 
af ee “are aie ee eh gs Teg cee oe us ee Si Degg ae ay ae Ree aries SF) TN Volae aI Bey. lhe aes om mn Bee eg Cen sr mee Se ak Ces 1 Tia ee 
Fy : : sate eo; eee Sk Te Se ee | Soe j ana RN i! ote Fos yl a aaa Ste fa fe ae = ee se Wish Pe ane ee a alee Se : 
a 2. ae! ae 2 SE pr de ed a. ht. eR, LST gn od ne St eg ey tal Ao eee et ane ee ‘ og = + gee Pet g tee Es a 
i ay ant Sie pe 2 i ew ee ee ee i Pg eae i? oe SA Re A sg a 


yee Fas 


“ADVERTISING PRECEDES 
OUR SALES REPRESENTATIVES, 
INCREASES COMPANY RECOGNITION” 


. 


Alfred E. Lonnberg, Vice-President Sales of Sanborn Company, 
tells how business magazine advertising helps sell oscillo- 
graphic recording systems and allied instruments: 

“Business magazine advertising is the quickest and most 
efficient means we have of informing our market of the features 
of our products and indicating the character of our company. 
Recognition for Sanborn, built in this way, gives our sales 
representatives the advantage of being backed by a manufac- 
turer known to be well established in its field. 

“As an integral part of our complete advertising program, 
which in turn is an essential element of our total sales effort, 
business magazine advertising receives its share of credit 
from our management for the steady growth and success of 
Sanborn Company.” 


IF WHAT YOU MAKE OR SELL is bought by 
business or industry, you’ll find that the consistent use of 
business magazine advertising will help “mechanize” your 
selling. Such advertising enhances your corporate image, 
creates preference for your brand... delivers your sales mes- 
sages to the right men with minimum effort. By concentrating 
your advertising in one or more of the McGraw-Hill magazines 
serving your markets, you will create the recognition that 
gives your salesmen more time to make specific proposals 
and close sales. 


NcGRAW-HILL PUBLICATIONS 


4 D Mc Graw-Hill Publishing Company, Incorporated a 
330 West 42nd Street, New York 36, New York 


6 STEPS TO 
SUCCESSFUL 
SELLING 


WE MORE ADVERTISING HERE MEANS DU) MORE SALES TIME HERE 
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WESTERN 


BOF PALO 


NEW YORK STATE’S SECOND LARGEST MARKET 


now over \gaOOOrOOO people. 


To sell this market easih, sell the 


3OOQ,0OO0OO families 


who read the Buffalo Evening News 
Write for new Market Data Book 


BUFFALO EVENING NEWS 


KELLY-SMITH CO. — National Representatives 


Pa 2 ee eee 


GREAT 


NEWSPAPER 


Mohr Becomes Mohr & Eicoff, 


Opens Office in Chicago 


Mohr Associates, New York, has 


|changed its corporate name to 


Mohr & Ejicoff and is opening of- 
fices at 112 E. Walton St., Chicago. 
Alvin Eicoff, who simultaneously 
held the posts of president of 
Leeds & York, advertising agency; 
vp of Leeds Chemical Products, 
and advertising advisor to Lehigh, 
Fla., real estate development, has 
been elected chairman of the 
board of Mohr & Eicoff and will 
assume the duties of exec vp in 
charge of the Chicago office. 

Allan Schullman, formerly vp of 
Leeds & York, has been elected 
administrative vp of Mohr & Ei- 
coff. Patricia Gray, formerly me- 


dia director of Arthur Meyerhoff | 


& Co., Chicago, joined Mohr & Ei- 
coff as media vp of the Chicago of- 
fice. Mel Mohr remains president 


of the agency. The agency says it 


will bill approximately $5,000,000 
this year. 


WANTED: A COMPLETE 


Night beat... an alarm sounds. . . the drag- 
net is out. . . . The radio rasps a description. 
... Facts are checked, record by record, card 
by card. Whether it’s a police report or pro- 
duction schedule, a customer list or data file, 
Champion provides the durable, economical 
papers for these recorc'-keeping jobs. 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY + HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, 
Detroit, St. Louis, Cincinnati, Atlanta, Dallas, and San 
Francisco. Distributors in every major city. 


Quality coated and uncoated papers for books, magazines, 
envelopes, labels, boxwraps, greeting cards, business 
forms, tags, tablets, food packaging, and many other uses. 


RECORD ...ON CHAMPION PAPERS 


CHAMPION SETS THE PACE IN PAPERMAKING 


As a good cook adds just the right flavoring, 
a skilled technician puts exactly the 
right amount of dye into this grant pulp mixer. 


Advertising Age, February 10, 1958 


Publishers Clearing 
House Uses ‘Stamps’ 
in 34-Magazine Push 


Port WASHINGTON, N. Y., Feb. 
4—A “money saving certificate” 
resembling a bond and a postage- 
size stamp gimmick are being used 
by Publishers Clearing House in a 
direct mail solicitation for consum- 
er magazine subscriptions. 

The certificate is on the “mes- 
sage” side of a business reply 
card. Stamps are included with the 
card; the prospect may order mag- 
,azines by affixing stamps to the 
|}eard. There are 34 stamps in the 
current series, each with a picture 
of a different magazine cover on it. 

The certificate bears a circular 
| marking similar to a hand postage 
jeancelation. Inside the circle is 
the legend, “Credit O. K. Send no 
money now. Pay after magazines 

arrive.” 

The letter invites the recipient 
'to purchase his favorite magazines 
at “tremendous savings.” A folder 
that is also enclosed gives a brief 
rundown of content of each maga- 
zine, and lists regular sub or news- 
stand prices and those being of- 
fered by Publishers Clearing 
House. 

The magazines offered include 
|American Girl, American Home, 
Argosy, The Atlantic, Charm, 
Children’s Digest, Coronet, Field & 
Stream, Glamour, Harper’s, House 
& Garden, Humpty Dumpty’s, La- 
dies’ Home Journal, Life, Living 
for Young Homemakers, Look, 
Mademoiselle, McCall’s, Mechanix 
Illustrated, Motion Picture, Par- 
ents’, Photoplay, Popular Garden- 
ing, Popular Mechanics, Redbook, 
Saturday Review, Sports Illustrat- 
ed, The Saturday Evening Post, 
Time, True, True Story, TV Guide, 
|U. S. News & World Report, and 
| Vogue. 

Forty issues of Look are offered 
for $4; the regular newsstand price 
is listed as $8 in the folder. The 
regular subscription price of Life 
is quoted at $5.71 for 44 issues. 
Publishers Clearing House price is 
$4.84, a saving of 87¢, or some 15%. 

The folder makes similar offers 
for the other magazines. + 


Wexton Distributes Stock 

Wexton Advertising, New York, 
has distributed 40% of its stock 
among four of its executives, it has 
been announced by Larry Schwartz 
and Howard Wechsler, owners of 
the 1l-year-old agency. New stock- 
holders are Jack Spiro, art director, 
and George Gilbert, Edward 
Greenberg and Adrian Price, ac- 
count executives. All are vps of 
Wexton and members of the plans 
board. 


{Sane to Irving Serwer 

Dana Perfumes Corp., Chicago, 
has appointed Irving Serwer Ad- 
vertising, New York, to handle its 
advertising, promotion and mer- 
chandising. Caples Co., Chicago, 
|formerly handled the account. 


Pairan Advertising Bows 

Paul T. Pairan has opened Pair- 
an Advertising, Denver, at 431 
West Colfax Ave. Carlton Tune, 
formerly with Mark Schreiber Ad- 
| vertising, has joined Pairan in an 
executive capacity. 


——— 
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by Japan Canned Crab Sales Co., 


* 


fas 4 


- ae 
a SLL SI EEPSTAALS 


osame re 


American Restaurant, Progressive | manager of Grant’s Karachi office. | 9, °57). 


; | Crab Meat Campaign Set |Grocer and Supermarket News.|Hohman Moves to West Coast | 
Win a clier figure! A stepped-up campaign for the|Gotham-Vladimir Advertising,| Henry A. Hohman, president of 
iuisdessmunnunses Lenten season has been announced | New York, is the agency. |Beaumont & Hohman, has moved 


, 

> 

> 
‘ “his headquarters and residence : 
: slenderella salons -=—— Tokyo, an association of exporters. Pakistan Air Force to Grant from Chicago to San Francisco. | The Sporting News 
—— ta | Weekly advertisements in 12 cities,| The government of Pakistan has | Mr. Hohman and W. C. Beaumont, | ¢ 
plus participations in daytime tv| appointed the Karachi office of | board chairman, founders of the | 
program in six cities, will get the|Grant Advertising to handle ad- | agency, will be in the same office | ‘ 
bulk of the budget. Insertions are | vertising for the Pakistan air force. together for the first time in 25 ‘ 
| also scheduled for Family Circle,|The account uses both consumer | years. The agency merged its Chi- | : 
\The New Yorker and Woman’s|and trade magazine advertising, | cago office with Cunningham &/|} 
| Day. Trade advertising will run in| according to Khursheed Arshi, | Walsh nearly a year ago (AA, May 
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National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 


Lorgest Newsstand Sale of Any Sports Weekly 


f Pubbliched Weekly Since 1886—70 Continvous Yeors 
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j SLIMMING—Libby, McNeill & Libby ‘ 
' plans a Slenderella-tomato juice Mrs. America 


contest promotion starting in 
March with ads in Better Homes & 


Gardens, Ladies’ Home Journal, who controls 
This Week Magazine and four P 
store-distributed magazines. J. the purse-strings 


; Walter Thompson Co. is the agency. 


of the nation 
Excess ‘Playmates’ 


Must Leave Calendar 


| Game, Court Decides 


New YorkK, Feb. 4—A settle- 
ment stipulation has been entered 
into between Playboy, on the one 
hand, and Kable News Co. and 
Periodical Distributors of Greater 
New York Inc. on the other, cover- 
ing the distribution of calendars 
entitled “Playmates Calendar of 
1958.” 

As part of the settlement, the de- 

fendants have agreed to cover up 
t the “Playmates” name on their 


iF’ calendars with 100,000 sticker la- t } l h 
| bels. e oT. ee 


In its injunction action, filed in 
| New York supreme court, HMH 
Publishing Co., publisher of Play- . 
boy, charged the defendants with l l h t h 
unfair competition and infringe- Se er Wt 
ment by circulating the “Play- 
mates” calendar in competition 
with the Playboy calendar. The 
latter contains the magazine’s 
“Playmates of the Month” as pub- 
lished in the preceding 12 months. 
The plaintiff also sought dam- 
ages of $50,000 and an accounting. 


Acceptance of Advertising 

A book publishing group called 
the Quality Book Group has been 
formed by three paperback pub- 
lishers—Bantam Books, Pocket 
Books and the New American Li- 


URSE-SUASION \: 


Paperbacks Form Group for Penetrating Saturation with Daytime Spot-TV 


H brary—for the acceptance of se- 
lected advertising. The group pub- 


Advertisers who sell to the home and family are having marked suc- 
i lishes approximately 40 titles per 


month. Each publisher will set his cess with PURSE-SUASION —through which sales Messages are 
own policy on the type of adver- strategically placed, Monday through Friday, covering the entire 
caged. eatecarce-steden ~~ daytime audience. Reasons for this success are obvious: 


At present Pocket Books is run- 


: , 1. It combines the persistence of Saturation with the impact of 
ning loose inserts and bound-in 


color gatefolds and spreads. It is Television. 

preg Aap Snipe ating = A 2. No other medium delivers your selling message with Television's 

and New Library are currently ac- penetrating power of Sight, Sound and Motion. 

pig > ag Raper edagnen pig 8. Through PURSE-SUASION your commercial reaches Mrs. 
thousand; for inserts it ranges America at home—during her “business hours”—when you can most 
1 my omg hg = ph scree a easily focus her thoughts on the health and comfort of her family. 
i sentative. Developed by the stations Blair-TV represents, PURSE-SUASION 
1 Sheatter Launches Cartridge is available at rates that appeal to alert mass-market advertisers. It 
: W. A. Sheaffer Pen Co., Fort can be applied in one market —or coast-to-coast. For details, phone 


Madison, Ia., will introduce its new 
Skrip ballpoint cartridges with a 
four-color page in Parade Feb. 16, 
followed by a four-color spread in 


your nearest Blair-TV office. ....... Or use this handy coupon now > 


Life and additional four-color pag- OrFices: NEW YORK + CHICAGO + BOSTON «+ DETROIT + ST. LOUIS 
es in the First Three Markets BLAIR- Vv TEmpteton 8-5800 SUperior 7-5580 KEnmore 6-1472 WOod'rd 1-6030 CHestnut 1-5686 
Group, This Week Magazine, Look JACKSONVILLE + DALLAS * LOS ANGELES + SAN FRANCISCO + SEATTLE 
and independent supplements. In Elgin 6-5570 Riverside 1-4228 DUnkirk 1-3811 YUkon 2-7068 ELliott 6270 


addition there will be a local news- 
paper campaign. Batten, Barton, 
Durstine & Osborn, Chicago, is the 
agency. 


Blair-TV represents these major-market stations: 


WABC-TV —New York 
WBKB— Chicago 
KTTV—Los Angeles 
WFIL-TV — Philadelphia 
WXYZ-TV —Detroit 
WHDH-TV — Boston 
KGO-TV—San Francisco 
WIC — Pittsburgh 
KTVI-——St. Louis 
WEWS—Cleveland 
WJZ-TV —Baltimore 
KFJZ-TV—Dallas-Ft. Worth 


BLAIR-TV Dept. D 


Name 


KING-TV — Seattle-Tacoma 
WPRO-TV—Providence 
WCPO.-TYV —Cincinnati 
KGW-TV—Portland 
WDSU-TV—New Orleans 
WFLA-TV—Tompa 
WBNS-TV— Columbus 
WMCT— Memphis 
KFRE-TV —Fresno 
WOwW-TV—Omaha 
WNBF-TV— Binghamton 
WFBG-TV — Altoona 


415 Madison Avenue, New York 17, N.Y. 

I'd like complete information about PURSE-SUASION 
—and how to use it most effectively. Please phone 
me for an appointment. 


r LA 


Street Address. 


City & State 
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42 
Book Studies Effect 
of Mass Society on 


Dann Joins ANA 

Al Dann, formerly with Crowell- 
Collier and with the Lynn Farnol 
public relations organization, has 
joined the Assn. of National Adver- 


Advertising Age, February 10, 1958 


Mile-Hi Appoints Two 

Warren P. Isham, formerly with 
Galen E. Broyles Co., Denver, has 
been named an account executive 
of Mile-Hi Inc., Denver. George 


oe eae 


Rural Community ; 
tisers, New York, as public rela- 


Princeton, N. J., Feb. 4—The/tions director. He succeeds John 
small rural community today is/ Balch, who has joined G. F. Heu- 
surrounded by the mass values plein & Bro., Hartford, in a similar 
promulgated through the mass me-| capacity. 

- dia of radio, tv, newspapers and 


magazines by its big brothers, the Keyes, Martin & Co. Moves 


cities. Keyes, Martin & Co. has moved 
Obviously, the impact on the] its offices from 11 Hill St., New- 


small town won’t be small. Sociol- ark, n n er 
ogists Arthur J. Vidich (assistant rag Palo gh = jt, sows Ay 
professor in the department of so-| 1+ will be Springfield’s first ad- 
ciology and anthropology, Univer- vertising agency. 

sity of Connecticut) and Joseph 
Bensman (manager of consumer) 
ye research, William Esty Co.) set out | 
to investigate this phenomenon as” 
reflected in Springdale, N. Y. 
(population, 3,000). 

Their findings are contained in 
“Small Town in Mass Society—) 
Class, Power and Religion in a Ru- | 
ral Community,” published by the 
Princeton University Press ($6). 


Molstad, previously owner-man- 
BARRED—AIl Pabst |ager of the Denver Art Academy, 
Brewing Co. Blue |has been appointed creative direc- 
Ribbon packages, |tor of the agency. 
point of purchase 
material and | Acquires Jay Shuler Co. 
trucks will carry einteueee oe tee en 
: : hed ashington, has acquired throug 
the new identify merger the Jay Shuler Co., Spring- 
RB : ville, N.Y., publisher of the Shuler 
Blue Ribbon seal | quick reference airline guides and 
imposed on @ | quick reference schedule manuals 
bright red bar. for airlines under contract. 


ing design of the 


Local in management............. 


s The most germane — for | 
marketers is Chapter 4, —— 
dale and the Mass Society.” 

In it, the authors note that | 
Springdale residents are ambiva- | 
lent toward the mass culture. On 
the one hand, they respect its su- . 2 = ~s 
periority. On the other hand, they be responsive to the needs and tastes of their individual communities. 
feel that these very factors con-| ) 
tribute to the problems of living | 
that cities exhibit. The mass me- | 
dia let them feel that they can en- 
joy the advantages of both ways of 
life. 

Springdale is not stinted in its 
share of the mass culture, thanks 
chiefly to radio and tv, the authors | . : : : spe: 
> promotion. The strength of each of the Corinthian stations attests to the abilities of these 

“The mass culture and mass 

Vv sin Vv n . . : 
ek tae te at tae oe men and the role they play in Tulsa, Galveston & Houston, Fort Wayne and Indianapolis. 
riety. Television, particularly, is X 
significant in its impact because | | 
for the first time the higher art} | 
forms, such as ballet, opera and i 
plays are visible to a broad rural) 
audience. National events such as | 
party conventions, inaugurations, | 
and investigative hearings are vis- 
ible now to an audience which was | 
previously far removed from the 
national centers of action and dra- | 


The Corinthian stations are first and foremost local in character ... for great stations must 


Each Corinthian station has its own independent Jocal management team ...experienced 


men at the helm and in the key operating areas of programming, sales, engineering and 


ma... The intrusion of the mass se 
media is so overwhelming that lit- | 
tle scope is left for the expression | has ~ | 
of local cultural and | \ 

forms,” the authors note. + if if 

Armstrong to Boost Tile \y 


Armstrong Cork Co., Lancaster, | ae 
Pa., is launching a new advertising 
campaign for its Textured Cush- 
iontone acoustical tile with full-| fn pd 
color pages in American Home, | ” Ay 
Better Homes & Gardens and House 
Beautiful. The ads will emphasize . 
the beauty and comfort that can | 
be added to the home through (a # j 
sound-conditioning with Arm-| ‘ %4 
strong ceilings. Ads will offer a free | ‘s 
booklet on Armstrong ceiling ma-| 
terial. Ogilvy, Benson & Mather is | 
the agency for Armstrong ceilings | 
and other building products. | 


# MEMO BOARD 
by WEIBRO 


WITHOUT PINS OR TACKS. 


PREMIUM for the HOME 


Each boord plete with jes, pecked 
in attractive box with above cover design. Anex- 
collent gift for oll occasions. May be imprinted. 5 | 


Send for literature and prices | 
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KOTV Tulsa @ KGUL-TV Gal 


WEINMAN BROTHERS. inc. 


3260 W. GRAND AVE., CHICAGO 51, ILL. 
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| Advertising Age, February 10, 1958 


| Subliminal Ads May 
Become Fact if FCC 
: Delays: Rep. Dawson 


WASHINGTON, Feb. 4—Rep. Wil- 

/ liam A. Dawson (R., Utah) last 

week renewed demands that the 

Federal Communications Com-| 

if mission take a definite stand on | 
subliminal advertising. 


have promised not to use it does | 
not protect viewers from the pos- | 
sibility that it will be used by in- 
dependent stations. He cited reports 
that KTLA, Los Angeles, will in- 


gerous. 


“This technique should not be) 


{that delay by FCC would be dan- | National Shoe Institute 


‘Sets Biggest Drive 
The National Shoe Institute, New | 


used until it is definitely deter-| York, is launching the biggest pro- 
mined by controlled experiment motional drive in the history of the 
whether or not it works. If it does ‘industry, starting March 14 and 
not work, television stations should | running for three weeks. Newspa- 


|be so informed. If it does work it | pers, television, displays and Look 


should be strictly regulated,” 
said. # 


He said the fact that networks New Export Book Published 
The 1958 edition of “Americanjer Co.; 
Exporter’s Buyers Guide to U.S. 


he | will be used. About 14 pages will 
be used in Look, with the follow- 
'ing major shoe makers participat- 
|ing: Commonwealth Shoe & Leath- 


| Shoe Co.: Florsheim Shoe Co.; In- 


Export Products” has been mailed | ternational Shoe Co.; General Shoe 
to government and business organ- Corp.; Weyenberg Shoe Mfg. Co.; standing common stock of Venesta, 


izations throughout the world. The | 


| Endicott- Johnson Corp.; A. S. 


U.S. Shoe Corp.; Brown | 


|of America. 
| Newspaper ads will promote a 
contest with $25,000 in prizes. 


- Sells Venesta Interest 
Ekco Products Co., Chicago, has | 
sold its entire stock interest in Ven- 
esta Ltd., major European alumi-| 
num and plywood maker with 
headquarters in London, to Reyn- 
olds Metals Co. and T. I. Alumi-| 
nium Ltd. for an undisclosed price. | 
Ekco and its British subsidiary, | 
Prestige Group Ltd., together) 
|}owned in excess of 25% of the out- | 


| 


representing the largest single 


43 


———— 


stall subliminal equipment as proof | book has a circulation of 77,000. | Krieder & Son Co., and Shoe Corp. | stock ownership. 


Interrelated in service 


The Corinthian stations have more than this. They benefit from each other's experience. 
And have at their disposal the full-time staff services of specialists in the basic areas 
of broadcasting ...each outstandingly qualified in his field ...Corinthian’s Director 

of Programming, Robert H. Salk; Director of Sales, Don L. Kearney; Director of Engineering, 
George G. Jacobs; and Director of Research, Charles H. Smith. These men provide facts, 


judgment and the exchange of ideas upon which local management can base sound decisions. 


Clearly, you get something extra when you buy a Corinthian station. 
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CONTRAST—Pellon Corp., New York, 

has begun a campaign for its tie 
'linings in business and consumer 
|magazines and newspapers using 
| white-on-black ads. David J. Men- 
| delsohn Inc. is the agency. 


Joel Brooke and Gerhart Wiebe 
‘Become Partners at Elmo Roper 
_ Joel I. Brooke and Gerhart D. 
| Wiebe have become partners in El- 
'mo Roper & Associates, New York. 
|Mr. Brooke joined the market re- 


Gerhart D. Wiebe Joel Brooke 


| search company in 1952 from A. S. 
|Barnes & Co., where he was ad- 
vertising manager. 

Dr. Wiebe, a research psycholo- 
| gist, joined Roper in 1956. He was 
\formerly a research psychologist 
jand assistant to the president of 


‘Columbia Broadcasting System. 


Markets’ Giveaway Stopped 

| Three of four Lewiston, Me., su- 
permarkets whose giveaway pro- 
grams were halted by police will 
not contest the order. Authorities 
claimed gifts of automobiles and 
other prizes, through drawings, 
constitute a violation of the state 
lottery laws. The fourth, the A&P 
chain, had “no comment.” 


LUMBER SELLS 
In New London ! 


An average of $510 
per family spent on lum- 
ber makes New London 
3rd highest among all 
Connecticut cities with a 
population of 25,000-or- 
over. (S. M. '57 Survey) 
Don't miss out on this 
hi-spending market! Use 
The Day—New London's 
only daily—to cover this 
isolated 61,547 ABC City 
Zone. 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 


GILMAN, NICOLL & RUTHMAN 
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“Nothing 
else could be 
SO exciting” 


... says NBC’s Bob Sarnoff about his 
busy week, his big job... and the battle 
of the programs 


In two years young President Sarnoff has switched 
NBC program tactics, streamlined its management 
setup. A remarkable achievement in so short a time, 
particularly here in an industry where the clock is the 
cash register . . . where millions are invested in min- 
utes. As an authority on rapid-fire ““communication,” 
it’s quite natural that Bob Sarnoff turns to Business 
Week as do so many of the management men around 
him (over 400 fellow subscribers in RCA). Business 
Week’s performance is all business — more business 
news channeled here than in any other general busi- 
ness or news magazine...and edited with a compatible 
regard for a busy man’s time. That this is business’ 
best-rated show there is no question, for management 
men everywhere acclaim Business Week “most useful” 
in its field . . . confirm their 
personal judgment by consis- 
tently investing more adver- 
tising pages in it than in any 
other general-business or 
news magazine. Y ou advertise 
in Business Week when you 


want to influence manage- 


ment men. 


A McGraw-Hill Magazine: Member Audit Bureau of Circulations 
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Ray Huber, 74, 
Scripps-Howard 


Veteran, Is Dead 


PaLM Beacu, Feb. 4—Ray Allen 
Huber, 74, retired general business 
manager of the Scripps-Howard 
Newspapers, died yesterday of a 
heart attack in his hotel room. He 
and Mrs. Huber came here a week 
ago for a vacation. 

Born in Doylestown, O., he left 
college in 1901, at the end of his 
first year, to become an advertising 
salesman on the Akron edition of 
the Cleveland Press. When the Ak- 
ron Press was established as an 
independent link in the then| 
Scripps-McRae chain of newspa- | 
pers, Mr. Huber was named adver- | 
tising manager. Three years later, 
at the age of 24, he became acting 
business manager. 

In 1912, Mr. Huber was named 
business manager of the Cleveland 
Press, and in 1927 he was ap- 
pointed head of Scripps-Howard 
newspapers in Ohio. In 1929 he 
was made assistant business man- 


ager of all Scripps-Howard news- 
papers. | 
# When the New York Telegram) 
was merged with the New York | 
Evening World in 1931 as part of | 
the Scripps-Howard chain, Mr. | 
Huber was named publisher and 
president of the newly formed cor- 
poration. In 1938 he became ex- 
ecutive business director of all 
Scripps-Howard newspapers, and 
the following year general business | 
manager. | 

He retired in 1949 but remained 
on the executive committee until | 
his death. 

Mr. Huber also held executive 
positions in subsidiary corpora- 
tions, including Scripps-Howard 
Supply Co., Allied Newspapers, E. | 
W. Scripps Co. and the Scripps- 
Howard Investment Co. He was 
also a director and officer of in- 
dividual newspapers in the chain. 


HENRY SALOMON 
New York, Feb. 4—Henry Salo- | 


mon, 40, director of special projects | 
for National Broadcasting Co., 
naval historian and co-author of 
“Victory at Sea” and other docu- 
mentaries, died Feb. 1 of a cerebral | 
hemorrhage at his home here. 
Born in Providence, R. I., Mr. 
Salomon was graduated from Har- 
vard in 1939. His first job was with | 
NBC as a radio writer. In 1942 he) 


DID YOU 
KNOW? 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 


PLANOGRAPH! 

WHY TAKE LESS? 
Singleweight Quantity Sx7 8x10 
Glossy 25 $2.75 §$ 4.00 
Prints 50 4.50 6.00 

100 8.00 9.50 

250 17.50 22.50 

500 30.00 42.50 
1000 55.00 75.00}) 
Negative 1.15 1.65} 


enlisted in the Navy as a yeoman, 
and shortly afterward was as- 
signed to the office of the Secre- 
tary of the Navy and commis- 
sioned an ensign. Between 1943 
and 1946 he made six landings 
during major combat operations to 
make documentary films for the 
Navy. Later he collated official 
Japanese films and edited combat 
film turned over to the U. S. by the 
German and Italian governments. 

He then returned to NBC and, 
in collaboration with Richard 


Hanser, produced “Victory at Sea” 
and “Project 20.” For the former 
he received virtually every major 
television prize. In December, °57, 
he was appointed NBC director of 
special projects. 


Magazine Ads to Introduce 
New Ronson Hair Dryer 

Ronson Corp., Newark, manufac- 
turer of lighters, lighter accessories 
and electric shavers, will introduce 
its first hair dryer via color inser- 


|tions in the April and May issues 


of Good Housekeeping and Parents’ 
Magazine. Retailing at $14.95, the 
dryer will be available in pink, 
blue and yellow. In July, Ronson 
acquired control of Saxony Elec- 
tronics, Wilmington, producer of 
hair dryers, heating pads and room 
vaporizers. Grey Advertising Agen- 
cy is the Ronson agency. 


Sunshine Biscuit Boosts Two 

G. J. Maystrik, formerly coordi- 
nator of art, photography and en- 
gravings for all media at Sunshine 


Advertising Age, February 10, 1958 


Biscuit Inc., New York, has been 
named assistant manager of the 
general advertising department. 
Henry Seplow, who organized the 
publicity department, has been 
named manager of the department. 


‘Motorist’ Names Ritterspach 
Robert M. Ritterspach, formerly 
associated with Capper Publica- 
tions, has been appointed advertis- 
ing manager of the Ohio Motorist, 
the official organ of the Cleveland 
Automobile Club. 


Church and 


says 
Advertising Manager 


The Jeffrey Manufacturing Co. 


L. H. McREYNOLDS 


“Frankly, I think every advertising man should have 
Industrial Marketing coming across his desk regularly. Even 
with twenty-seven years in the advertising business 

I have a lot to learn. I read Industrial Marketing religiously 
to keep informed. It is my bible and a great 

help in keeping me up to date on what others are doing.” 


Guisewite Advertising, Inc. 


such leisure-time activities as sports and writing. 


During the first decade of his association with 

The Jeffrey Manufacturing Co., Mr. McReynolds worked primarily 
in the employment and welfare department. His 

duties ran the gamut from editor of the employees’ publication to 
manager of the softball team and secretary of the bowling 

league. Mr. McReynolds also edited a newsletter for all U.S. editors 
of employee publications for several years. In 1930, 

he transferred to the Jeffrey advertising department to assume 
charge of trade-paper advertising, and in 1953, he 

was named ad manager for the mining and material handling 
equipment firm. Mr. McReynolds is a past president and 

director of the Central Ohio Chapter of N.1.A.A. 


PREPERRE) 


says WILLIAM L. GUISEWITE 


Vice-President 


“I think that anyone who reads Industrial Marketing regularly 
will soon find his contributions to this business 


improved. I enjoy reading it and feel it pays me definite dividends. 
Much of the editorial content makes points that our agency 

wants to pass along to other people, so we 
frequently quote IM. The ‘how to’ articles are especially helpful.” 


In 1943, Mr. Guisewite graduated from Kent State University 

with a B.A. degree. This was followed by World War II service with the 9th 
Air Force until 1946, when he began his business career 

as a copywriter with Geyer, Cornell & Newell in Dayton. In 1948, he joined 
Hugo Wagenseil & Associates and remained there as an account 

executive for six years. Still in his thirties, Mr. Guisewite 

is now partner, vice-president, creative director and account executive with 
Church and Guisewite Advertising in Midland, Michigan. His personal 

life centers about his family (Mrs. G. and two daughters) and 
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Advertising Age, February 10, 1958 
i Wheaton. The directory carries no 
Martha Kai Joins Hockad | Agency, model agency, as director | Donnelley Issues on r 
Martha de for seven rome di- | of women’s fashion activities. | Reuben H. Donnelley Corp., Chi- advertising and is leased to users 
rector of advertising and public | cago, has published the third an-|on an annual basis. 
relations of Knoll Associates, man- AAW Book to Be Published {nual edition of “The West Subur- Bud 
ufacturer of contemporary furni-| A new book on the development |ban Street Address Directory, Leeds Sets $550,000 udget 
ture and textiles, has joined Hock-|of advertising in the West since | listing more than 200,000 families} Leeds Chemical Products Co., 
and businesses in 76 towns and| Chicago, will invest $550,000 in ad- 


aday Associates, New York, as|the foundation of the Advertising ) ago, v : 
director of promotion and mer-| Assn. of the West in 1903 will be | communities west of Chicago. It | vertising in 1958. The major media 
chandising, a new post. She will | issued under the title “The Move- | shows an increase of approximate- will be newspapers, tv and radio. 
be succeeded at Knoll by Robert J. ment West” on Feb. 15. E. J. Mur-|ly 7,000 listings for Chicago’s most | The entire account will be handled 
Martin, formerly special assistant phy, of Los Angeles, is the author; | populous suburban area. In all, the by Livingston & Associates, Chica- 
to the general manager. Jane Ben- | Alan Swallow, Denver, is the pub- |directory covers about 175 Sq. mi., | Zo. The previous agencies were 
ford, formerly fashion coordinator |lisher. The book will be available |including such suburbs as Cicero,|Leeds & York and Arthur Meyer- 
at Hockaday, has joined Hartford through AAW or adclubs for $4.50.|Oak Park, Maywood, Hinsdale and | hoff & Co. 


says ROBIN DOUGLAS 
Advertising Manager 
General American Transportation Corp. 


“We are constantly looking for better ways to use 

the depreciating advertising dollar, and Industrial Marketing 
is an invaluable workbook for ideas 

on marketing procedures, sales promotion and 

other problems we face. As a former copywriter, I find the 
‘Copy Chasers’ feature of great interest.” 


Mr. Douglas has a varied and colorful background, with forays 
into the theater and the literary world, as well as a full-scale invasion 
of the advertising field. A son of the noted author Norman Douglas, 
his artistic accomplishments include a London appearance (in the 
early Twenties) in “East of Suez,” three published books and 
“more than a million words of short stuff.” The advertising phase of 
Mr. Douglas’ career started at The London Daily Mail. In this 
country, he has been associated with the American Pencil Company 
and, since 1939, the General American Transportation Corporation. 
Mr. Douglas says his hobbies include “traveling to Europe for 
vacations and using good cameras to take bad pictures.” 


READING 


WITH MEN WHO MAKE 
INDUSTRIAL ADVERTISING 


The magazine of atlling and adveiliaing lo business and indubly 
INDUSTRIAL MARKETING | 


200 EAST ILLINOIS STREET * 
480 LEXINGTON AVENUE + 


CHICAGO 
NEW YORK 


11, 
NEW YORK 


ILLINOIS 
7, 


1 Year (13 issues) $3 
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TINY TREASURES—A new gift box for 
self selection and counter display 
of E-Z Mills Inc. baby garments 
has been produced by Container 
Corp. of America. The box has a 
one-piece hinge lid and a die-cut 
window shaped like a baby bottle. 


| 
| 
- = 


West Texas Television Network 


KOUS-TY¥, LUBBOCK, TERAS 
KPAR.TY, ABILENE, SWEETWATER 
KEOY-T¥ , BIG SPRING, TEKRAS 


President end Gen. Mgr., W. D. “DUB” ROGERS 
National Soles Mor. E. A. “Buzz” Hossett 
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Biggest concentration 


HIGHEST CONCENTRATION OF 
MANAGERIAL PEOPLE 


Three out of four subscribers hold 
managerial positions in business, in- 
dustry, finance, government, and the 
professions. This is the highest of all 
news magazines—highest of all maga- 
zine audiences of more than 1,000,000 
circulation. 


10 EXCLUSIVE AND MEASURABLE VALUES FOR NATIONAL ADVERTISERS 


1. Highest concentration of high-income families. Highest of 
all news magazines—highest of all magazine audiences of 
1,000,000 or more. 


2. Highest concentration of managerial people. 74.8% hold 
managerial positions—highest of news magazines—highest of 
all magazines with 1,000,000 or more circulation. 


3. Biggest circulation growth numerically. From 287,160 ten 
years ago to 922,543 average for first half of 1957—more than 
1,000,000 today. 


4. Biggest circulation growth percentagewise. Five times the 
circulation it had in 1945—triple the circulation of just 10 
years ago. 


5. Biggest newsstand circulation growth. From 22,000 ten years 
ago to 117,954 average for the first half of 1957, and on selected 
magazine counters only. 


6. First in voluntary circulation methods. No pressure methods, 
no premiums, no door-to-door salesmen. 


7. Most advertising pages directed to business and industry. No 
other news magazine carries as many pages of this type of 
advertising. 


8. Highest visibility for advertising. Carried 1,700 mere news 
pages in 1957 than any other news magazine, with resulting 
highest visibility for advertising. 


9. Biggest impact on important people. First in number of 
“most useful” and “‘most confidence” votes by key people in 
business, industry, finance, government and the professions. 


10. LOWEST PER-THOUSAND ADVERTISING COST 
1958 black and white rate per page per thousand is $4.97— 
lowest of any news magazine. 


Now more than 1,000,000 net paid circulation | 
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THE 


U.S.News 
COMPLETE 
& Se the NEWS MAGALINE 


00,000 circulation 


HIGHEST CONCENTRATION OF 
HIGH-INCOME FAMILIES 


Reflecting their managerial positions, 
their family incomes average $14,826. 
(The median is $10,000.) This is the 
highest of all news magazines—highest 
of all magazine audiences of more 
than 1,000,000 circulation. 


<> an Gn Gan ana enenaneenanenes anes un aneananenenenenenanendnenenésandnanienedl 


IGH-INCOME business and professional people, and their 
families, have always been the best customers. In today’s econ- 
omy, they now furnish the most customers for quality products and 
services. Their high incomes come from managerial jobs. In those jobs 
they account for the big buying of American business and industry. 


Coverage of this highest quality 1,000,000 is now available to the 
national advertiser at the lowest per-thousand cost of any news 
magazine. 


Americas Class News Magazine 


For further advertising information, ask your advertising agency or 
write our advertising offices, 45 Rockefeller Plaza, New York 20, N. Y. 
Other advertising offices in Boston, Philadelphia, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, Los Angeles, Washington and London. 
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Canadian JWT Names Wallace Wallace account representative. 
J. Walter Thompson Co. Ltd.,, He formerly was with the Rank 
Toronto, has appointed Robert! Organization of Canada Ltd. 


HAVERHILL GAZETTE 
94% CITY ZONE COVERAGE 


COMBINED THE THREE BOSTON EVENING NPP’S 

P HAVE ONLY 5% COVERAGE IN THE 
PROSPEROUS HAVERHILL MARKET. 

corporate AREA = ——$80,147,000— _—suvinc income 


THE HAVERHILL GAZETTE 


WARD-GRIFFITH CO. INC. GEORGE W. McLAUGHLIN 
NATIONAL REPRESENTATIVES ADVERTISING MANAGER 


Write Heart Fund 
Testimonials; Aid 
‘Drive, Admen Asked 


New York, Feb. 4—There’s a 


| York Heart Fund drive. 

| The switch, authored by Jerry 
Ryan, a senior vp of Woman’s Day, 
and Paul Montgomery, until re- 
cently senior vp of McGraw-Hill 
|—and co-chairmen of the publish- 
ing division of the drive—appears 


change of heart in the 1958 New | 


|in letters to publishers. The letters | 
|solicit no donations of advertising | 
|space, nor any gifts of money. What 


| Messrs. Ryan and Montgomery are 


jafter is “a very special letter.” 


. “In almost every periodical en- 
| terprise there is a man (or wom- 
an) who has survived a coronary 


or angina or some other heart ail- | 


}ment [and has gone on to] many 
|years of continued activity,” their 
| letter to publishers says. 


organization, will you ask him to| distribution 
“If there is such a person in your | write a letter for reproduction and | while drive 
| 


HEART MEN—Paul Montgomery (left), former senior vp of McGraw- 

Hill, and Jerry Ryan, senior vp in charge of advertising for Wom- 

an’s Day, are co-chairmen of the publishing division of the 1958 
Heart Fund drive in New York. 

this 


to help worth 


» 


® Messrs. Ryan and Montgomery, 
who expect some letters to be “bril- 
liant, humorous or unusual,” fig- 
ure their letter solicitation is “a 
switch from the true but tired final] 
statement of most letters for most 
causes, including the very deserv- 
ing: ‘Please say to anybody will- 
ing to write a letter that it is not 
tax deductible.’” 

The letters will be used “to per- 
sonalize the publishing division’s 
campaign with the personal ex- 
periences of people who have been 
helped by medical research into 
the causes and remedial measures 
of heart ailments.” + 


|Westvaco, Cluett Push 
| Stretchable Kraft Paper 

West Virginia Pulp & Paper Co., 
New York, will announce a stretch- 
able Kraft paper for shopping bags 
and multi-wall sacks with four- 
page three-color inserts in Febru- 
ary Modern Packaging and Pack- 
aging Parade and March Paper 
Film & Foil Converter, followed by 
jseven or eight two-color spreads in 
| these magazines later in the year. 
The paper was developed by San- 
ford Cluett, vp of Cluett, Peabody 
|& Co. 
| Licensing rights to the new proc- 
ess are held by Clupak Inc., 
formed two weeks ago by Cluett, 
Peabody and Westvaco. Fuller & 
Smith & Ross is Westvaco’s agency. 


mAT NO EXTRA COST. 


BY COLOURPICTURE 


COMPLETE CREATIVE SERVICE — 
from idea to finished product. 
TOP QUALITY — Plastichrome 
offers the finast reproduction you 
can buy. Winners of Lithogra- 
phers' National Association 
Award the last four years. 
SERVICE — prompt, efficient de- 
livery when you need it. 
VERSATILITY — a complete as- 
sortment of postcards, albums, 
folders, broadsides and brochures 
from — 2%," x 3%" to 21” x 22”. 
PRICE — a complete sales Ppro- 
motion campaign for a penny or 
less per piece. 

WRITE FOR COMPLETE DETAILS AND IDEA FILE 


COLOURPICTURE PUBLISHERS INC. 
Dept. 8-1 400 Newbury $ 


a 


NATURAL COLOR POSTCARDS 


treet, Boston 15, Mass. 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Annual family food bills in the 14-county Greater Philadelphia 
market run to $1,393,000,000. You get your products on this 
tremendous shopping list when you use the advertising columns 
of Philadelphia’s home newspaper—The Evening and Sunday 
Bulletin. And now you can whet appetites by giving your sales 
message the added impact of R. O. P. spot and full COLOR— 


evening and Sunday—seven days a week! 


In Philadelphia nearly everybody reads The Bulletin 


Para g : 
Les Se TE ee 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 
The Bulletin is Philadelphia’s home newspaper. 


_ Advertising Offices: Philadelphia * New York * Chicago. 


Representatives: Sawyer Ferguson Walker Co., Detroit * Atlanta * Los Angeles 
San Francisco * Seattle. Florida Resorts: The Leonard Company, Miami Beach. 
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Byron Brown Adds Two Ecker Named Gehl A.M. 


Byron H. Brown & Staff, Beverly| Gehl Bros. Mfg. Co., farm imple- 
Hills, Cal., has been appointed to|ment manufacturer, West Bend, 
handle advertising for Frebank | Wis., has named Joe J. Ecker ad 
Corp., Glendale, maker of pressure | manager. He replaces Owen R. Lef- 
switches and kindred products for | fler, who left Gehl Bros. to enter 
aircraft and missiles, and for the | ad agency work. Prior to joining 
city of Coronado, to direct a special |Gehl, Mr. Ecker was for 7% years 
advertising and publicity cam-|ad manager of the Brillion Iron 
paign in financial journals. | Works, Brillion, Wis. 


LU BBOC K reves is BIGGE Revery time you buy! 


Population last estimate: 162,300 
1960 Sales Management projection: 189,600 


SM, Nov. 10, 1957 
8th metropolitan area in the nation in percent of growth, 1950-1960! 
Only the Lubbock AVALANC H E-J0U R NAL 


Sells the Lubbock market! CIRCULATION OVER 63,000 


SEt 


YOUR NEAREST TEXAS DAILY PRESS LEAGUE OFFICE 


Meyer Joins Saperstein 

Albert O. Meyer, who headed 
Leo Burnett Co.’s promotion and 
premium department for more than 
ten years, has joined H. G. Saper- 
stein & Associates, premium pro- 
motion agency, Beverly Hills, Cal. 
He has been named vp and gener- 
al sales manager of Saperstein’s 
newly created Prudential Gold 
Bond division, which will specialize 
in promotional ideas and programs 
for food processors and food chain 
organizations. 


‘SEP’ Sets Biggest Drive 

The Saturday Evening Post, 
Philadelphia, has begun what it 
calls the “biggest advertising cam- 
paign ever run by any publication” 
in Home Furnishings Daily, New 
York. The ads, two-colors on col- 
ored stock, are eight-page center- 
fold inserts and are to appear 10 
times this year. Additional similar 
ads are planned by the Post in 
other business publications. 


television 


aoe th, 


IN THE BIG 75-COUNTY PIEDMONT 


NORTH C 
SERVED BY WSJS-TELEVISION 


AROLINA AND VIRGINIA MARKET 
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Frankly, we'd forget about premiums if 
we thought your child would sit still for 
a long story about food. 

Then we would tell him straight out 
that Nabisco Shredded Wheat fills his 
nutritional needs as no other cereal can. 
That it’s high in health-giving proteins, 
yet very low in fat. 

We would show him that children, 
even more than adults, need a square 
meal in the morning, And that Nabisco 
Shredded Wheat gives this to him be- 
cause it’s wheat, all wheat, oven-toasted 
to a turn. 

But long before we reached the oven- 
toasted words, your youngster would be 


about premiums is running in the 
publication carrying this message. 


A message to Mothers: 


Why we put premifums in 
Nabisco Shredded Wheat 


shooting it out with a TV cowboy. So 
we put premiums in the box to entice 
him into getting just the right kind of 
nourishment, 

Actually premiums mean a lot of extra 
work for us. But children love them. And 
if premiums encourage a child to eat 
even one bowl of Nabisco Shredded 
Wheat that he might otherwise have 
turned down, we feel they've done their 
job. Don’t you? 

So remember, pick up a package of 
Nabisco Shredded Wheat next time 
you're shopping. It’s the original shred- 
ded wheat. You'll spot it by the red 
Nabisco corner seal. 


EXPLANATORY—National Biscuit Co.’s heart-to-heart talk with mothers 


current Reader’s Digest—the only 
Nabisco says the ad has no rela- 


tion to Ralston Purina Co.’s dropping premiums two years ago (AA, 
Feb. 27, ’56). 


Dictograph Moves to A&C l 

Dictograph Products, Jamaica, 
|N. Y., manufacturer of Acousticon 
|hearing aids and Dictograph com- 
|munication systems, has appointed 
|Anderson & Cairns, New York, to 
handle its national advertising. 
Atherton Mogge Privett, Los An- 
geles, will represent the company | 
in West Coast markets. In 1957, the 
account was handled by Grapho- 
matic, a house agency, and by 
John Schrager Advertising. In| 
1956, Atherton Advertising and/| 


Blaine-Thompson Co. each had the 
account for a while. Before that it 
was split among Doyle Dane Bern- 
bach, Al Paul Lefton Co. and Es- 
mond Hirsch & Associates. 


Olian & Bronner Adds One 

Geriatric Research Laboratories 
has appointed Olian & Bronner, 
Chicago, as the first agency for its 
Over Fifty capsulets, a vitamin for 
persons over 50. An ad schedule is 
planned on radio, tv and in news- 
papers. 


The man from Cunningham & Walsh 


It makes a lot of sense for Dick Ide, advertising agency account 
man, to work in a supermarket. What he learns about how people 
buy is taught best by first-hand experience. That's why our account 
men, writers, artists and TV staff work a full week a year at retail. 
Our advertising sells better for it. Cunningham & Walsh Inc., 
New York + Chicago + Hollywood + Los Angeles + San Francisco. 
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BBC Regains Some 
Lost Viewers with 


More ‘Adult’ Shows 


Lonpon, Feb. 4—The ‘$64,000 
question” on British television— 
now that the British version of that 
show has folded—is: Was the Brit- 
ish Broadcasting Corp. right—but 
too early—with its assessment of 
what viewers want? 

Last November the BBC junked 
nearly all its quiz shows and panel 
games in favor of what it called 
“more adult entertainment.” Early 
viewing figures during the fall 
showed a drift of the television 
audience away from the BBC’s 

ew-style programs and toward the 
commercial network. 

But now—for the first time—the 
BBC reports it is beginning to win 
back the viewers. And the com- 
mercial network may be starting to 
junk its quiz shows. Only the “$64,- | 
000 Question,” a Saturday night 
peak hour show, has got the pink 
slip since the fall schedules. But 
anything might happen now. 


= BBC reported that the trend 
away from Independent Television 
(ITV) is at present slow—but it is 
significant since it is the first such 
switch since ITV began in Sep- 
tember, 1955. 

In the third quarter of 1957, BBC 
reported last week, 34% of homes 
in competitive areas chose BBC 
while 66% chose ITV. In the pre- 
vious quarter the audience split 
28% BBC and 72% ITV. 

What was the reason for the 
switch? That is another “$64,000 
question” to which there are three 
possible answers: 

1. It could be a “freak,” which 


na 


eee 


might not be repeated. 

2. The novelty of ITV may be 
wearing off. 

3. Some viewers may be tiring | 
of ITV programs and switching) 
to the slightly heavier fare of BBC. 

In the opinion of many observers 
here, ITV programs have deterio- 
rated in quality in past months. 
BBC programs, on the other hand, 
appear to have improved. 

This seems to be borne out by 
viewing figures which show that 
in the third quarter of 1957 ITV 
viewers spent an average of 11.5 
hours weekly watching programs— 
the same as in the previous quar- 
ter. But BBC viewers increased 
their average viewing time from 
8.75 to 11.5 hours. 


| 
| 


RE a RS Ye LE ee 


s Heartening as the new viewing | 
trend may be to BBC executives, | 
they now have new worries. 

They recently introduced the | 
“Perry Como Show” to Britain and | 
it has been very favorably received | 
by both viewers and critics. But) 
now the program may soon have to 
come off. 

The American Federation of Mu- 
sicians is complaining that the Na- 
tional Broadcasting Co. sold the 
show to BBC without permission of 
the musicians and artists taking 
part. And the AFM wants the pro- 
grams dropped from the BBC until 
payment is made to the musicians 
and artists for the British trans- 
mission. 

BBC is reputed to be paying NBC 
$7,700 a program for the Como 
show. A meeting between the U.S. 
television artists’ union, booking 
' agencies and music publishers, now 
\ being arranged by AFM, may cause 
’ this price to go up. 

BBC said: “We might pay more 
for the show. But we cannot say yet 
whether we would pay more if the 
demand is made. Certainly we have 
committed ourselves to showing the 
program for the next few months. 
It is a very difficult situation.” 


# Similar AFM demands were 
made about the “Steve Allen 
Show,” which is transmitted by 
ABC-TV once a fortnight in the 
Birmingham and Manchester areas. 
ABC-TV said it might not be worth 
while paying more for this show 


because of the limited audience. 
“But we can only decide when the 
demand is made,” ABC added. 

The BBC reported there are now 
21,300,000 tv sets in Britain. Aver- 
age nightly total audience in the 
third quarter of 1957: BBC 4,700,- 
000; ITV 2,700,000. BBC has the 
larger total audience since in some 
areas it now has no competition 
from the ITV network. + 


Perry Newspapers Shift 3 
Norvin Veal, publisher of the 
Journal, Jacksonville, Fla., since 
1942, has been elevated to North- 
east Florida consultant for news- 
papers owned by John H. Perry 
Associates. New Journal publisher 
is Cecil B. Kelly, who has been | 
publisher and general manager of) 
the News-Herald, Panama City, 
Fla., since 1944. Woodrow Wil- 
son, editor and publisher of the’ 
Jackson County Floridian, Marri- 
anna, Fla., is now publisher of the | 
News-Herald. Perry Associates) 
owns all three newspapers. 


Times-Picayune States daily 
circulation in metropolitan 
New Orleans is 10% greater 
than the number of tv sets 


Che Cimes-Picauune 


Represented by 
JANN & KELLEY, Inc. 


NEW ORLEANS STATES 


Population in 


Columbus up... 


| this lad is 
~ growing 


UP! 


“Jn seven years metropolitan 
Columbus population has rocketed 
| to 644,882...a whopping 
10% increase. Since World 
War IJ it has grown an amazing 
256,170. Housing, expressways 
and utilities are being built 

for a city twice the size of 
pre-war Columbus... and 
we're near that goal now. 

Have another look at the nation’s 
newest great metropolitan center, 
and plan to grow with us. 


644,882 


and still growing 


Size. 


troduced first 


growth, prosperity . . 
DISPATCH market studies make 
Columbus a preferred Test Market. 
Many famous brand names were in- 
in Columbus. 
today for our test market booklet. 


Of course, you'll list the DISPATCH. Everybody does! 


Che Columbus Dispatch 


Read in more than 4 out of § Columbus homes daily . . . 9 out of 10 Sunday 
Represented by: O'MARA & ORMSBEE, INC 
New York, Chicago, Detroit, San Francisco, Los Angeles 
Resort Representatives: McASKILL, HERMAN & DALEY, INC., Miami Beach 
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54 
S ] six pages have been allotted to| Specialties, Miami. 

tan ey ses | Business Week. | In addition, Wilson, Haight han- 

| At the same time Stanley’s busi- dles the export department of Stan 

ness publication schedule was) ley and the company’s three Cana- 
sliced from 127 magazines and pa-|dian divisions, none of which are 
pers in 1957 to 70 for this year. Mr.| involved in this campaign. + 
Grover said it was felt this lineup 


Fable to Tell 
Id do th b ed. 
Corporate Story (773. %.2% 22 Tit! chan. 


\dised at trade shows, sales meet- Between Two Agencies 

(Continued fram Page 2) ings, in salesmen’s presentation| Electro-Voice Inc., Buchanan, 

al of some 125 words is below the folders and in publicity. Mr. Grover | Mich., effective March 1, will di-| 
cut. said a “great deal” of direct mail| Vide its advertising and sales pro- 
would be used. Point of sale and|motion activities between its old| 
window displays to tie in are|agency, Mayer, Klann, Linabury, 
planned. |Benton Harbor, Mich., and a new 
The divisions 
Wilson, Haight include hardware, | Chicago. 


Electro-Voice Splits Account 


® Melvin G. Grover, vp of Wilson, 
Haight, told ADVERTISING AGE that 
when the agency began serving 
Stanley some four years ago the 
intra-Stanley operation was some-|tool, electric tool, steel and Stan- 
what disjointed. ley- Judd, maker of drapery hard- | 
Two years ago Stanley hired | ware. Graham’s Stanley accounts 
Clyde Gischel as director of mar-_| include Magic Door, steel strapping 
keting, a new post. Mr. Gischel and | and industrial hardware divisions 
his staff brought a family resem-|and Stanley Chemical, maker of 
blance to letterheads, packaging, | lacquers, vinyls and enamels. 
point of sale, catalogs and litera- 
ture. In addition, sales efforts in 
many of the 15 divisions were 
brought closer, and loyalty to Stan- 
ley, as well as to a particular divi- 


advertising and merchandising for 
Electro-Voice high fidelity prod- 
ucts of all categories, phonograph 
cartridges (including the new) 
| stereophonic line of cartridges and 
‘the Power Point line) and newly 
established marine products divi- 
s A third Stanley agency is Charles| sion. It will also develop some pre- 
W. Hoyt Co., Miami and New York, | liminary marketing plans for three 
which handles Stanley Building | still unannounced product lines. 


represented by |agency, Herbert Baker Advertising, | 


The Baker agency will handle} 


| Mayer, Klann, Linabury will con- 
tinue to handle microphones, com- 
pound diffraction projectors, in- 
dustrial advertising, the newly 
formed instrumentation division 
and the RME communications 
| division. 


| 


'Permaglas Sets Spring Ad 
‘Drive to Back Merchandising 

The Permaglas division of A. O. 
| smith Corp., Kankakee, Ill, is 
spearheading its spring merchan- 
|dising program with a comprehen- 
'sive advertising schedule using all 
media for its glass-lined water 
| heaters. Nine four-color ads in The 
Saturday Evening Post, including 
ja full-page display, will lead off, 
followed by eight weeks of ads in 
87 metropolitan dailies, spots on 
\Dave Garroway’s “Today” on NBC- 
'TV and announcements on NBC’s 
'“Monitor” radio show. 

The ads will feature a series of 
“exclusives,” including a new 15- 
year guarantee. Dealers will get a 
|merchandising package with ad 


|mats, radio and tv spots and direct 


|H. W. Kastor as VPs 
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mail material. Cramer-Krasselt, 
Milwaukee, is the agency. 


Yocum, Schoenfeld Join 


W. O. Yocum and Merritt R. C. 
Schoenfeld have joined H. W. Kas- 


W. O. Yocum Merritt Schoenfeld 


tor & Sons Advertising Co., Chica- 
go, as account executives and vps. 

Mr. Yocum formerly was an ac- 
count executive with McCann- 
Erickson. Mr. Schoenfeld previous- 
ly was with C. L. Miller Co., NBC 
and ABC. 


sion, was encouraged. 

Wilson, Haight worked closely 
with Hugh Graham & Associates, 
New Britain, another Stanley agen- | 
cy, in planning the 1958 program. | 
Wilson, Haight presented it to hand 
company by means of slides, which 
concluded with the fable. 


® The slides tell the Stanley cor- 
porate story and how integration, 
concentration and domination have 
been or can be achieved by the 
company. The fable, “Leo and the 
Four Lions,” revolves around the 
same theme in animal survival sit- 


uations. The four young lions are 
identifiable as Stanley divisions, 
and they integrate, concentrate and 
finally dominate, with guidance 
from Leo, a full grown lion, who 
represents the parent company. 

Mr. Grover said the first show- | 
ing of the slide presentations of 
the plan and fable went over so 
well with a group of Stanley exec- 
utives that the agency was asked 
to repeat it to a group in sales and 
marketing. 

The format for the corporate- 
product campaign was adopted by 
the Graham agency for use in Busi- 
ness Week. The ads in both maga- 
zines are black and a bright yellow 
—the shade now used as a com- 
pany color. Under the direction of | 
Lester Beall, company design con- 
sultant hired three years ago, vari- 
ous other colors used for such pur- 
poses were dropped, as part of the 
integration program. 


s A total of 12 ad pages are sched- 
uled to appear in the Post, while 


Clean ire 


The Scissors and Paste Pot ort service that dores 
to be different. Ideas, alone, in each issue ore 
worth many times the small monthly cost. Big 
concerns you know like Prudential, U.S. Steel, 
Prentice Hall have subscribed repeatedly for 


= <0 


to cover cost 
of packing and moiling 
will bring you o 


Single issues sell for$20.00. The sample, yours 
to use, con make you hundreds of extra dollars 
if you use but a single idea. Besides the sample, 
you will receive an unusually attractive intro- 
ductory offer. No obligation. No salesman 

Attach one dollar to letterhead and mail today 
to Multi-Ad Services, inc ., 122 Walnut Street, 
Peoria, Illinois. 


34th in total retail sales 
39th in food store sales. 
29th in automotive sales . 


@ 33 of the 50 top shows on WTVT! 
@ 8 of the 50 top shows are local live news, weather, sports originations on WTVT! 
@ 8 of the 10 top syndicated shows on WTVT! 


TAMPA - ST. PETERSBURG 


Florida’s dynamic Interurbia 


33rd in general merchandise sales . 
(Soles Management's Survey of Buying Power, May 1957) 


ST REFER 


TAMPA-ST. PETERSBURG NOW 


Dominate one of America’s richest markets with WTVT! 


ARB proved it first in February...Pulse proved it again in June... ARB re-affirms 
it now in November: your top buy in the Twin Cities of the South is WTVT 


$786,145,000 
$161,983,000 
$147,698,000 
$114,546,000 


* 


SeunG 


ee? 


ARB November 1957 


hed Cpe ae oe aed coe a" Eis eo ngs SE CNet ae eam gr Rg. SS i ae ae ere Once eae pe ie ees Seen amit fe ee bless, J ie ie 
Ee re ee” awe ee: hee 
Fes at ; ARE a a te a: ei eee oe te eee eee eS oe” os ; Re eo ee ee : : eh 
oe ; tame OU. ‘ : Here Seite is) - . eel eee? , : oe a pee ea. 4 le ig ame a Pees =e 
a 2 ae as ae a aye? ee kay an de hon al aes, <7 eee a es cage mete reS: + 1 Sages FL sae 20 a eo 
ae aan ie eee sc ae ee ey ee ai Sc ee a Ge ee eo ee ee ee ee Se 
“- : ; : ; j ea a oe ; jf oe ES ir ca Ts - a <9 
im? — ae oe ee eee Rc! 
"s 
ibe 
—_ 
a. ; 
a od 
es 
a + a 
~ a | 
(i ee 4 
ae 4 
ae Hy 
f ) 
ty - 
rae. oh "% as 
bs f at - i * 
ae a 
el Lo 
i ” ay 
; 7 - ; 
= : , 
re : : ' 
tae 
tl BR ib, 4 
Ces | if 
Hoey | 4 
oa 
he eee 
- = i| 
ae 
= 7 2 , 
aay. | 
tan 
a r 
Be rf 
, 
3 - . ; : 
its PS 7 - oS 
a _— gn ie . alee — ~, “ pai F : 
Ss - . MR, Re crt vista “scat tine a melt as i Mitt Se 
,. aie ; ‘ as -¥ ecient ite: Bein ee 
“a a P + TL * , es ~~ 
; % st yy 7 —~¥ om sib . ee ~ ee a 
i : _s oh, x a ~~ K 
~ : "ty =~ - —— — 
7 2 , a ee a ’ ES. 
Ne » ; : iter Ea age FF Sot ’ 
sit cane 4 3 ‘“ c* i te e 4 =, Mga i ib ee athe : <a a . 
Ene * ee +. £058 Loe . 4 ete Sa ae ; +a 
pe: abe oe eas OEN aa = i 
f | Ce > a Ps a “ae + a 
seats , ¥ = Sd oe ‘ + ~~ 
; ond ‘ > a han bt Se wn - | 
: : . aye. ~ - ‘sete. ee 
oo ic ea 4 Ne | \Y : hs : z 
Paar: 7 Se a's Yes i a 
oe FOP aS os 
eA | OS So eet ee he ae 
a ie : : nies ee " r ; 
os “i a ON A me ee WEES. mn" nes eed ” 
- | Se a Se RS | 
oe | i A. steer ns! 
a ete ee a a Se re eS A BO j 
ie wt? ed oF. se ee tn Pre, oy es r! , ers 
oe A t \ Re Te EO ae ee aw. ae 
eet ( d ») | ; . a Oa mgs. te 
Pig , \ — * op te a ens we ee 
oe = lie Re: a Bt! aed 
re, { \ | AA ie R . ‘als > ¥ al : : + ater "ae i 
yom ’ % ; ‘eile . e% <2 ee u a 
he \\\ i c \ fi ‘ whee ae “ ‘<e ae: al . Pe on — he ae, *h . | 
oe . 4S \ ab Li — ‘ies + Mie 3 ee ; ‘ - “<i ah oe mh eS wre ol “ i * % ‘ ) 
ne - ” - : ~. ~~ _ " - oe 7 % es vy a 8 a M2 : * ‘ eT eS ~ >> Not : Fa | * - <calniel | 
seas: > Soa. & See RSS ESS \ 
13 "ey, Os ET NAS ROO aw t 
ae ~e ia a ee RS ee = eX gs" ‘eth eS P eee ] 
- Sh CS eee a a> | 
ae : = eee a a Oe | 
eT Pe “a 2 ~ 
fig ¥ My" — 
i y > { 
; 
a < 54 é 
at . | 
-elih ot. xO ; 
Ae Nip a — — >a" et \ 
“) J 2 As 2% 7 - Ye ~ > > ae SA. | 
: . 4 ~, I” AS. f ° ie. ~ is 
i > pre 48 Sar ENING I 
ih os | 
a se ™ 
=e . e | 
vee - 
oF m ial 
; - ae , ) a = 
alas — a 
ae = A 
Vani , - F 
whe : ts es 
Se 
fers) Se 
aie Ol - 
oa C£-—A . 
cae et 
sar : 
he | 
og’, a 
he : ee 
c | 
~ a 
“ts : ~ P| | 
= 
= me } 
ea) 
v ; ¥ i ; si a . - o + * 
aaa. i Resp : , ide pa abe eee oe : ‘ Ba See Ni nae : a ae as Sia a eng nee ‘sit eae es eg ey ue ee i — = pee She 
© 2 Se Segal ees Seed eS): : eo tare ee eh ee SM seb RMIT gee A eo ee fast ae . aaa oF ale cee Geet 5” Meme gee hy 
: . .. ee ae Bee Ee: * eee (an pene ME REN es | RE fm Naeger 15 eee ese Bi) Fee ae heey PES ern Ssh rages gt A 
a oe ile EOE AE EN AED AT Sige 5 LEA I 2 get MOAR Sree a i) et bw A Re cs fr oo eee Fg Be i cae oe: Ro ee Rn i ee a Te Go > ee a a aie Wee Te Beak. 


BUSMAN (OR ADMAN) HAS A HOLIDAY—Sackel Co., Bos- 
ton, is featuring this display of its ad and merchan- 
dising services in Merchants National Bank of Bos- 
ton. The 17’ window is divided into sections, each 
showing samples of work in categories. Represented 


*|NBC-TV Adds 2 Affiliates 
| A new station, KMOT-TV, Min- 
}ot, N. D., has affiliated with NBC- 
TV. A satellite operation in Willis- 
ton, N. D., KUMV-TYV, will carry 
the same NBC-TV programs. An- 
other new station, KRSD-TV, 
Rapid City, S. D., has signed an 
|affiliation contract with NBC-TV. 


Halmay Joins Streech 

Andrew Halmay has been ap- 
pointed vp in charge of sales and 
client relations of Wilbur Streech 
Productions, New York tv film 
producer. Mr. Halmay formerly was 
with Benton & Bowles and Bryan 
Houston Inc., both in New York, 
and Young & Rubicam, Toronto. 


WIR Sets Sales Record in ‘57 
WJR, Detroit, had record sales 


. ‘ : ; in 1957 of $3,570,773. Sales in 1956 
are trade, industrial and consumer eds; packaging |. cunted to $3,516,764. WJR’s net 
and displays; merchandising; sales aids; publicity; income last year amounted to 
and miscellaneous sales promotion work. The book $503,211, or 87¢ a share, as com- 
in the center gives a complete rundown of the! pared with 83¢ a share the previ- 


Sackel agency. ous year. 
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WTVT's maximum power VHF signal delivers bonus coverage of 239 prospering communities! 


10:, IN RETAIL SALES PER CAPITA! 


(U.S. Dept. of Commerce) 
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RUSTLER—This ad picturing the vic- 
tim of a dastardly theft will appear 
in newspapers in the New York, 
Philadelphia and Washington mar- 
kets during the first half of 1958. 


Emil Mogul Co. is the agency. 
| Ovesey & Straus Adds One 
| Ovesey & Straus, New York, 
| which has become a member of the 
|American Assn. of Advertising 
| Agencies, has been named to han- 
dle advertising for O. W. Braben- 
der Instruments, South Hacken- 
sack, N. J. There is no previous 
| agency of record. 

| 
Paper Mate Boosts Two 


Peter W. Cloud, formerly as- 
sistant sales promotion manager, 
has been named sales promotion 
manager of Paper Mate Co., 
Chicago, a subsidiary of Gillette 
Co. He succeeds David B. Kit- 
tredge, who has been appointed 
‘eastern regional sales manager. 


_ARB Moves West Coast Office 

The American Research Bu- 
reau’s western division has moved 
into new offices at 6223 Selma St., 
| Hollywood. 


IOWA'S 


No. 1 
Advertising Medium 


THE CEDAR RAPIDS 

| GAZETTE 

Again in 1957 
Published 


MORE ADVERTISING 
Than Any Other 


Newspaper in lowa 
ABC CITY ZONE POPULATION 


101,581 


A 25% GAIN OVER 1950 


Circulation over 
63,000 Daily, 65,000 Sunday 


Cedur Rupicds 
Gugette — - 


CEDAR RAPIDS IOWA 


FULL ROP COLOR 
Seven Days A Week 


| Migpeonented Nationally br 
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“ ... Landscape and still life are the best subjects ...” 


Versatile Adman... £. 4. weiss 


Edward H. Weiss held the first 
one-man showing of his paintings 


at age 14. This year, at age 56, he} 


made his first sale of a painting. 

In the intervening years, Ed 
Weiss saw his dream of doing cre- 
ative work for an advertising 
agency come true; in fact he rose 
through the agency ranks and now 
has his own Chicago agency—Ed- 
ward H. Weiss & Co. During these 


years the time available for his 
| off.” 


avocation has lessened consider- 
ably, and reluctantly the oils and 
brushes sometimes have been put 
aside, or used sparingly, except 
during vacation periods. 

Then, three years ago, Mr. Weiss 
came across the painting of Jack- 
son Pollock, American artist whose 
free-flowing works have attracted 
considerable attention. Mr. Pollock 
literally drips his colors on canvas, 
letting them flow into technicolor 
abstractions. 

“There was a sense of urgency 
in Pollock’s paintings,” Mr. Weiss 
said. “The average painter of old 
would take months on a painting. 
Here I am with every second of 
my time counting. This sense of 
immediacy was in Pollock. I don’t 
know, but I'll bet that’s why I 
turned to him.” 


s The agency president was not 
satisfied with the Pollock tech- 
nique, however. “He was non-ob- 
jective. I wanted to communicate 
with people.” 

Mr. Weiss devised his own style, 


which he calls controlled drip, to} 


create more 
He sets a canvas on the floor of 
one of the two studios in his 
North Side home, and dribbles on 
the canvas in irregular lines to 
produce the picture. 

“I had been painting with a 
brush, taking three or four ses- 
sions to finish a painting. Now, on 
a Saturday afternoon, in two or 
three hours, I can finish a 3 x 6’ 
painting. It has to be big to come 


This technique is considered 
unique. A few artists have tried 
Mr. Pollock’s style, but they, too, 
have been non-objective. The tools 
Mr. Weiss uses to paint with are 
probably unique also. 

“I use ordinary house paint,” he 
explained, “or quick drying enam- 
el, and a dowel rod or the stick end 
of a brush. I let the paint dry for a 
day or two in an open can until 
it’s gooey, then drip it on the can- 
vas. For background shading I use 
paint spray in an aerosol bomb. 
The paint dries in an hour or two; 
standard paints take a week or 
more.” 

The resulting lines and patches 
on canvas are flowing and irreg- 
ular, but the total effect striking. 


s His need to see fast results of an 
endeavor, Mr. Weiss feels, puts 
him squarely in line with the mood 
of the times. 

“It’s part of the age we live in; 
everything has to be quick,” he 
said. “Maybe that’s why photo- 
graphy is a popular hobby. 


objective paintings. | 


~ 
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“...I can finish a canvas in two or three hours...” 


“And what’s more natural than 
to use the paints of your age—to- 
day’s materials? The cave dweller 
sketched on a rock. In the 12th 
century they did frescoes in wet 
|plaster on church walls. In the 
Renaissance oil paints were a new 
technological development. Today 
a modern sculptor like Roszak may 
actually be a welder. I use mod- 


ern quick-dry house paints, aero- 
sol bombs and oil cans.” 

The oil can is a newer aid to the 
Weiss technique. “I needed some- 
thing to give me a continuous flow 
of paint when I put it on canvas. 
This is perfect.” 

The first showing of the con- 
trolled-drip paintings is being held 
in Chicago’s Main Street Book 
Store. The paintings are on sale for 
prices ranging between $135 and 
$1,000. All proceeds will be do- 
nated by Mr. Weiss to the Chicago 
Medical School. 


@ When first approached about 
selling his paintings, Mr. Weiss 
was reluctant. “I felt this way: I 
sell my creative talents at the 
agency every day of the week. 
Here’s one area I’m not going to 
sell in. Then the art dealer gave 
me the idea of giving the proceeds 
to charity. 

“T liked that. And my wife made 
this point: The sale of paintings— 
putting a value on them—is one 
way of stimulating a painter to 
paint.” 

The sales reportedly are going 
well, and Mr. Weiss is considering 
a similar one-man show in New 
York. Quite a step from the one- 
man show he held as a 14-year- 
old student at the Art Institute of 
Chicago. 

“I really feel this type of paint- 
ing lets me express myself better 
than the traditional way,” he said. 
“I’d like to see other artists devel- 
op an interest in controlled-drip. 
It didn’t take me too long to 
learn.” 


Mr. Weiss usually paints from 
photographs or sketches he has 
made during his travels, turning 
out an average of one canvas each 
two-hour weekly session. 


= On one occasion, at Aspen, Colo., 
he painted a mountain scene “on 
location.” A large crowd gathered 
to watch him as he straddled the 


“... Stuart Siebert (Kenyon & Eckhardt account executive) and his 
wife bought a bull-throwing scene...” 


canvas, dripping paint off the 
wrong end of a brush. 

Crowd reaction? “They thought 
I was nuts,” Mr. Weiss reported. 
But the Aspen kibitzers apparent- 
ly constitute a minority group 
among art critics. + 


WADSM Reformed as SMA 


The Western Assn. of Drug & 
Sundry Merchandisers has been 
reorganized under the broader 
name Service Merchandisers of 
America to include all kinds of 
non-foods merchandising opera- 
tors on a nationwide basis. Pres- 
ident of the new group is Ed Ne- 
mer, general sales manager and 
partner in Eiselman Distributing 
Co., Oakland, Cal. The executive 
secretary is Max Allred of Salt 
Lake City, a former owner and op- 
erator of two grocery stores there. 


Oakite Promotes Warry 

C. Norman Warry, chief copy- 
writer for Oakite Products Inc., 
New York, has been promoted to 
assistant industrial advertising 
manager of the company, which 
makes materials for industrial 
cleaning and metal treating as 
well as the popular household de- 
tergent. 


Gebauer Joins ‘Household’ 

Harry L. Gebauer, formerly a 
district manager of American Lum- 
berman, has joined the ad sales 
staff of Household, a Capper Pub- 
lication Inc. property, to repre- 
sent the magazine in Cleveland and 
southern Ohio. 


“_..1 use modern paints, aerosol bomb and oil can...” 


Closed Circuit TV 
Grossed $3,200,000 


in ‘57, Halpern Says 


New York, Feb. 4—The closed 
circuit tv industry grossed an es- 
timated $3,200,000 during 1957, 
Nathan L. Halpern, president of 
TNT Tele-Sessions, has reported. 
He said his company serviced 23 
closed circuit accounts last year. 

The year’s largest closed circuit 
business meeting reportedly was 
AT&T’s yellow pages campaign in- 
troduction in 62 cities. 1957 also 
saw one of the largest closed cir- 
cuit entertainment telecasts ever 
held—the Robinson-Basilio cham- 
pionship fight, which was fed to 
174 locations in the U.S. and Cana- 
da. 

j 
® More than 15 advertising agen- 
cies staged closed circuit telecasts 
for clients in 1957, Mr. Halpern 
said. Among them were Batten, 
Barton, Durstine & Osborn; Grant 
Advertising; Campbell-Ewald; N. 
W. Ayer & Son and Grey Advertis- 
ing Agency, he said. 

One of the biggest events held 
so far this year was the GOP din- 
ner last week which utilized closed 
circuit, big-screen projection fa- 
cilities and services supplied by 
TNT for 44 gatherings in 27 states, 
attended by some 40,000 Republi- 
can Party members. 

Each person paid from $10 to 
$100 a plate to see and hear Presi- 
dent Eisenhower and Vice-Presi- 
dent Nixon in person or on closed 
circuit tv. A half-hour of the pro- 
gram was presented for home re- 
ception on NBC radio and tv. # 


Baker Advertising Gains Two 

Herbert Baker Advertising, Chi- 
cago, has gained two new accounts: 
Hotpoint Appliance Sales Co., a 
Chicago division of General Elec- 
tric Co., and Lathrop-Paulson Co., 
Chicago commercial dairy equip- 
ment manufacturer. The Hotpoint 
account, a Chicago area account, 
will bill “well over $500,000 ex- 
clusively through the area’s key 
city mewspapers,” according to 
Hotpoint. The Lathrop-Paulson ac- 
count in 1958 will spend heavily 
in trade publications, direct mail 
and pr. 


Oregon to Have Adman of Year 

The Oregon Advertising Club, 
which has been awarding its Mac 
Wilkins award every year for the 
best statewide campaign of the 
year, now plans to award the tro- 
phy to the state’s adman of the 
year. He will be selected by a 
committee of four admen and 
three non-admen. The first win- 
ner will be named at the club’s an- 
nual banquet Feb. 11. 
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tribution, Hotel Statler, Boston 
Oct. 23-24. Audit Bureau of Circulations, 
44th annual meeting, Drake Hotel, Chi- 
cago. 
Nov. 3-4. National Business Publications, 
Chicago regional conference, Drake Hotel. 


Coming 
Conventions 


Royal Lace Promotes Herst 


*Indicat first listing in this column | Royal Lace Paper Works, Brook- 

cates rs Ss u " e. 6 8 

Feb. 19-21. Continental Advertising | \YD, division of Eastern Corp., has 

Agency Network, annual convention, Ho-| appointed William M. Herst as 

tel Warwick, Philadelphia. manager of sales and advertising. 
Feb. 21-22. Northwest Daily Press Assn.,| Por the past six years he has been 


39th 1 isson, sr 
sence ee oe er |manager of advertising and sales 
Feb. 23-25. Inland Daily Press Assn.,| promotion, and in his new position 


winter meeting, Drake Hotel, Chicago. 


| will assume the sales duties of the 
| late David Sack. 
| 


Mutual Adds Stations 

Mutual Broadcasting System has 
signed affiliation agreements with 
WKIX, Raleigh, and with WMCK, 
| McKeesport, Pa., to cover the Mc- 
Keesport-Pittsburgh area. Mutual 
has not had affiliates in these mar- 
kets for some time. The network 
lalso added WKIX-FM, sister sta- 
ition to WKIX, Raleigh, and 


|WCLM, Chicago, as fm affiliates. 


Business Image Inc. Bows 

| Estelle Ellis who resigned re- 
cently from Charm as sales pro- 
motion director, has formed Busi- 
ness Image Inc., a marketing and 
merchandising organization, with 
offices at 1 University Place, New 
York. 


Campbell-Mithun Boosts Reilly 
Campbell-Mithun, Chicago, has 


57 


‘appointed William H. Reilly copy 


group head. Prior to joining the 
agency last December, Mr. Reilly 
was copy supervisor at Donahue & 
Coe, Chicago. 


WHEC Promotes MacMillan 
Lowell H. MacMillan, assistant 
general manager of WHEC, Ro- 
chester, has been named station 
manager of WHEC Inc., which is a 
part of the radio-tv properties of 


| the Gannett Group. 


March 3-4. New England Newspaper 
Advertising Executives Assn., winter 
meeting, University Club, Boston. | 

March 9-16. Assn. of Railroad Advertis- | 
ing Managers, Mayflower Hotel, Washing- | 
ton, D. C. | 

March 11-12. Packaging Assn. of Can- 
ada, National Packaging Conference, first 
Canadian package research forum, King | 
Edward Hotel, Toronto. 

March 27. Associated Business Publica- | 
tions, annual eastern conference, Hotel | 
Roosevelt, New York. | 

April 14. Ohio Valley Industrial Adver- | 
tising Conference, Cincinnati. 

April 16-17. Point-of-Purchase Adver- | 
tising Institute, Hotel Sheraton-Astor, | 
New York. 

April 17. University of Michigan, 5th | 
annual advertising conference, sponsored | 
by the departments of journalism and art 
and the school of business administration, 
in Ann Arbor. | 

April 18-19. Advertising Federation of | 
America, 9th District. Advertising & Sales 
Club, Kansas City, Mo. 

April 22-24. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 24-26. Advertising Federation of | 
America, 4th District, The Floridian, Tam- | 


April 24-26. American Assn. of Adver- 
tising Agencies, annual meeting, The, 
Greenbrier, White Sulphur Springs, W. 
Va. 

April 24-27. American Women in Radio 
and Television, national convention, Fair- 
mont Hotel, San Francisco. 

April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Hotels, 
Los Angeles. 

April 30-May 2. Sales Promotion Exec- 
utives Assn., first national convention, 
Hotel Roosevelt, New York. } 

May 1-3. Advertising Federation of 
America, 5th District convention, Mans- 
field, O. 

May 4-7. National Newspaper Promo- 
tion Assn., national convention, Penn- 
Sheraton Hotel, Pittsburgh. 

May 5-6. Magazine Publishers’ 
spring meeting, The Greenbrier, 
Sulphur Springs, W. Va. 

May 5-7. Assn. of Canadian Advertisers, 
annual meeting, Royal York Hotel, To- 
ronto. 

May 8. 


Assn., 
White 


Agricultural Press Assn. of 
Canada, Royal York Hotel, Toronto 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Penn-Sheraton 
Hotel, Pittsburgh. 

May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual 
meeting, Royal York Hotel, Toronto. 

*May 13-14. Chicago Tribune Forum on 
Distribution and Advertising, ninth an- 
nual, WGN Studio, Chicago. 

May 15-16. International Advertising 
Assn., annual convention, Hotel Roose- 
velt, New York. 

May 19-21. Sales promotion division of 
National Retail Merchants Assn. (formerly 
National Retail Dry Goods Assn.), annual 
convention, Palmer House, Chicago. 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N. C. 

May 26-30. American Management Assn., | 
national packaging exposition, New York 
Coliseum. 

June 3-6. National Industrial Advertisers 
Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas. 

June 9-11. Assn. of National Advertisers, 
spring meeting, Drake Hotel, Chicago. 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B. C. 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

Aug. 13-14. 3rd Annual Circulation 
Seminar for Business Publications, Edge- 
water Beach Hotel, Chicago. 


Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising | 
Assn., 4ist annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 14-16. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotei, New York. 


Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 


Assn. 
Qct. 20-21. Boston Conference on Dis- 


Architectural Forum 
American Builder 
House & Home 
Practical Builder 


This dynamic growth and 
leadership demonstrates clearly 
the confidence shown by 
advertisers and their agencies in 
PROGRESSIVE ARCHITECTURE’s 
ability to reach and influence the 
professional building products 
specifiers in America’s 
architectural firms. They know 
that Progressive Architecture 
means Productive Advertising. 


THE ONLY 
ARCHITECTURAL MAGAZINE 
GROWING IN A GROWTH INDUSTRY 


Of all the leading national architectural 
and builder publications, PROGRESSIVE ARCHITECTURE alone 
reflected the growth of the architecturally-designed 

construction market with an advertising lineage gain in 1957, 


1957 page gains and losses* 
PROGRESSIVE ARCHITECTURE 
Architectural Record 


As a matter of fact, 
1957 was the 2nd year in a row that P/A forged ahead in its field. 
Here’s the picture for the combined 2-year period. 


oes: 


*Source: Industrial Marketing, Jan. 1958, Jan. 1957 


GP ao MR ie pe ; 64a Ie 
> . haan Sent i. Poe eed 
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UP 79 
down 15 
down 64 
down 334 
down 431 
down 460 


What's more, 


of + 2.7% 


1956-57 page gains and losses* 


PROGRESSIVE ARCHITECTURE 
Architectural Record 
Architectural Forum 

American Builder 

House & Home 

Practical Builder 


P/A’'s 79-page increase 
was a gain of 4.1% 
—well above the average 


for all business papers. 


PROGRESSIVE 


A REINHOLD PUBLICATION 


ARCHITECTURE 


430 Park Avenue, New York 22, N. Y. 
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British Auto Maker Fill T ks * th: Standard announced that dur- should top last year’s record and distribution systems of the parent 
s an Wil |ing 1957 its U.S. sales were 10,199 | the growth of sales in the U.S.| companies. 


| autos. This company’s previous best | market should continue “under the| Ford, for instance, has close to 


« year was 1956 when it shipped 2,-| impetus of the wider distribution | 370 dealers sellin iti 
, ¢ g British models 
111,000,000 U.S. Dollars ln 1957 ler Triumph sports cars to the U.S. | systems of Ford and Vauxhall.” | while the Vauxhall cars are mar- 


94,867 Cars Shipped to 
U. S.; Sales More Than 
Doubled Over 1956 Total 


By Mark Random 


Lonpon, Feb. 4—British auto 
makers had a banner year in the 
U.S. market in 1957 and made mar- | 
keting and advertising programs | 
pay off like a one-arm bandit gone| 
crazy. 

The Society of British Motor 
Manufacturers reported last week 
that the U.S. stood as the undis- 
puted principal market for British | 
auto makers in 1957, outbuying any | 
other market nearly 3-to-1. 

Whereas in 1956 the U.S. import- 
ed 100,000 foreign autos from all 
countries, in 1957 nearly that num- 
ber was bought from British auto! 
makers alone. 

Britain shipped 94,867 autos to 
the U.S. in 1957 for a thumping to- | 
tal of $111,000,000. This was more 
than twice as much as they had 
earned in 1956, when sales totaled 
38,205 autos. 


s Shipments to Canada were also 
up 8,000 higher to nearly 29,000. | 
All told, British auto makers had 
a boom year, especially in the ex- 
port markets, which accounted for | 
a record 426,000 of the 860,000 au- 
tos it produced last year. It also ex- 
ported nearly 124,000 trucks and 
buses out of the 290,000 it produced 
last year. 

But they are not prepared to sit 
back on their spare tires. Most of 
the British auto makers are plan- 
ning to boost their U.S. sales even | 
higher during 1958—in some in- 
stances as much as 50% above 1957 
levels. 

The big five of the British auto 
industry are the British Motor | 
Corp. (Austin, Morris, Riley, MG 
and Wolseley); Ford Motor Co.; | 
Vauxhall Motors Ltd. (a GM sub- 
sidiary); the Standard Motor Co., 
and the Rootes Group. They ac- 
count for 95% of British auto pro- 
duction. 


® BMC was Britain’s biggest ex- 
porter to the U.S. auto market in 
1957, shipping more than 36,000 
autos. Another 23,000 went to Can- 
ada, bringing total dollar earnings 
for the year to $70,000,000 or al- 
most double the 1956 figure. 

BMC production in 1957 was 
450,000 autos and trucks—one- 
third more than in 1956. The cor- 
poration is planning to sell some 
50,000 autos in the U.S. market this 
year. 

Second biggest shipper was the 
Ford Motor Co., which exported 
23,000 autos—about one in four of | 
all British auto exports to the US. | 
last year. Its 1957 target was 20,-) 
000 autos; its 1958 target is 40,000. | 

Ford reported total 1957 produc- | 
tion at 343,000 autos, trucks and | 
tractors, of which an alltime record | 
of 184,000 vehicles went overseas. 
Total dollar earnings were more 
than $50,000,000 against the pre- 
vious best of $29,750,000 in 1956. 


® Vauxhall, with its $100,000,000 


Is 
PHIL-URBIA 
ON YOUR 
SCHEDULE? 


For only 33¢ per line you can buy 
67,000+ families in one of the na- 
tion's richest markets. 
For date write 
Philadelphia 
Suburban Newspapers, Inc. 


31) &. Lancester Ave., Ardmore, Pa. 


ling rome bo} pce — Therein lies a clue to part of the|keted through some of GM’s 3,800 

, ; ts) of its|tremendous growth i iti Pontiac dealers. 

— so nearing com- | Standard Ten—the Triumph Sedan | sales in as oa ae daa . a 

pletion, report its best year/and the Triumph Estate Wagon—| Ford and Vauxhall. h h : i : 

ever in 1957. Production was 91,450| in the US. maphet a delete ar , however, have|# Higher profit margins and the 

autos and 6,780 commercial ve-|tTh q t ober. established wider distribution sys-|fact that there is an increasing 

hicles for a total of 150,200, com- one ox tilled te maa — = ed hong er pine panna oongrns heen ro dg bat 

150,200, A ,000, een buildin i -\i i 
—s — 127,692 in 1956. More worth of orders fer delivery by the | works over the cn soon “i oe Sette cates pon pn gm 
— “ne e any re Ss production | end of the year. aT BMC now has 700 dealers in the foreign autos fill only a small part 
lo overseas markets. | At present Standard is shipping| U.S., 40% of whom were signed up of the entire U.S. auto demand 

GM's British subsidiary only en- 1,000 Triumph sports cars and 1,-|in the last year. The Rootes Group, their share of the market is in- 

tered the U.S. market in August 500 of the special Tens to the U.S.| in a big drive for outlets, doubled creasing. Although foreign autos 

with its new Victor. It reported a each month. the number of its U.S. dealers to | took an estimated 3% of the total 

favorable reception and 4,500 had 400 in 1957. market in 1957, in the final quarter 

been shipped by the year’s end.|# The Economist, taking a recent. Ford and Vauxhall gain from be-| foreign autos were accounting for 

Vauxhall plans to ship 1,500 > at the industry’s potentials for ing subsidiaries of U.S. auto man-| more than 4%. 

tors a month during 1958. 1958, forecast that production |ufacturers and are able to use the. The main markets for the Brit- 
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a ae What current trends and de- 
velopments in the industry are 
| noteworthy ? 


(2) What are the basic statistics — 
plants, locations, sales, em- 
ployment, etc.? 


’ 4 
| ’ | : ’ &) What does the industry buy— 
—— what products and services, and 
Ft a ae how much? 


wae 


Our editorial pages give the up-to-date informa- 
tion which answers the first 6 basic market ques- 
tions about each of 73 major and over 130 sub- 
PPOTTTTT TTT coge markets which blanket U. S. industry. Charts and 

tables high-light the key data. This edition of 
the MARKET DATA BOOK will contain over 
600 pages. 


} 


“TELL-ALL” SPACE LIKE THIS (shown, the 

first page of a fact-filled insert) helps schedule- 

makers to answer the all-important Question 7 oo? 
—which media to select—by dramatically pre- 

senting media values. More than 200 business 

paper publishers used such space in the 1958 
edition, to strike hard for new or bigger ——— 
schedules. —— 
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ish autos in the U.S. continue to be| Nims have been promoted to re-| 
on the East and West Coasts. But! gional managers for the Radio Ad- | 
they are now penetrating the in-| vertising Bureau’s member service 
land states at an increasing rate. department, New York. Mr. Ray-| 
| mond was formerly in RAB’s mem- | 
® The inland states took less than bership department, and Mr. Nims | 
19% of imported autos in 1952 but | is a former RAB station sales rep-| 
last year they took nearly 40%— resentative. 
and auto imports in that period | 
rose nearly five-fold. ‘Scott Elected Taplinger Head 
Increased prices for U'S. autos | Jay Scott, formerly of Benjamin 
and the rising trend in consumer Sonnenberg, publicity consultant, 
spending on durables point to a has been elected president of Rob- 
potentially increasing market for|ert S. Taplinger Associates, New 
imported autos. British auto mak-| York public relations company. 
ers who now hold some 40% of the 


imported car market would no Woolf Joins Filmack 


doubt get their share of any such’ [awrence Woolf, formerly ra- | 
increase. + dio-tv director of Christiansen Ad- | 

vertising Agency, Chicago, has | 
RAB Boosts Raymond, Nims joined Filmack Studios, Chicago, 


Carl J. Raymond and Robert F. as creative sales director. 


Here's a nickel Valentine -—and you can eat it too! 


The bar that says it for you: Irve fons 
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ca: Wrapped in stars in Candyland by BADR j 


YOUNG ROMANCE—Mars Inc. scheduled this ad, designed by 
Charles M. Schulz, creator of “Peanuts,” for comics pages in 140 
newspapers Feb. 9. The promotion also includes in-store material 
with the theme, “Valentine SWEET-Hearts All Say—Forever 


Yours.” Knox Reeves Advertising, Minneapolis, is the agency. 


GQ From what sources can further de- 


PLANNERS GET.TO. 


4) How does the industry buy — what 


are the buying standards, and who 
are the buying influences? 


tailed market information for spe- 
cific products be obtained? 


YOU CAN GET CONSIDERATION at the planning 
stage, when new marketing plans are being developed, or 
old plans revised, if you have the facts about the Marketing 
Power of your medium in front of the schedule planner at 
the moment when he is looking for the answers to the 7 
basic questions about the market you serve. 


WE'LL PUT THE FIRST 6 of those answers in the hands 
of schedule planners in leading advertising departments 
and agencies throughout the country, in the forthcoming 
1959 edition of INDUSTRIAL MARKETING'S MARKET 
DATA BOOK. Data on the 73 major U. S. markets and 
over 130 sub-markets are given in condensed but compre- 
hensive form, supported by pertinent charts and tables cov- 
ering key points. No other single convenient and authori- 
tative source for all this needed information is available 


for study by advertiser and agency marketing teams. 


THAT LEAVES ONE IMPORTANT QUESTION TO BE 
ANSW ERED—which media should be selected to support 
new or revised marketing campaigns’? Planners want data 
on this point for consideration at early stages of program 
development—to help set up budgets, to aid in deciding on 
marketing methods and advertising themes, to determine 
in advance how extra marketing pressure can be applied. 


HERE'S WHERE YOUR MEDIUM’'S SALES STORY 
HITS ITS HARDEST—with a tell-all description of how 


INDUSTRIAL MARKETING’S 


/Q59 MARKET DATA 
and DIRECTORY NUMBER 


200 East LLINOTS STREET CHICAGO tt, tllLIinors 


480 LEXINGTON AVENUE + NEW YORK 17, NEW yorr 


nat 


6) What publications serve the market 
— what are the basic facts about 
them? 


a _agetatie 5 iat 
Which publications are best 


fied for schedule consideration? 


Be has Tem 


your-medium can supply the market coverage, reader ac- 
ceptance, market information, supplementary services and 
other plus-values which the schedule planner is looking 
for. For once, your prize prospects are looking for you— 
often, in the case of new advertisers or revised marketing 
targets, even before you can know that they are prospects 
at all! Your sales message appearing in the special section 
of the MARKET DATA BOOK devoted to the market 
you serve reaches these schedule-builders before, not after, 
lists are discussed and programs finalized. 


MORE THAN 14,000 COPIES of this much-thumbed 
guide to marketing plans will be hard at work in the busiest 
and most important ad departments and industrial agencies 
for a full 12 months. This means that people who influence 
marketing budgets, schedule building, and media selection 
will use this volume in developing their plans—and choos- 
ing media—in 1958-59. 


“TELL-ALL” SPACE in the MARKET DATA BOOK IS 
A MUST for media which want their best selling foot for- 
ward in the right places, at the right times, where impor- 
tant new space-buying decisions are being made. Be sure 
that your values in marketing power or services are force- 
fully dramatized for the schedule-planner just when he is 
most receptive to the facts you have for him! 


Reserve your ‘Tell-All’ space now! 


PUBLICATION DATE 
JUNE 25 


59 


‘North America Exec 
Boosts Hard Sell 


in Insurance Ads 


| PHILADELPHIA, Feb. 4—The head 
|of one of the country’s newest life 
insurance companies came out 
strongly for “hard sell” advertising 
in a talk before the Poor Richard 
Club last week. 

Edmund L. Zalinski, exec vp of 
}the Life Insurance Co. of North 
| America, told the admen that ad- 
vertising is “vital to business suc- 
| cess in today’s competitive econo- 
my.” 

He said he believed in “hard 
| sell” advertising copy because “it 
creates the idea in the consumer's 
mind of what the product or serv- 
ice can do for him,” and “never 
gives it a chance to leave the read- 
er’s mind.” 

“When it comes to public rela- 
tions,” he said, “a business has 
only the choice of whether it shall 
be good or bad. It isn’t a question 
of ‘shall we have some, and if so, 
how much’?” 

Life Insurance Co. of North 
America, which sold its first policy 
| last September, hopes “through the 
practice of good public relations, 

to reflect to the public a corporate 
personality that is friendly, sin- 
cerely interested in the policyhold- 
er, hard-working, conservative in 
| the handling of the trust reposed 
|in us, and enthusiastic in carrying 
out our responsibilities,” Mr. Za- 
linski said. + 


‘Pratt Resigns from AIMBW; 
‘Pteitle Named President 

| Francis Pratt has resigned as 
president of the American Institute 
of Men’s & Boys’ Wear, New York, 
and will be succeeded by Louis C. 
| Pfeifle, who recently retired as a 
|top merchandising veteran with 
Sears, Roebuck & Co. Mr. Pratt, 
who joined AIMBW in January, 
1956, will continue as a consultant 
to the institute. 


Mercer to McCann-Erickson 
Guy B. Mercer has joined the 
staff of McCann-Erickson, Chi- 
cago, as account supervisor on 
Helene Curtis Industries. He was 
formerly a group supervisor at 
Tatham-Laird, Chicago. 


‘Baby Talk’ Names Printup 

Baby Talk, New York, has named 
Printup & Associates, Miami, as 
its representative in southeastern 
US. 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publications are 
the mass circulation media read 
most by the military. Write or 
call for full information. 


ARMY TIMES + AIR FORCE TIMES * NAVY TIMES 
The American WEEKEND + MILITARY MARKET Magorine 


The ARMY-NAVY. AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 

2020 M St., NW * Washington 6, D.C. 
U. $. OFFICES: Boston, Chicago, Charleston, 
S. C., Dalles, Detroit, Honolulu, Los Angeles, 
Miami, New York, Philadelphia, Son Francisco. 
FOREIGN OFFICES: Frankfurt, London, Poris, 

Rome, Tokyo. 
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largest advertisers 


using two or more national 
Sunday magazines in 1957, 


thirty-seven used 


Parade 


Parade gives advertisers 


the most readers per dollar 
and the best “fit? 
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Advertising Age 


Feature Section 


There's a Job for Admen 


Weiss Repeats a Timely Column 


Mail Order—School for Ad Writers 


More You Tell, the More You Sell: Woolf 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 
THE NATIONAL NEWSPAPER OF MARKETING 


Urges Admen to Help Fight Moral Decay... 


Let's Use Advertising Skills to Make Decency and 
Integrity Fashionable, Editor Urges 


In the past few months, S. R. Bernstein, editorial director of Ad- 
vertising Age, has “preached a sermon” before some 20 adclubs 
and advertising organizations. His thesis is that crime and lawless- 
ness and disregard for basic moral truths and elementary tenets 
cf good citizenship must be attacked on the psychological front, as 
well as on social and religious grounds—and that advertising people 
have skills and techniques peculiarly suited to this job, and a duty 
to use them. Most of his talk, which has been widely commented on 


in the press, is presented here. 


In a sense, I owe you an apology for 
what I intend to say here today. 

For one thing, what I want to talk about 
is only remotely related to you as ad- 
vertising men and women, although it is 
certainly closely related to all of you as 
human beings and citizens of the United 
States. 

For another thing, I am going to try to 
get you to do something—not for me, and 
not particularly for advertising—but 
again as human beings and citizens of the 
United States. . . 

As many of you may know, I was chair- 
man of the committee of judges for the 
club achievement competition of the Ad- 
vertising Federation of America last year, 
and in that capacity I had the pleasure of 
making awards to many of the AFA mem- 
ber clubs for the fine work they have been 
doing in civic activities. 

I was so impressed with both the 
quality and the quantity of work that ad- 
vertising clubs are doing in connection 
with civic, charitable and religious proj- 
ects that I have decided to talk to all the 
advertising people who will listen about 
a problem of the first magnitude and to 
solicit your help and support toward help- 


A WERE WORERN KNOWS 


aman who enjoys cigars is a happier man 


: 3 
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Motorola 


ing to solve that problem. 

What I hope to do is to get you to join 
with me in a project to make the real 
America more like the pictures in the 
ads. 

* * * 

In the ads—and in the editorial pages, 
too, as well as in the majority of plays 
and variety shows on radio and television 
—we see a picture of a wondrous America, 
truly a land filled with milk and honey 
and overflowing with goodness. 

In the ads—and in our Fourth of July 
orations and our folksongs—we see a pic- 
ture of a land very close to heaven on 
earth. There are material things in super- 
abundance in a land humming with ac- 
tivity, peopled by loving families and 
friends . . . well educated, well dressed, 
interested in culture, filled with ambition, 
but charitable, thoughtful and kind. ..a 
people blessed beyond belief, grateful for 
their blessings, deeply sentimental, ear- 
nestly religious . . . happy, carefree, but 
by no means careless . . . mentally alert, 
physically fit, spiritually awakened. 


s If they have any problems, they are 
problems that time, or a little more effort, 
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MILK AND HONEY—The “wondrously pleasant people who live in the ads” appear to live 
in a land of milk and honey, Mr. Bernstein observes. “The picture of America that 


appears in the ads is not false,” he says, “but it is incomplete.” Admen take heed. 


or more careful consideration will solve 
without difficulty. They are not all rich, 
or healthy, or beautiful; but they all ex- 
pect to be, this month or next, or in a year 
or two at the latest. 

They are the salt of the earth. Proud of 
their heritage, their skills and their pos- 
sessions, but at the same time humble and 
thankful to Providence for the infinite 
blessings that have been bestowed upon 
them. They are deeply imbued with the 
American spirit. They believe in the dig- 
nity of man and the fatherhood of God. 
They abhor bullies and cheats and swin- 
dlers; they play the game square, hate all 
sharp practices, honor the good loser, and 
would rather be right than be President. 

Let me show you some of these won- 
drously pleasant people who live in the 
ae 


America Wears Two Faces 


I hope you will agree that I have made 
no particular effort to select extraordinary 
material for this collection, but that the 
picture of America, its people and its cul- 
ture—as seen in the ads and the editorial 
columns—is fairly well portrayed. And I 
in turn will agree that the America we 
have just seen in these ads is neither a 
fraud nor a deception. It exists. Indeed, it 
is even doubtful that the ads and the ed- 
itorial columns exaggerate in any way the 
wonders of America and of its citizens. 

No. The greatness of America and of 
its people is not to be denie” The dreams 
and the ideals are there—more deeply and 
more fully realized here in this wonderful 
land, by more millions of people, than ever 
before in human history. 

The picture of America that appears in 
the ads is not false; it is not distorted; it 
is very little exaggerated. But it is incom- 
plete. 


s America wears two faces, and the ads 
show only one. The other is a negation of 
everything that appears in the ads and 
the Fourth of July speeches and the proud 
recitations of American accomplishments. 
It is a vast and constantly increasing cat- 
alog of crime and thoughtlessness and bul- 
lying and cheating; of foul play and dis- 
regard for the rules; of unfair advantage 
and a lack of even the most elementary 
moral qualities; of juvenile delinquency 
and senior conspiracy; of men and women, 
boys and girls who lie and cheat and rob 
and kill . . . apparently for the fun of it 

. . and of a hundred and seventy million 
decent people who are too little concerned 
with what is happening to them. 

This face of America we seldom see in 
the ads. But there is no dearth of it in our 
editorial columns. . . 

And this too is America. This is nothing 
like the pictures in the ads. It is the ne- 
gation of all the ads stand for. This is no 
nebulous danger. It is no foreign danger. 
It is a cancer eating at the heart and vitals 


FROM CRADLE ON—Americans, as depicted 

in the ads, grow up to be happy, carefree, 

mentally alert, physically fit. Is this a 

true picture, Mr. Bernstein asks? Is some- 
thing missing? 


of America. . . a cancer that must be de- 
stroyed before it destroys us. 
* o* * 

All right, you say. Maybe what you are 
telling us is true. Maybe the bad side that 
seems to be getting worse is so bad that 
something positive must be done about it. 
But why tell us about it? What have we, 
as advertising men and women, to do with 
all this? 

My answer is simple. I am bringing this 
festering sore to your attention because I 
think every one of us in America—in 
whatever place we may live or whatever 
vocation we may be engaged in—must 
concern himself with this problem. And I 
am belaboring you with this story because 
I believe that people like you and me— 
advertising people—may be able to lend 
powerful assistance in the fight against 
moral and social decay. 


A Fateful Challenge 


Believe me, I have no illusions about 
the difficulty of the task. I have no easy 
solutions for the problem. I know that 
hundreds of thousands of the best brains 
in the country—including a great many 
advertising brains—have been devoted to 
trying to stem the tide toward crime and 
immorality; and I know—and you know— 
that no one can claim any marked success 
in this field. 

But I know also—and so do you—that 
no matter how hard the job, or how many 
times we fail, we simply cannot give up 
trying. We must fight this scourge and 
we must eventually win, or die in the at- 
tempt. For my part, I would rather fight 
against hopeless odds than accept defeat. 
And I hope you will agree with me. 

Well then, you ask: what can we adver- 
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AN ALPHABET OF GOOD THINGS ABOUT PETROLEUM 
: ye Go-devil 4 Gun 


Goldiloc 
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Good citizen 
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AMERICA’S FACE NO. 1—America wears two faces, but only one shows up in ads like the 
one above, says Mr. Bernstein. For America’s other face, see the cut below. 


tising people do? And I answer: 


We can try to make good citizen- 
ship fashionable. 

We can try to make it popular to 
be a good guy, and unpopular to 
be a bad guy. 

We can work and strive and 
search for the successful psycho- 
logical approach to this tremendous 
problem; and if we work hard 
enough and long enough and intelli- 
gently enough, I am convinced that 
we can find it. 


Maybe we will hesitate, and falter, and 
stumble. Maybe it will take us years of 
trial and error to come up with a really 
effective answer, but it can be done—and 
advertising people are the people to do it. 

* * * 

Look at it this way. One of the most 
basic human urges is the desire to be well 
thought of by one’s fellow men. I think 
this is the first “acquired” urge; that is, 
after we dismiss the normal animal in- 
stincts we are born with, this “social” urge 
comes along. It is an intensely powerful 
urge. Every human being wants desper- 
ately the admiration, the respect and the 
affection of other human beings. He wants 
standing and stature. He wants a secure 
place in some social group—whether that 
social group is composed of outstanding 
citizens, or the members of a hoodlum 
gang. 

We in advertising know well the im- 
portance and the tremendous value of this 
basic urge. We use it all the time. At its 
best it is almost the trademark of Ameri- 
ca. It is the urge that makes a man strive 
to do better, to accomplish more, to win 
honors in the classroom or on the athletic 
field, or in the political or social realm. 
It is the constant striving for success, the 
restless drive for more and better things. 
It is a potent and a wonderful social in- 
strument. 


s But America and the world have per- 
mitted this wonderful urge, this basic hu- 
man need, to become diseased and warped. 
And maybe advertising, along with a host 
of other things, is more than a little to 
blame for this, too. Maybe we have done 
so good a job of building up wealth and 
influence and a solid gold Cadillac as sym- 
bols of success and social stature that we 
cease to wonder, or to care, how an indi- 
vidual gets his wealth or his influence or 
his solid gold Cadillac. Just so he has them. 
And so “sucker” and “square” have come 
to be the two most devastating appela- 
tions in the American language. They are 
far worse designations than “crook” or 
“hoodlum” or “chiseler” or “fraud.” 


‘Sucker’ Detined 


A “sucker,” by current definition, is a 
person who pays his traffic fine when he 
gets a ticket, instead of bribing a cop or 
having it fixed. 

A “sucker” is a person who pays his 


property tax or his income tax without 
chiseling. 

A “sucker” is a man who thinks he is 
supposed to resist racketeering, even at 
personal expense or inconvenience. 

A “sucker” is a fellow who thinks it’s 
more important to play the game fairly 
than it is to win. 

A “sucker” is a workman who gives his 
job an extra five minutes of time or an 
extra ounce of effort, or a boss who gives 
his employes more pay or more considera- 
tion than is forced out of him by a tough 
union. 

A “sucker” is a man or woman who be- 
lieves that other people are inherently 
honest and decent. 

A “sucker” is a guy who believes in 
always giving a sucker a break. 

Almost, one might say, a sucker is a de- 
cent citizen, who lives up to the rules, 
takes no unfair advantages, and cuts no 
tricky corners. And in return gets nothing 
but contempt from his fellow man. Who 
wants to be a sucker? 


s A square is even worse. He differs from 
a “sucker” principally in that he is young- 
er, and the evidence of his being a square 
may be that he wears the wrong kind of 
pants or combs his hair the wrong way. 
But he may also be a square because he’s 
unwilling to join a truancy parade, or be- 
cause he doesn’t want to steal, or slug a 
rival, or snatch a woman’s purse. 

Look magazine recently tried to define 
a “square” and did a pretty good job of 
outlining how the “square” concept con- 
tributes to the juvenile delinquency prob- 
lem. Like this: 

“Whenever teen-agers are asked about 
their deepest concerns, they rarely say they 
are frightened by the H-bomb, anxious 
about the Russians or even particularly 
bothered by the new inevitability of mil- 
itary service for boys. Rather, many of 
their apprehensions can be summed up 
in one phrase: They are afraid to be 
‘squares.’ 


= “In the teen-age lexicon, there is no 
suitable antonym for ‘square,’ such as 
‘round’ or ‘oblong.’ Such words as ‘hep’ 
and ‘on the beam’ are themselves ‘square’ 
today. Sociologists often define this atti- 
tude as a desire to be a member of the 
‘in-group.’ But it is not so much a matter 
of ‘being in’ as it is a matter of ‘not being 
out.’ 

“Dr. H. H. Remmers, originator of the 
Purdue Opinion Polls, reports in his new 
book, ‘The American Teenager,’ that 92% 
of our teens ‘think it is important to act 
the way other people expect.’ This is what 
is meant by not being ‘square,’ and it ap- 
plies to clothes and customs as well as 
behavior. . .” 


. > * 
R ght now it is smart and sophisticated 
and fashionable and popular to scorn 
squares and suckers; to be tough and hard 


and cynical; to worship success and power 
and money and influence, and don’t be 
silly about old-fashioned virtues and mor- 
als. The important thing is to get yours, 
and the more you get, the faster and 
more ruthlessly you get it, the more stat- 
ure and status you'll have in society. 


We are perilously near the time, 
I fear, when enough people feel this 
way to spoil the whole barrel. And 
we are getting nearer every minute. 


I am not naive enough to believe that 
advertising can change this basic situa- 
tion. The underlying social causes of re- 
volt against authority, or disregard for 
the sacredness and dignity of human life, 
the seething cauldron of unrest and dis- 
satisfaction in the midst of amazing plenty 
—these are problems far and away beyond 
the ken and the scope of advertising. 

But I am naive enough to believe that 
advertising and the related arts of mass 
persuasion can help mightily to build a 
psychological climate without which no 
amount of moralizing or social fixing can 
hope for ultimate success. 


I think it is possible for us as ad- 
vertising people to use the skills we 
have learned in advertising not to 
moralize—not to point out what’s 
right (there are others far better 
qualified for this task than we)— 
but to make what’s right popular— 
to make decency and integrity fash- 
ionable. 


A Never-Ending Job 


The task is a truly formidable one. I do 
not believe we can do it alone. I do not 
believe our chances of success are much 
greater than one in a hundred, or maybe 
even one in a thousand. But I repeat, I’d 
rather try against almost hopeless odds 
than just sit still, doing nothing. And I 
hope you agree with me. 

Specifically, I’d like to see you here, 
through your local advertising clubs, 
join a crusade—a crusade to make good 
citizenship popular, to make decency 
fashionable—and conversely to make 
cheats and chiselers and hoodlums and 
juvenile delinquents less popular and less 
attractive. 

I don’t have a ready-made formula, 
complete with scripts and slogans, to give 
you. I am not smart enough to spell it 
out. All I can give you is a starting spark. 
But I'll bet that if you take on the job, you 
can work up a hundred worth while ideas 
in a single brainstorming session. The im- 
portant thing is to get at it, and to stay 
with it. 


® I would hope that each of you would in- 
duce your local advertising club to set up 
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a committee—call it the Committee to 
Make the Real America More Like the 
Pictures in the Ads, if you want to call it 
that—to study this problem and to work 
at it, and to stay with it maybe 
forever. 

I’d certainly expect to see you utilize 
the best brains in advertising and public 
relations and mass communications, in a 
concerted and continuing effort to arouse 
the right kind of psychological reaction 
among the masses of the people. 

Maybe you can organize a new civic 
group, or revitalize some existing local 
group, and make it the nucleus of a drive 
for good citizenship that will gain mo- 
mentum day by day and enlist the support 
of all right-thinking people. 


® Maybe you can figure out a way to put 
an aura of glamor around Mr. and Mrs. 
Decent Citizen; maybe you can get ordi- 
nary, average citizens to change a few of 
their own habits modestly; maybe you can 
discourage cheating and chiseling and 
don’t-be-a-sucker attitudes among your 
own circle of friends. Maybe, even, you can 
make your own children believe that you 
really believe in the things they are all 
taught in school. 

I would hope that you can develop an 
advertising campaign that would help 
mightily . . . and run forever. The kind of 
campaign I visualize must talk the lan- 
guage of the street. It must not seem to 
moralize. It must not preach. It must be 
realistic . . . “on the beam”. . . down to 
earth. 

Above all, it must not be the kind of 
campaign that wins nods of approval from 
kind old ladies and devout church-goers, 
and snorts of derision from the kids on the 
corner or the tough guys on the river 
docks. 


® I would hope that public relations 
would not be neglected. That as part of 
your crusade you would discuss crime re- 
porting with your newspaper and radio 
and television stations. You would urge 
that care be used not to glamorize crime 
or criminals; that photographers stop pos- 
ing the 17-year-old girl friend of the two 
stick-up men so she looks sexy and glam- 
orous that everything possible be 
done to make active good citizenship fash- 
ionable and socially desirable, and any- 
thing else socially unacceptable. 

I would hope you would keep a continu- 
ing eye and ear on television and radio 
scripts, on the movies being shown, on 
the lyrics being played in the juke boxes 
—to make sure that “Somebody Up There 
Likes Me” and Jesse James as hero in- 
stead of villain don’t take the place of the 
solid old heroes of the past. 

And finally I would hope that you would 
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FACE NO. 2—America’s other face shows up on newspaper front pages and is a negation 
of everything in the ads; it is a catalog of crime, bullying and cheating, says Mr. Bern- 
stein. And he asks admen to do something about it. 
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TS OVER 


Yes, the strike is over and St. Paul’s heavy pocket-book shoppers 
(average family income $6,099) are hungrily devouring the St. Paul 
Dispatch-Pioneer Press looking for things to buy. Shoppers are 
returning by the thousands to crowded Department Stores, Super 
Markets, Drug Stores and Specialty Shops. 


Now, more than ever, a big advertising message in this rich (603 
million dollar)’ St. Paul market will return big sales. Saturation 
coverage is assured exclusively in the St. Paul Dispatch-Pioneer Press. 
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NOW YOU CAN AGAIN SATURATE 
THIS HUGE 516,300 MARKET 
WITH THE ST. PAUL DISPATCH- 
PIONEER PRESS 
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FAMILY COVERAGE 
Ramsey, Dakota ond Washington Counties 


SUNDAY 
Other T. C. daily coverage—Morning 3.9%, evening 


6.5%, Sunday 16.7%. Sources—Sales Management 
5-10-57, ABC 3-31-57. 


REPRESENTATIVES 


RIDDER-JOHNS, INC. 


NEW YORK - 
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SAN FRANCISCO + LOS ANGELES 
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ST. PAUL + MINNEAPOLIS 
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do your best to induce others in other 
cities to join in a similar crusade, so that 
ultimately the movement might spread to 
every corner of the land. 

* + + * 


Have I presented you with a tremen- 
dous job? A big order? Sure. One of the 
biggest and toughest you and I have ever 
seen. 

So what? That’s the kind of challenge 
that big men and women are made for. 
And it’s the kind of challenge that plenty 
of upstanding citizens in your community 
are eager to take up with you, once you 
supply the focal point and the leadership. 


Others Eager to Help 


I gave this talk first, to the Advertisers 
Club of Cincinnati. The three local news- 
papers, and the local broadcast media, 
gave it a pretty good play. And as a re- 
sult, two days later, I got a letter from a 
man who was not at the meeting. He en- 
closed a clipping of one of the newspaper 
reports of my talk, and he wrote: 

“IT read with interest the newspaper ac- 
count of your talk, because I have long 
held a similar doctrine. 


s “I’m a labor stiff,” he wrote me, “pres- 
ident and business agent of my local— 
and, as you probably know, mine is not 
rated as a pantywaist job. Therefore it 
may interest you to know that the idea 
you threw out in Cincinnati strikes a sur- 
prisingly popular note—and not just 
among devout old ladies and churchgoers. 
We don’t have many of them in our union, 
but I manage to get reelected. 

“T arm enclosing a copy of a talk I gave 
at a credit union convention last April in 
which I expressed your idea,” he wrote. 
“Over 3,000 people were at the convention 
and a couple of hundred must have shaken 
my hand and complimented me. Many 
more wrote. The thing was printed by re- 
quest and distributed statewide. 

“T don’t think it was that good,” he con- 
tinued. “I think people just aren’t as cyn- 
ical as they pretend. Too many of us are 
buffaloed by the dictum that ‘y’ gotta be 
practical.’ Leaders are too damn smugly 
sure that the common herd are lost souls 
—and they lead in the direction they think 
the mob wants to go. Glad you sounded a 
new note.” 


s The man who wrote me that letter is 
Frank J. Gorsler, president and business 
agent of Cincinnati Typographical Union 
No. 3. And what he told that credit union 
convention was pretty much what I have 
been telling you. 

“Cynics tell you in print, in plays and 
jokes that we have become a nation whose 
coat of arms is a greased palm crossed by 
a fast buck,” he said; “that nobody does 


anything except for personal gain; that 
the inspiring cry, ‘Give me liberty or give 
me death’ has been shortened to just plain 
‘Gimme’.” 

“And this thickening fog of cynicism 
spreads over the whole American scene,” 
Mr. Gorsler continued. “We sneer at poli- 
ticians and expect the cops will ‘take’; we 
want traffic tickets ‘fixed’ and say flip- 
pantly that only the dumb guy gets caught 
. . . Our children are given the idea that 
the main purpose of education is to enable 
them to make more money and be re- 
deemed from the hell of ever having to 
soil their hands. 

“True enough, our people séem to go 
along with this glossy doctrine—maybe 
because we don’t want to appear naive or 
unsophisticated. 

“But I believe,” said Mr. Gorsler, “that 
underneath that veneer, in their hearts, 
the American people are yearning— 
yearning for a great idea and a great ideal 
—for a star to follow.” 


s Well, let me show you one more slide. 
It is from the Dick Tracy strip which ap- 
peared in the Sunday newspapers Sept. 1. 
I have not always admired this comic strip. 
I’m not sure I do yet. But the final five 
frames of the usual Sunday dozen dem- 
onstrate beautifully the kind of thing I 
haveinmind... 

Look at these frames. “I never saw you 
fellows look so sharp.” “Thanks, Sam, we 
guys are dressing right these days.’ And 
then a discussion of teen-age dressing and 
crime and morality. All couched in teen- 
influencing words, in situations that teens 
can understand and respond to. 

Let me read those four frames to you. 

“You mean,” says Detective Sam, “no 
more monkey suits or tight pants, sweat 
shirts and motorcycle boots?” And the an- 
swer is: “No Sir! They’re a laugh—infant 
stuff. The regular guys are dressing up.” 
. . . “We figure if you’re going to be a jerk 
dress like a jerk. As for us—we’re men— 
and we want to dress like men.” 

“Fellows,” says Sam, “you’ve got some- 
thing there! I notice in many of our crim- 
inal cases the boys involved are sloppily 
dressed.” And so on. 


s This is the sort of thing that could help 
mightily, I believe, to make decent dress- 
ing more popular, and sloppy dressing less 
popular. And the same techniques can be 
applied to other aspects of juvenile and 
senior delinquency. 

Let me tell you a secret about that se- 
quence in the Dick Tracy strip. It did not 
just happen. The idea of promoting neater 
and better dressing to juveniles was sug- 
gested to Chester Gould, the creator of 
Dick Tracy, by the American Institute of 
Men’s and Boys’ Wear. The institute has a 
selfish motive in promoting better dress- 


ing, and Mr. Gould knows it. He and his 
fellow comic strip artists are under pres- 
sure a hundred times a day to promote 
some cause or other. He could never be 
induced to give a commercial product a 
push. 

But he was easy to sell on this idea. 
Why? Because he believes it is important 
to the country; because he believes that 
one way to attack juvenile delinquency is 
to attack the symbols of delinquency that 
manifest themselves in certain habits of 
dress. 

* a * 

As Sam says in the Dick Tracy strip, 
“Boy! This could spread!” 

I say, let’s make it spread—through ad- 
vertising, through the comics strips, 
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through the news and picture columns, 
through the movies, through all the mys- 
terious ways in which a message can be 
spread. 

Let us do what we can to start the 
ball rolling—to use advertising and all 
the arts of mass persuasion to make 
what’s right popular—to make decency 
and honesty and integrity and good citi- 
zenship fashionable. 


s It is a long, and arduous, a never- 
ending job, beset with difficulties and 
frustrations. But it is a job which can be 
done, and must be done. The important 
thing for all of us is to get at it and to 
stay with it. 

This could spread! + 


Next—Advertising by Electrical 
Stimulation of the Brain? 


About 18 manths before the term “subliminal advertising” began to 
appear in the advertising press, Advertising Age published a column 
I had written that was more prophetic than its author dared hope. The 
title of that column was “Next—Advertising by Electrical Stimulation 
of the Brain?” The date of publication was May 21, 1956. Because the 
march of events has made that column more timely today—and more 
believable—lI present it again precisely as it appeared in these pages 


over a year and a half ago.—E.B.W. 


By E. B. Weiss 

A senatorial sub-committee was recent- 
ly told by the director of the National 
Institute of Mental Health of a profound 
step ahead in our understanding of the 
electrical functioning of the brain—a sci- 
entific breakthrough in 
the still dark area of 
the mind—that has 
simply staggering po- 
tentialities (for good, 
for evil, and for infi- 
nite gradations in be- 
tween). 

These, in brief, are 
the facts—the cold, 
blunt, scientific facts: 

Dr. John Lilly is a 
top-ranking neurophysiologist and psy- 
chotherapist. He has been pursuing pure 
research in the realm of the electrical 
emotional circuits in the brains of animals. 
Some of his remarkable experimental 
work was recently reported by Dr. Rob- 
ert H. Felix, director of the National In- 
stitute of Mental Health, to the Senate ap- 
propriations subcommittee on health. Dr. 
Felix, with almost total scientific abandon, 
told the senators that Dr. Lilly’s experi- 
ments have “almost frightening potenti- 
alities.” (Perhaps neither Dr. Lilly nor Dr. 
Felix comprehend how truly frightening 
those potentialities may become if, as and 
when the advertising man toys with this 
new scientific marvel!) 


E. B. Weiss 


® Dr. Felix told the senatorial subcom- 
mittee members that, under Dr. Lilly’s 
technique, electrodes are planted deep in 
the brains of a monkey. The electrodes, 
once implanted, do not hurt. Now, reports 
Dr. Felix: “When the monkey is asleep 
and you wake him suddenly so that he 
becomes startled and angry and snarls, and 
wants to tear you apart—by just closing 
the circuit, his behavior changes so quick- 
ly that it is literally as quick as the flash 
of lightning. He becomes pleasant and 
friendly and wants you to pick him up and 
he will stroke your hand.” 

And continuing, Dr. Felix declared: “If 
there is a circuit in the brain which, when 
stimulated by some means, causes this 
kind of good feeling, it is there for some 
purpose. I am almost frightened to say 
what I think might come of this in terms 


of the treatment of the mentally ill. 

“If we can, by knowing what elements 
in the environment produce chemical or 
electrical changes in the brain, cause this 
particular circuit—or others which we 
may find—to function differently than 
they do in the so-called normal individual, 
thus altering emotional states, I don’t 
know where we will go.” 

Dr. Felix continued that this discovery 
made him “feel like Buck Rogers” and, 
he predicted: ‘‘We are just on the thresh- 
old. And where we will go—the most hon- 
est thing to say is I don’t know. But it is so 
far, so fast, that our wildest dreams are 
likely to be ultra-conservative.” 

His summation: “I think we are going 
to be able to modify abnormal behavior by 
doing things to the brain.” (And I might 
mention that some electrode experiments 
have already been conducted on human 
brains in some dementia praecox cases; 
with what results I do not know.) 


8s Now—let science fiction take over. And 
permit me to be the fictioneer. 

First—if abnormal behavior may be 
corrected by electrically “doing things to 
the brain,” then, I would assume that 
normal behavior may be similarly changed, 
or molded, or controlled, or directed. (And 
that is a frightening thought!) 

Second—in any event, there is no sci- 
entific line of demarcation between nor- 
mal and abnormal behavior. (The behavior 
of the Nazis under Hitler was presumably 
normal in Germany; quite abnormal to 
the rest of the world. The deification of 
Stalin—ditto.) Consequently, it would not 
be rash to conclude that most, if not all, 
behavior may be regulated by electrical 
manipulation of the brain’s cells, always 
bearing in mind that the brain is, in many 
respects, an “electrical” organ. 


s Third—there is no reason for assuming 
that it will always be necessary to plant 
electrodes in the brain in order to achieve 
these results. It was this same experi- 
menter—Dr. Lilly—who recently, in self- 
conducted experiments, made the equally 
startling discovery that, when the human 
animal is cut off completely from external 
stimuli, he soon loses his power of reason, 
his thoughts go round and round in a 
closed circuit—and he soon goes mad. 
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(These experiments went far beyond typ- 
ical isolation; this was total isolation from 
any and all external stimuli.) Clearly, part 
of these external stimuli consist of elec- 
trical discharges—so, knowing this, and 
knowing, too, about the newer techniques 
for directing electrical phenomena through 
the ether (radio, tv, etc.), it is entirely 
probable that some day at least some of 
the brain’s functions may be controlled by 
external electrical penetration. (I get 
frightened as I write this!) 

Fourth—behavior is a compound of emo- 
tions. Advertising is beihg planned, more 
and more, to mold emotions. (My good 
friend, Pierre Martineau, director of re- 
search of the Chicago Tribune, has been 
one of the vigorous and able champions 
of this concept of advertising.) Ipso facto: 
Will advertising, some day, consist of 
broadcast electrical discharges beamed to 
penetrate specific brain areas for the pur- 
pose of shaping specific buying behavior 
patterns? Will the creative function in 
advertising disappear, and will we then 
have push-button “advertising” control- 
ling push-button shoppers? 


= Of course, this is all laughable. It’s 
completely impossible. And I confess I’ve 
advanced these surmises with tongue in 
cheek. 

And yet—and yet: In a book published 
in the last year by a famous British sci- 
entist, Sir George Thomson, and entitled: 
“The Foreseeable Future,” the author sug- 


gests that monkeys could be trained to 
perform certain production functions at 
machines—and he tells how one individu- 
al has trained monkeys to pick a fruit, only 
in its ripened state, off trees. When Sir 
George Thomson advanced this suggestion, 
Dr. Lilly’s remarkable experiments with 
the electrical stimulation .of monkeys’ 
brains had not yet been made. Tie the two 
together, and maybe this isn’t all fantasy. 


s I know that up in Canada some remark- 
able experiments have been made, in cases 
of brain surgery, which involve touching 
parts of the exposed brain with electrical 
wires. The patient immediately recalls, in 
infinite and perfect details, events that 
took place many years ago. Relate these 
experiments to Dr. Lilly’s experiments 
and maybe you, too, will be a bit fright- 
ened. 

The brain is the last organ of the human 
body to be explored. In the last two years, 
studies of its electrical functions have 
made stupendous progress. In the next five 
years, it is entirely probable that some 
tiny degree of control over the brain 
by electrical techniques will have been 
achieved, over and beyond those already 
achieved by Dr. Lilly and other experi- 
menters. 

Advertising’s object—indeed, the object 
of every activity involved in the total 
process of selling—is the human brain. 

Put two and two together—and tell me 
how you react! # 


Mail Order and Direct Mail Advertising .. . 


Mail Order—the Great School 
for Ad Writers 


By Elon G. Borton 


In the Dec. 9 issue of AA, my fellow 
columnist, James D. Woolf, devoted his 
column to a well-deserved complimentary 
analysis of a recent book, “Making Ads 
Pay,” by John Caples. I agree with Woolf 
that this is “tone of the 
most practical and use- 
ful books on advertis- 
ing I have read in a 
long, long time.” 

Caples begins the 
first and last chapters 
of tlhe book with the 
advice given him by 
his first copy chief on 
the first day of his first 
job as a copywriter— 
advice around which he has built much 
of his own .successful copywriting career 
and around which he has largely built 
his book. 

The advice was to study mail order 
ads, try to figure out what the successes 
had which the failures did not have, and 
then to put into his own ads those things 
which will make them successful. 

In a sense, I suppose this is what every 
ad writer tries to do. He examines his 


Elon G. Borton 


Employe Communications... 


own past ads and the ads of others and 
tries to determine what makes some suc- 
cessful and others fail, so that he may 
know what to incorporate and what to 
omit in his writing. He tries to learn by 
experience—his own and others. 


s The crux of the problem is knowing 
which ads are successful and which are 
failures. Awards won’t tell you, nor the 
acclaim of other advertising men. Read- 
ership surveys will help, some sales area 
tests will give some indications and pre- 
testing of opinions is sometimes valuable. 

But there are two kinds of advertising 
—mail order and retailing—which give 
quick, direct, provable figures on the ef- 
fectiveness of advertising for its usual 
primary purposes of creating sales. They 
come most closely to rating ad results 
scientifically. 

Any man who has result figures avail- 
able and will study mail order ads will 
soon find a pattern of things which have 
worked and things which have failed. 
He will not have to guess—he will know. 

As Caples says, “The mail order busi- 
ness has always been one of the greatest 
schools in which to learn how to make 
advertising sell.” + 


Medical Advice for Employes 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

As consultants to management in em- 
ploye communication, we are occasionally 
asked to appraise the value of a medical 
column in periodicals for employes. The 
proponents of the medical column feel that 
such a department has a specific value in 


that it can, and perhaps does, reduce ab- 
senteeism. They add that such columns 
generally have high human interest for 
employe readers. 

The dissenters say that every daily 
newspaper and most general magazines 
have medical departments and that the 
employe publication thereby needlessly 
invades the territory of the general press. 


s Employe surveys do show substantial 
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A new, though still small, school of travel advertising seems to be rearing 
its intellectual head. This is the school which believes that many people travel 
chiefly to learn about a country, to absorb its history and customs, to acquaint 
themselves with its economics and pattern of life. The other, of course—which 
is the older and considerably larger school—adheres to the belief that people 
travel chiefly to enjoy themselves. 


This advertisement for the Israel Government Tourist Office is a good exam- 
ple of the emergent school. (The Puerto Rico advertising is also in this school 
—and it may be that countries in which great development is taking place can 
quite properly advertise themselves in this way.) This is no swimming pool, 
no luxury hotel, no golf course; this is the rocky, uninviting entrance to King 
Solomon’s mines, not near Tel Aviv, not near Haifa, but down in the danger 
spot of Elath. 


By contrast we offer the Moore-McCormack ad. Naturally, this is for a mode 
of conveyance, a way of getting there rather than for a place to be visited. 
But it talks about sunbathing, meeting new friends, sleeping the whole night 
through in your stateroom. If it were written in the new school, it would 
probably show a doctor, speaking directly to the reader and prescribing a sea 
voyage to relieve tension and lengthen life. None of your enjoyment in this 
school—just hard, inescapable facts. Caption? This is the way to avoid a coro- 
nary. 

As for us, we think we'd be inclined to steer a course somewhere between 
the two schools. The new school, we are afraid, speaks to a much too limited 
audience. The old school, we feel fairly certain, dredges up appeals much too 
lifeless to stimulate desire. The new school is undoubtedly a revolt against the 
old school; but, rejecting treacle, it offers a medicine a little too bitter to evoke 


enthusiasm. # 


reader interest in these departments, par- 
ticularly if they originate with the com- 
pany medical director or some other auth- 
ority known to the reading community. 
Checks against company medical offices 
indicate that these articles have construc- 
tive value. Recent features on Asian flu in 
employe papers, according to reports, have 
had a helpful effect either in persuading 
employes to obtain shots at the plant or 
from their own physicians. 

Last year a company medical director 
was disturbed because the number of 
blood donors at the plant had been declin- 
ing slowly from year to year, in spite of 
letters to the home, notices on bulletin 
boards and appeals in the company jour- 
nal. The director was urged to by-line an 
article in the company magazine telling 
why blood donations were important, and 
key it to the next blood donor day. The 
donations went far beyond the quota. 

One industrial relations manager, who 
supervises the medical services at his 
company, says that medical articles in the 
employe paper have helped reduce the 
number of colds around the plant and that 


absenteeism has in turn been reduced. 


s Many medical departments in employe 
papers are dully written. They are cold 
and academic, and full of advice with 
which readers are already entirely famil- 
iar. Some authors show no particular fa- 
miliarity with plant problems. The obser- 
vant medical writer, however, can make 
his material interesting and helpful, and 
move over a wide range of topics. One 
medical writer helped the safety cause by 
discussing safety shoes, in terms of what 
can happen to the employe who fails to 
wear them. Another makes a moral out of 
virtually every eye injury, caused by the 
injured man’s failure to wear safety 
glasses. 

Can medical departments make lively 
reading? Indeed they can. Recently Dr. 
CH. Baylor, assistant medical director of 
The Texas Co., discussed mental health 
in the employe paper. He concluded with 
this pat bit of advice, which isn’t limited 
in its value to workers in an oil refinery: 

“If you are 19 years of age, act 19. If you 
are 48, that’s all right, too. If you are 65, 
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retire gracefully. It is extremely difficult 
to hide one’s age. If God gave you brown 
hair, leave it that way; if you were born 
on a Virginia farm, don’t develop an Ox- 
ford accent. If you fall victim to acropho- 
bia, take the train. It’s all very simple. 


Salesense in Advertising ... 


When you are being your natural self and 
following your own personal pattern, you 
are relaxed and so is your nervous system. 
It is a cheap and highly successful method 
to achieve sound sleep, abundant energy 
and an optimistic outlook.” + 


The More You Tell, the More You Sell 


By James D. Woolf 
Advertising Consultant 


Broadly speaking, it seems to me, there 
are two kinds of commercial products: 

1. Products that are necessities, utili- 
tarian things man must have for his com- 
fort, well-being, and survival. For exam- 
ple, such basic foods as 
meat, milk, and bread; 
a watch to keep time 
with; a razor to shave 
with; a roof; a bed. 

2. Non-necessity 
products that feed 
man’s subjective han- 
kerings. For example, 
caviar and pate de fois 
gras, Countess Mara 
ties, and the imbecilic 
automobiles of 1958. 

How the consumer reacts to advertising 
depends, I think, on the kind of product he 
is being invited to appraise and purchase. 
If, for example, the product is canned sar- 
dines, he is as cold emotionally as a jar of 
pickled beets. How much quality he gets 
for how little money, is the only consid- 
eration that counts; in short, he makes a 
rational and totally unemotional decision; 
sardines satisfy no subjective hunger. 


James D. Woolf 


s But the come-lately savants, I believe, 
do not agree with me. These mystic schol- 
ars, all of them apparently disciples of 
Sigmund Freud, appear to hold to the 
view that man’s behavior in the market 
place is motivated—largely, if not entire- 
ly—by his subjective hungers and frus- 
trations. No matter how necessitous the 
product—a can of beans, for instance, or 
a package of razor blades—the motive 
force behind his purchase in some way 
pertains to his deep-down psychic yearn- 
ings. I cannot accept this view. I do not 
for one moment believe that the consum- 
er’s purchase of everyday necessities— 
let’s say, for example, a can opener or a 
pair of shoe strings—has a blessed thing 
to do with his id, or his libido, or his 
psyche, or with his psychological frustra- 


Wesson Oil 
takes the smoke out of frying! 
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FAR FROM STODGY—Rational. Reason-why. 
Persuasive. Convincing. A honey of an ad. 
l am utterly baffled by the savants who so 
bitterly attack reason-why copy that is 
sober, serious, and dignified—and sensi- 
ble. Such advertising, they charge, is 
stodgy and old-fashioned. What nonsense! 


tions, or with any sort of subjective crav- 
ing. We need no depth-probing to tell us 
that, quite rationally, he wants a can 
opener that is efficient, durable, easy to 
operate, and fairly priced—and that, very 
sensibly, he wants shoe strings that look 
good and have enough tensil strength and 
ruggedness to last a long time. 


s I am not saying that emotional appeals 
are of no account in advertising; we know 
that, especially in the case of non-neces- 
sity products, they are tremendously ef- 
fective. The U.S. School of Music (“They 
Laughed When I Sat Down at the Piano”) 
was not a necessity, strictly speaking, and 
neither is Woodbury’s soap (“A Skin You 
Love to Touch”) nor Listerine (“Always 
Bridesmaid But Never a Bride”). But 
think how fatuous it would be to go emo- 
tional over, say, such utilitarian products 
as Campbell’s soups or Wesson oil! 
(‘He’ll Know You Adore Him When You 
Serve H.m Campbell’s Soup!”) (“How 
Wesson’s Oil Won Back Her Husband’s 
Love.”’) 

Fortunately, despite all the furor about 
hidden persuasion and the irrationalness 
of man, most experienced advertisers of 
necessitous products are keeping their 
feet sensibly on the ground. Consider, for 
example, the January issue of Ladies’ 
Home Journal, one of our most outstand- 
ing and respected media. I find in it little 
evidence that its readers are being “man- 
ipulated” by the depth-probers. In this is- 
sue are 36 ads which are a full page or 
larger in size; 31 of these ads feature more 
or less necessitous products and make no 
attempt whatever to appeal to the read- 
er’s subjective yearnings; the remaining 
5 are only very mildly emotional. Here 
are a few examples of headlines that ap- 
parently were written without benefit of 
depth-probing: 

Pinit: Discovered by Procter & Gamble. 
First and only permanent with pin curl 
ease, rod curl strength. 

Vick’s VapoRub: 
prove ... Vick’s 


Atom tracer tests 
VapoRub acts faster, 


How does your cold develop? 


ae 


Coldene attacks all these symptoms 
in any stage of the common cold 
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A LOT OF WORDS—Trouble with this ad is it 

doesn’t “manipulate” the reader. And it 

assumes he is a rational human being. 

What’s more, there are a heap of words 

in the ad, a procedure that is frowned on 
by the savants, 


=e 
ban rolls on protection » 
that stays on! 


SO 


see oo © te gre memonent 
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PRODUCT SELL—There’s no id in this ad. It’s 

straight product sell. And I’ll wager it 

wasn’t “depth probing” which uncovered 

the fact that “rolls on” is an appealing 
consumer benefit. 


longer than aspirin or any cold tablet— 
without internal dosing. 


Mum: No matter how active you are all 
day ... New Mum stops odor without ir- 
ritation. 


Krafts marshmallows: Marshmallowy, 
Quick and Easy: Kraft Recipe-Size Marsh- 
mallows The Only Kind That Stay Soft! 

Campbell’s soup: Souper Special Budg- 
et Beaters. 

Pond’s cold cream: Pond’s exclusive 
formula replaces the beauty oils that ten- 
sion drains away. 

Ban: Ban rolls on protection that stays 
on! 

Coldene: Coldene attacks all these 


symptoms in any stage of the common 
cold. 


s Every one of these headlines, which are 
typical of all 31, promise a consumer ben- 
efit in terms of product facts. They are 
completely rational and make no attempt 
te befuddle the reader emotionally. Read- 
er “manipulation,” at least in the January 
issue of the Journal, simply does not exist. 

I have always maintained that product 
facts, interpreted in terms of practical 
benefits the consumer consciously wants, 
and presented on the assumption that he 
is a rational human being, are a powerful 
persuasive force in advertising. Even 
when the advertisement correctly makes 
an emotional pitch at the reader’s subjec- 
tive hankerings, the appeal gains persua- 
sion and conviction when it is supported 
by product information. I am in full 
agreement with this assertion once made 
by Victor O. Schwab, noted mail order 
authority: 

“People need and want facts, both as 
reasons and excuses for buying—in order 
to justify to themselves (and to others, if 
necessary) a buying-decision which may 
really be based on their emotions alone.” 
Mr. Schwab also noted that “the more 
facts you present, the more credible your 
advertisement, and everything in it, will 
become.” 


= The Graduate School of Retailing at 
New York University once made an ex- 
haustive study of retail advertising effec- 
tiveness. Why were some ads highly re- 
sultful, others only fair, still others no 
good at all? Hundreds of ads were put un- 
der the microscope and carefully anal- 
yzed. The net conclusion was this: “The 
more facts you tell, the more you sell. An 
advertisement’s chance for success invar- 
iably increases as the number of pertinent 
merchandise facts included in the adver- 
tisement increases.” 

In summary, it would appear that, 
whether your advertising is emotional or 
rational—whether it is subjective or ob- 
jective in its appeal to the reader—the 
more you tell, the more you sell, # 


Advertising Age, February 10, 1958 


Marshmallowy, Quick and Easy: 


The only kind 


OLD FASHIONED—T his is an old fashioned ad 

for sure, one of the same general style 

that Kraft has been running for 30 years. 

The ad is about as emotional as a ten- 

penny nail and completely ignores the 

reader’s subjective yearnings and stuff. 
Time to call the good doctor. 


souper special 


BUDGET BEATERS 


Good “Zooks cook with Campbells Soups 
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NO HIDDEN PERSUASION—Here’s another ad 
with no id, and obviously written without 
benefit of probing into the housewife’s 
psyche. Evidently the Campbell’s folks 
never heard of hidden persuasion. 


REASON WHY—I see no appeal here to the 

reader’s subjective hankerings and frus- 

trations. It’s an old-fashioned reason-why 

ad, don’t you think—one that might have 

been written by old-timer Claude Hopkins 
25 years ago. But I like it, 
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Notes on Totes 


A tote dish is one that tastes good and travels well. When 
modern, on-the-go, farm families get together, it’s often 
covered dishes down at the church or Grange—and the 
eating is the “greatest.” 


Farm women are the best cooks in the world, and farm 
folks really appreciate good food. To keep winning those 
family pats-on-the-back, Mrs. Farm Homemaker needs 
recipes and food ideas that save time, save trouble, yet leave 
room for her own personal, creative touch. FARM JOURNAL'S 
food editors specialize in this. 


Starch Readership Ratings reveal that farm women also 
take an extraordinary interest in the food advertising pages 
of FARM JoURNAL. A study of more than 300 food and 
grocery product advertisements appearing in FARM JOURNAL 
and one or more general weekly, women’s service or shelter 
magazines, discloses that FARM JOURNAL consistently de- 
livers nearly twice as many “Read Most” women readers 
per dollar. 


In the farm news field FARM JOURNAL has no equal. But, 
it is more than just the leading farm news magazine. FARM 
JOURNAL is a family service magazine, the magazine farm 
families depend on. 


That is one of the reasons why advertisers invest nearly 
twice as many dollars in FARM JOURNAL as in any other farm 
magazine—more than the next two combined. 


FARM JOURNAL is one of the nine great magazines that average 
more than $1,000,000 in advertising revenue per issue: 
BETTER HOMES and GARDENS - FARM JOURNAL - GOOD HOUSEKEEPING 
LADIES’ HOME JOURNAL - LIFE - LOOK - McCALL'S 
READER'S DIGEST - SATURDAY EVENING POST 


FARM 


JOURNAL 


One of the nation’s truly great service magazines 
Read by most of the best farm families 


Graham Patterson Richard J. Babcock 
Publisher President 
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From an Art Director's Viewpoint .. . 


Who's Playing the Devil, Here? 


for those who like it HOTTER 


Snuder's cluli-peppet flavor gives food a braght new lit ft herghtens 


yous enjoyment but newer hete 


yur tongue. Whatever tastes 


wed with cxtamp ramee beter meh Srader's, the Hotter Catsup 


By Andy Armstrong 

Snider’s page has a chortling quiet about 
it—a crazy happy little moment of silence 
amid the shouting of noisier advertisers. 

It’s a gem. A twister. An underplayed 
double take. 

But when you look 
away from our fork- 
tailed friend, what do 
you see on the label? A 
sweet old lady, dusting 
a tomato. 

She brings to focus 
a very fuzzy area in 
contemporary packag- 
ing. 

You’ve read about 
these big expensive three-day conferences 
where the package designers get together 
in a sort of folk festival, perpetuating 
their myths and enlarging the esoteric vo- 
cabulary of their cult. Sometimes they 
invite other sects. Researchers, for in- 
stance. And out of this periodic frenzy 
comes another Epistle to the Industrialists, 
a thick report in blind-embossed covers, 
memorializing the profundities that rose 


Andy Armstrong 


into the rarified air during those three 
days that shook the packaging world. 

Only trouble is, you can’t sound pro- 
found in a vacuum, 

Package concepts that ignore the prod- 
uct’s advertising are meaningless. Labels 
that tell a different story from the ads, 
or fail to help the ads integrate and sharp- 
en the personality of a product, can can- 
cel out the effort of print and television 
campaigns and sink their dollars without 
trace. 


® Try imagining yourself as very taken 
with this ad. You are stopped. You like 
it. You are sold. You’ve got your mouth 
all set for a hotter catsup. 

You tear down to the supermarket, fight 
your way through a wall of housewives, 
and arrive at the catsup section. You grab 
a bottle of Snider’s. 

At that moment, the dream falls apart. 

You seem to remember something about 
heat, and mystery, and a daring assump- 
tion. But where has it all gone? There’s 
nobody here. Unless you count a sweet 
old lady, dusting a tomato. # 


Looking at Radio and Television ... 


Comes the Revolution 


By the Eye and Ear Man 

The revolution is on. It’s the advertisers 
vs. the networks, and no holds are barred. 
The issues in the argument are simple and 
the solutions are complex. This is what the 
advertiser wants: 

1. A return to 13-week commitments. 

2. Lower prices. 

3. A guaranteed cost per thousand 
homes per minute. 

4. The right to take a summer hiatus 
without penalty. 

5. Generally revised discount 
tures. 

6. The right to buy a minute commer- 
cial in prime time on a network program. 

Here is where the tug of war stands at 
this moment. 


e 1.A return to 13-week commitments. 
The networks have been discussing this 
with their affiliates. The principal prob- 
lem is the fact many programs next year 
will be on film and film shows have 26 in 
the “can” before a sponsor can cancel. It 
is also more costly to make 26 film shows 
than 39, and so the advertiser must pay a 


struc- 


premium price for a bad show. 

The networks aren’t going to give up 
too easily on this one, because they are 
currently experiencing a hard time un- 
loading time periods that delivered rela- 
tively bad ratings this year, and it already 
looks like a tough summer. There is a 
trend; however, to shorter commitments 
this current season, especially on co-spon- 
sored shows, and the trend may gain mo- 
mentum. 

All marginal time will be available on 
13-week commitments, which generally 
means that an alternate-week sponsor can 
get out at the end of 26 weeks. The net- 
works will be forced to pay for premature 
cancelation on films. There will not be 
fewer film shows next fall. 


e 2. Lower prices. 

Performers must pull in their belts this 
year. Shows like the Groucho Marx quiz, 
which is ridiculously priced, will have to 
come down, since they are pricing them- 
selves out of the market, despite high rat- 
ings. The television industry will have to 
cut off fat in general—as all industry is 


doing—and for the same reasons. 

Most lower prices will take the form 
of loss leader shows which the networks 
sell to advertisers at below cost. The best 
example of such a bargain buy this year 
is “Wagon Train,” which NBC is selling 
to its sponsors for a good deal less than 
the network pays for it. 

Station rate increases will be hard to 
get, and in certain areas the structure of 
classifications may be changed to bring 
certain reductions. 

Prices will level off in 1958 and may 
go down. 


e 3. A guaranteed cost per thousand 
homes per minute. 

More and more discussion of this sub- 
ject by talent agencies and networks 
leads to the conclusion that it is coming 
in certain marginal areas. A few stations 
have started this and many programs 
have been offered on a contract that ties 
cost in with ratings. 

A guaranteed cost per thousand will 
not be offered by networks in 1958, but 
some programs will be sold on a rating 
basis and more and more stations will 
have deals based on this formula. 


e 4, The right to take a summer hiatus 
without penalty. 

The networks may oppose this. All of 
their ratings are off in the summer, giving 
advertisers an excuse to ask for a hiatus, 
but only rock bottom prices will get new 
advertisers or seasonal advertisers to take 
the summer. But the pressures are on. 

Some advertisers seeking relief will be 
able to negotiate what in effect are dis- 
counts without the use of summer, but 
they will be disguised as program con- 
tributions and may be secured in ex- 
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change for other concessions such as 39 
firm weeks. 


e 5. Generally revised discount struc- 
tures. 

The networks are smarting under 
severe criticism for their volume and 
contiguity discounts as well as their de- 
finition of Class A time; each network is 
examining its current rate structure and 
some minor changes are contemplated. 

Certain changes will occur in 1958. 
Most important of these will be in the 
daytime, when horizontal and vertical 
discounts will be optional. Reclassifica- 
tion of 7:30 to 8 p.m., EST, and weekends 
may come. 


e 6. The right to buy a minute commer- 
cial in prime time on a network pro- 
gram. 

At one time or another all three net- 
works have historically sold one-minute 
participations in network programs in 
Class A time—some by design and some 
by necessity. Since most advertisers use 
their principle within their own programs, 
the public is accustomed to it. Stations 
are beginning to realize that if they don’t 
get the money from minute spots on net- 
work shows, it may go into other media 
and not necessarily into spots, as they 
once thought. 

Supply and demand will force networks 
to sell spots in programs they cannot sell 
as a whole. A tighter selling season will 
inevitably open up marginal programs for 
minute participations. In general: The 
1958 season will see the first general slow- 
down or halt in the tv price rise. The 
indication is that the current average 
prices are all the traffic will bear, even 
for successful shows. + 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 


As this is written I am about to spend a 
week in a city of over 300,000 where retail 
volume is off, and is reflected in news- 
paper linage. The top five stores want to 
bolster advertising response through the 
coming vital 60 days and I have been 
ploughing through a lot of their ads. 

It just happens three of the five stores 
happened to run ads on Harris tweed gar- 
ments, and they are before me. Among the 
five ads I examined by the three stores 
there was not one that could not have been 
written by any normal adult sitting in an 
office, never having seen a Harris tweed 
garment—and never having talked with a 
buyer who really knows Harris tweed. 


= Sol take from my file the above ad 
from Sydney, Australia’s, leading store, to 
show how excellent an ad can be that rep- 
resents intelligent collaboration between 
good ad person and good buyer. This ad 
says: “Be smartly casual in a luxuri- 
ous and hard-wearing coat of HARRIS 
TWEED. Handwoven for good looks that 
last. Even when this coat is old and worn 
... When it has given years of service and 
taken a beating that other coats could not, 
you'll still wear it with pride. There’s 
something about a Harris tweed that 
makes it grow old gracefully .. . the hand- 
woven fabric retains its texture, keeps its 
shape, mellows with the years so that it al- 
ways looks good. . . is the object of admi- 
ration long after you yourself have come 
to take its outstanding qualities for grant- 
ed. D. J.’s have a fine range of Harris 
tweeds (despite the import restrictions). 
Colors are fresh and subtle greys, greens, 
fawns, and browns, both patterns and 
plains. They’re tailored to D. J.’s high- 
quality standards. Sizes 34” to 48”, in all 
fittings, center vent, two vents, or plain- 
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be smartly casual 
in a luxurious ond 


hard-wearing coat of 


hme 

we 

an pinay 

U _* 
om 


~* Mate? Geel oes 


back styles. The price is 15 gns.” 


® This is excellent service-rendering, sell- 
ing advertising. 

In case you’re interested, here’s copy for 
one of the American ads, run by a domi- 
nant department store. “Harris tweed top- 
coats by Clipper Craft $55. In a full range 
of colors and sizes .. . for the man who 
wants comfort, warmth, and high fashion 
at a price that’s right. You’re a ‘man alive’ 
in a full (sic) fashion Harris tweed by 
Clipper Craft.” 

This weakness is not unusual in big 
store advertising. Small wonder advertis- 
ing is an expense in these stores, instead 
of being a propelling force. # 
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Supers Like Cash Discounts, Abhor 9777772. cones|auencs at recor 
Combined Deals, ‘Super Market’ Finds 


(Continued fram Page 2) 


92% were for a label allowance; | 25. 
and (while it isn’t cash) 89% were | 26. 


for “free goods.” 


| 24. 


27. 
28. 


® Richard G. Zimmerman, publish- 


er of the business paper, noted that | 27: 


in general operators approved far 


more trade practices than they dis- 


approved. He commented that they | 
are looking for two kinds of help: | 


(1) allowances to help them beat | Policy 
shrinking profit margins; (2) store 
help—in the shape of displays, re- 
search, advertising materials, etc. 

As for what operators dislike, 2. 
Mr. Zimmerman summarized—) 3. 


| 


“Supermarkets hate to be loaded, 


and hate loading deals—they hate) 4. 


deals that raise the cost of doing) 


business . . 


store’s method of operating . 


deals that try to influence store 6. 


. or raise hob with the! 5. 


employes to favor one product over 


another. All these may sound aw-| 7. 


fully clever when they’re proposed 


at the home office, but they’re| 8. 


building enemies in the field.” short periods on new ideas .. 63 21 16 
Here’s the box score of the vot-| 9. New sizes with no change in | 
ing on 50 trade practices: ESS SE ae Bary a 63 16 21 
10. Suggested price advertising 62 14 24| 
These Are the Popular 29 11. Re-order blanks packed with 
Policy Percentage of Stores | a 60 38 2 
, | 12. Store manager contests ........ 48 35 17 
FU A‘13. Free displays with merchan- 
ee 99 1 «OF NOUN istdemeatpnatiahsenpistnal 23 32) 
2. Swell allowance «0.0.0.0... 99 1 0/14. Display contests 35 22) 
3. Payments for special display 97 1 2 *Against; Undecided; For 
4. Cooperative advertising ...... 96 2 2 
5. Prepaid shipments ................ 96 2 2| Here Are the ‘Doubtful Seven’ 
6. Case allowances .................. ~~ 2 3 Practices 
7. Inventory price adjustments 96 4 01. | 
8. Guaranteed sales .................. 943 3 Policy Porsontage of ates 
: | A*t * ee 
Ry ew pew gaa ones = - - 1. Performance contracts with 
on aa 8 Oh Be eee EO TIME BUYERS LIGHT UP OVER 
Re 83 16 1|2 age ap oe ae 8 
i 1 
13. Performance contracts ......... 80 8 12|, Pa wh + a os re NORTHERN OHIO’S HOTTEST 
14. In-store display material ...... 79:12 9)" ee een 
DE, NP RII: saccccccesibveneqesindnsons 7621 3 2 ne Captay paste oem TION KYW RADIO 
Sk Micmaeicieds authids te A 4415 41 STA - 
at . 6. Displays set up by manufacturer's 
competitive chains ................ 73 19 8 M , A r 
17. Payments for shelf positions 73 6 21 eee Saat rend KYW is hotter than a 5-alarm fire, and ALL the ratings prove it! 
S. Gadieeeth Oh os dates |7. Trade-in replacement offers .. 28 47 25 ; . 
bh 70 8 22| Against; Undecided; For Latest Nielsen shows KYW with 134% more audience than the next 
19 individual cupplier promo i North P j two Cleveland stations, 6 AM to Midnight, 7 days a week! 
: orth Promotes jones : 
IE fideciritnundsintncan ait ae 
20. Selt-dieploy cartons Jack Jones has been promoted to Latest Hooper places KYW Ist in highest share of audience, 7 AM to 
21. Price-off-package-seals ........ 63 3 34 account executive in charge of the 6 PM, Monday through Friday! 
22. F h a . Silver Curl home permanent ac- ' 
ir oney woecrnecestien 61.31 s|count of North Advertising, Chi- Latest Cleveland 17-County Area Pulse, covering 1,028,000 homes, 
23. Store name mentions |cago. He will continue as network shows KYW list in every 4 hour, Monday through Friday’ 
Oe I OP ccttnnteinteiites 61 30 9) services supervisor for the agency. 


1. 


Pre-priced merchandise ........ 59 
Industrywide promotions ...... 58 
Store demonstrations ............ 57 
Consumer couponing ............ 55 
Store name listings in con- 
SE ETE censictitiniiiniiintioinnns 42 
Mail-in premium offers to con- 
OUI... ssisutinncineneanathinseplintitinines 42 


|*For; Undecided; Against 


These Are the ‘Terrible 14’ 
Percentage of Stores LaChoy Sets Largest Drive 


A* 
New items sold in combination 
with regular stock ................ 96 
Special assortment deals ........ 93 


Advertising that forces dis- 
tribution 


Cc premi attached 
to merchandise 
Bonus coupon deals (coupon 


packed in case) 0.0.0.0... 74 
Salesmen contacting store 
SRGRGGE sectrccentticriercssiscaiatonn 71 


Exclusive distribution rights for 


the field of advertising. Nomina- 
tions are due by March 10 at the 
association’s office, 701 Federal 
Bldg., Toronto. 


kets. Maxon Inc., Chicago, is the 


trading stamps revert to the state 
after a sesneaahie number of years| ACA Holds Ad Award Contest 
has been made to the state legisla- The Assn. of Canadian Advertis- 
| tive council of Connecticut by Rep. |ers is seeking nominations for its 
13 2g Louis Padula. Mr. Padula said (1) annual advertising Gold Medal 
29 13 that persons buying at Connecticut award. A jury will select a person 
36 7| Stores distributing redeemable for his or her outstanding services 
14 3) | Stamps have to pay more for their to, or major accomplishments in, 

purchases, (2) that the percentage 
34 24 Of stamps never redeemed is large 

and (3) “I want to see the state, 
40 18 not the individua! store operators, 
bow financially from such redeem- 
able stamps.” |] 


Bryner to ‘Family Weekly’ 

Jack Bryner, formerly on the 
Look staff in New York, has joined 
Family Weekly as a member of the 
New York advertising sales staff. 


sig 
The 


ee 
tha, ..tba...tba...tbg 


LaChoy Food Products, Arch- 
bold, O., has scheduled the largest 
4 0 advertising and promotion pro- 
5 2/gram in its history for its Ameri- 

can-Chinese foods. Ads are sched- | 
5 5 uled for Everywoman’s Magazine, 


U* F* 


Family Circle, Life, True Story and Yoo 
2 11| Woman’s Day as well as in Parade, Re f; 
This Week Magazine and five other : pa. . 


14 12|local Sunday newspaper sections, 
and 63 daily newspapers in 57 mar- | 


12 14) 


10 19 


KYW is always kindling listener interest and buyer action. Right 


IN SELLING BUFFALO 
FOLLOW THE LEAD 
OF THOSE WHO KNOW 


MEN'S STORES place 749% 
Courier-Express . 
that lead. 


WOMEN'S STORES place 68°, of their daily linage in the Morning 
Courier-Express and, in 1956, used 668,426 additional lines in 


the Sunday edition. 


All of which means that both those who are selling women, 
and those who are selling men have found the Courier-Express 


their best sales producer. 


FOR ECONOMY use the Morning Courier-Express to get 
more advertising for your dollar concentrated on those with 


more dollars to spend. 


FOR SATURATION use the Sunday Courier-Express to 
blanket Western New York’s rich 8-county market. It’s the 


of their daily linage in the Morning 
.. and use additional space Sundays to swell 


State’s largest newspaper outside of Manhattan. 


ROP COLOR available both daily and Sunday. 


Member: Metro Sunday Comics and Sunday Magazine Networks 


Buffalo COURIER - EXPRESS 


Representatives: SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 


now, our “winter heat wave” promotion has the whole town 


talking! Without KYW, you're missing the hottest selling force 
in Cleveland and all Northern Ohio. Call KYW’s Sales Manager, 
* Ed Wallis and he'll start putting the heat on for you! 


KYW radio /cleveland 


Represented by Peters, Griffin, Woodward 


Westinghouse Broadcasting 
Company, Inc. 
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Price School to Temple U. 

The Charles Morris Price school 
of advertising and journalism, 
which has been operated by the 
Poor Richard Club, Philadelphia, is 
being absorbed by Temple Univer- 
sity. This means that students may 
receive college credits for courses 
completed. 


‘Noyes Adds Rust Craft 

Noyes & Co., Providence, R. I. 
has been appointed to handle ad- 
vertising and public relations fo 
Rust Craft Publishers, Dedham, 
Mass., maker of greeting cards, ef- 
fective March 1. Chambers, Wis- 
well, Shattuck, Clifford & McMil- 
lan, Boston, is the current agency. 


Model House Called ‘Medium’ 


for Appliances; Audience: 39,000,000 


(Continued from Page 3) jing 38,000,000 settle for new kit- 
a house while they are looking for|Chens, bathrooms or redecoration, 
a new one, and who want some-/| based on what they’ve seen in the 


thing which offers demonstrable 
improvements. 


® There are perhaps 3,000-4,000 
| builders who maintain model 
houses; by and large they are a 
postwar breed. Before the war, 
house-building was unit by unit, 
with the buyer for the house found 
before the excavation for the house 
was begun. Nowadays a builder 
expects to show a model house to 
some 300 people—lookers—for 
each house he sells. 

Mr. Prentice figures that the 
model houses play to 39,000,000 
different people in a year, and that 
1,000,000 of the 39,000,000 buy new 
|houses. And many of the remain- 


Start the day right in the 


BILL 


nations 28th radio market 


JACKSON 


"The BJ 


Show 


WPTF 


5 to 9:30 AM Mon thru Fri 


5 to 8:00 AM Sat 


Highest PULSE ratings...His natural 
style makes listeners believe and buy... 


Recognized by dealers 
a big personality... 


slotted into segments for changing morn- 


ing audiences. 


Get details on announcement participations 
and segments from The PGW Colonel or WPTF. 


PETERS, GRIFFIN, WOODWARD, INC. 


National Representatives 


li 


NATION'S 
28th RADIO 
MARKET 


NIELSEN #2 


and distributors as 
Program smartly 


tion of the selling help the manu- 


|industry offer their principal re- 


|force, instead of thinking of them 


e's M 
Gus Youngsteadt, Sales iaonat 


| model houses. 


These builders can get a consid- 
jerable amount of help from man- 
ufacturers like Crane Co., which 
‘tells builders how to get more 


prospects into a model home, with | 


a kit ranging from point of sale 
material to a pamphlet called “66 
Ideas to Help You Sell More 
Homes.” 

Owens-Corning Fiberglas plans 
to spend some $4,500,000 in 1958 
promoting the “Comfort Condi- 
|tioned Home” with about 200 
| builders, who cooperate in display- 
|ing the homes. 


| 


® Deals for the builders range 
| from two 600-line ads and free ra- 
dio and tv spots to having their 
model homes featured in a four- 
page Life ad May 5, with the big- 
|gest dealers getting the Life treat- 
ment. 
| American-Standard’s plumbing 
jand heating division sells builders 
a “Blueprint for Sales” manual at 
|$10 a copy, which some people in 
|the building field describe as the 
most complete merchandising 
| manual available. American- 
Standard’s air-conditioning divi- 
sion will share the cost of builder’s 
newspaper and outdoor advertis- 
ing and will prepare and share the 
cost of his model house brochure. 
This is fine, so far as it goes. In 
talking to the marketing confer- 
ence sponsored last fall in San 
Francisco by the National Housing 
Center in collaboration with House 
& Home, Mr. Prentice suggested 
advertisers don’t go far enough. 
“Rightly or wrongly, the home 
builders think they are getting | 
very little help from the manufac- | 
turers. Rightly or wrongly, they 
think you offer them only a frac-| 
facturers in every other great 
tailers ... How many of you even 
think of the home builders as an 
essential part of your own sales 


as customers? How many of you 
are prepared to help them with a 
marketing plan ... How many of 
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you merchandise your consumer 
advertising to your builder-retail- 
ers and your model-house show- 
room operators as you merchan- 
dise your consumer advertising as 
a matter of course to all the other 
retailers who sell for you? ...” 


@ Whether the woes of the hous- 
ing business are traceable to 
apathy on the part of the manu- 
facturer may be arguable. Most 
manufacturers have relatively low 
opinions of the builders as sales- 
men, an opinion which builders 
tend to share. Most builders know 
that 12,000,000 houses have been 
built and sold in the U. S. since 
the war; most of them know—at 
least in conversation—that severe 
housing pressure sold most of the 
12,000,000 houses. They may know 
also, that since 1909 housing’s 
share of the consumer dollar has 
been dropping—actually is 37% 
less, or down to 12.2% of the total 
from 19.3%. They positively know 
that houses are tougher to sell. 

The National Assn. of Home 
Builders offered a three-day short 
course for builders last year, 
where for a registration fee of $135 
the builders were given a fact- 
packed run-through from _ pur- 
chase of land to delivery of the 
contract. About six of these were 
held, with an average attendance 
of 120. In addition, eight one-day 
courses were held in various cities 
for builders and salesmen. In 1958, 
there will be 14 dates for this 
| course, which lays heavy emphasis 
on proper use of a model house, de- 
sign and use of brochures, use of 
newspapers (which get around 
65% of the builder’s budget), ra- 
| dio, tv and road signs. 


a The builders’ interest in adver- 
tising is usually translated as in- 


astest 


COPY-FITTER EVER! 


That's what thousands say 

about the famous 
Haberule Visual Copy-Caster! 
Artists, ad men, printers, editors, 
students swear by it. Never 
obsolete. Money back guarantee. 
At art supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 


HABERULE 


BOX AA-245 « WILTON + CONN 


REVERE PHOTO 
WAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 


SPREADING THE NEWS 


SINCE 1922 


ENGRAVING CO. 
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WALTER M. HEYMANN JR. has been 
named sales development director 
of North Advertising, Chicago, in 
charge of merchandising, promo- 
tion and trade relations activities. 
He formerly was an account execu- 
tive with Foote, Cone & Belding 
on the Kimberly-Clark and Paper- 
Mate accounts. 


terest in having the manufactur- 


l Mr. Edge went on to say that 
|manufacturers would be shocked 
|to see how few builders cash in on 
manufacturers’ brand-name _ pro- 
|motions—at 52% of the model 
|homes his interviewers visited, 
lthere were no brand name identi- 
|fications on products used, includ- 
jing appliances; only one of the 
builders had a display room; only 
three houses had salesmen passing 
|out manufacturers’ literature. 

He reported: “only 32% of the 
|builders with model houses told 
|our interviewers that they got any 
help at all from any manufactur- 
‘er, distributor or dealer ... and 
jonly 24% said they got any help at 
jall from any manufacturer, dis- 
|tributor or dealer for any product 
|other than appliances...” 


|= He particularly commended the 
job done by utility companies, 
| which are “on their toes to help the 
| builders make a successful feature 
of the appliances in their house 


' What the utilities apparently do 


ers advertise for them. American | 


Builder reported in August that 
60% of builders responding in a 
survey spent less 
house for advertising, and that 
more than one-third spent $40 or 
less. The largest single group spent 
no more than $500 in promotion 
of all the houses they built last 
year—that’s 43% of the builders 
replying. An elite group—8%— 
spent more than $10,000. 

About one out of five builders 
spent less than 1% of his sales in 
merchandising, and only 17% 
spent more than 2%. About 9% of 
the builders used advertising 
agencies. Newspapers were the 
preferred medium—nearly half 
the builders used classified space, 
and some 38% used display space. 
Outdoor came next, with more 
than 20% 
and 5% using 24-sheets. 

Other observers have 
swing to spot radio by builders, 
who consider Sunday afternoon 
prime time, aiming at the car radio 
audience, people who are “just 
drivin’ around.” 


noted a 


® As for brand name promotion, 
American Builder found 26% of 
respondents always promote brand 
names, 28% “usually” do; the re- 
maining 46% includes 13% who 
“seldom” did, 6% who “never” did, 
and 27% who chose not to reply. 
Brand name promotion was heav- 
ier at the model house (35%) than 
in advertising (22%) or in the 
sales talk (11%). 


Amevican Builder has slugged 
away at the idea that builders 
must be better merchandisers; 


each issue carries a report of mer- 
chandising ideas and success stor- 
ies. A sample success story: From 
May, 1955, to December, 1956, Su- 
arez Bros. in Tampa used newspa- 
per advertising exclusively to sell 
117 homes, ranging in price from 
$9,225 to $14,275. In various units, 
from a page announcement to 6” 
classified insertions run twice a 
week, some 2,157 column inches in 
the Tampa Morning Tribune cost 
$8,719; add $700 for a brochure, 
and the $9,419 total cost came 
around $80 per house. 

Similarly, builder Lew Hart 
moved 362 houses in 1956, spent 
half his $7,500 budget on tv, and 
attributes one out of five sales to 
the tv ads. 


® These stories suggest the build- 
er’s problem is susceptible to ad- 
vertising help, but what kind of 
help? Stanley Edge, a home build- 
ing consultant, told the San Fran- 
cisco conference that builders 
don’t like manufacturers’ mats— 
“during the entire two-month pe- 
riod covered by our survey we 
could not find a single advertise- 
ment in any Pittsburgh paper in 
which a model house builder had 
made use of one of these mats. The 
builders told our interviewers, 
‘Their mats aren’t the kind that 
would help us sell houses’.” 


than $100 a| 


using painted bulletins 


| windows... millwork .. 


'roofing .. .’ 


, successfully, manufacturers ought; 


to be able to do also, particularly 
since (in Mr. Prentice’s words) | 
“Home builders ... sell to consum- 
ers for you... far more bathrooms | 
and bathroom fixtures than all the 
plumbers in America. They sell 
consumers more disposers, more 
built-in dishwashers, burner tops 
and ovens ... than all the appli- | 
ance dealers in America. A 
“They sell consumers five times 
as much lumber ... doors .. .} 
. as all the 
lumber dealers in America sell di- 
rect to the fix-up and do-it-your- | 
self trade. They sell more than half | 
of al] the central air conditioning. | 
They sell 1,500,000,000 sq. ft. of | 
flooring, and 2,500,000,000 sq. ft. of | 


. Manufacturers know this. A 
|Youngstown Kitchens 


brochure 
advised sternly that “in spite of 
our huge national and trade ad- 
vertising programs directed at 
both the home buyer and home 
builder, we have been unable to 


Rocky 


py aE 


ae 


1957 
1956 
1955 
1954 


Mountain News 


Ni ane 


3}. 


“Good Morning” Newspaper 


22,755,108 
22,544,071 
22,011,113 
18,656,360 


1953 
1952 
1951 
1950 


Carried 22,755,108 Lines in 1957 


. « again in 1957 the Rocky Mountain News registered a gain 
in total advertising. 


18,046,229 
16,782,931 
14,672,662 
13,663,743 

Medio Records 


Represented by General Adv. Dep't., SCRIPPS-HOWARD NEWSPAPERS 


WHETHER IT’S. 
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“GM's PRINCIPAL PRODUCTION CENTER” 
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Flint, the birthplace of General Motors, is proud of 
its close association with such a world renowned 
organization. During 1958 numerous civic events 
are planned in tribute to GM's Golden Milestone. 


FOR 


BOOTH 


THE BAY CITY TIMES THE ANN ARBOR NEWS 
THE SAGINAW NEWS — JACKSON CITIZEN PATRIOT 


£ 


greater 


THE FLINT JOURNAL 


greater 
retail 


sales. 


FLINT IS A PRODUCTION WONDERLAND. 
And high production means good employment, 
buying power 


resulting in 
1958 should be no 
exception, for Flint is steadily expanding— 
industrially, culturally and commercially. This 
year it should again 
enviable position among the more prosperous 
and progressive cities of the nation. 


improve its already 


Your sales messages can saturate this rich, 
growing market at one low cost in 


THE FLINT JOURNAL 


Flint’s Only Daily Newspaper 


EWSPAPERS 


THE GRAND RAPIDS PRESS 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A.H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newmon, 435 N. Michigan Ave., Chicago 11, 


Superior 7-4680; Brice McQuillin, 785 Market St., Son Froncisco 3, Sutter 1-3401; Williom Shurtliff, 1612 Ford Bidg., Detroit 26, WOodword 1-0972 
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public in enough model homes ... 
Builders habits, in a free selling 
market heretofore buying for 
price in the main, have resulted in 
the visitors to model homes being 
exposed to many all wood kitchens. 
Visitors could not help but believe 
LR that this was the trend to what is 
standard in the New Home Look 


in Youngstown’s 1957 target was 

Me complete kitchens in 2,000 model 
homes “of prestige,” built by build- 
ers of 25 or more units. What the 
company offered was this deal: 
The manufacturer would contrib- 
ute approximately $200 per model 
house, in the form of merchandise 
and advertising allowance (as well 
as decorating advice, a training 
program and _ promotion mate- 
rials); the Youngstown distribu- 
tor agreed to furnish a music sys- 
tem for the house (cost $65-75), 
plus—from his co-op fund—enough 
money to complete the promotion 
expense agreement with the build- 
er, in excess of the manufacturer’s 
$100 allowance for this item. If the 
builder used Youngstown-Tappan 
built-ins, an extra $50 allowance 
would be granted for advertising. 


s The distributor agreed to sell 
the model home equipment on a 
no-profit basis, and the builder 
agreed to pay for the products for 
the model home and to purchase 
kitchens for the project at bid 
price when the customers request- 
ed Youngstown kitchens. 
Obviously, if Youngstown had 
got its 2,000 model homes equipped 
with Youngstown kitchens it 
would have captured some 50% to 
75% of the model home market. In 
practice, 


the 2,000-kitchen goal. 


builders is at least somewhat com- 
plicated by the existence of sub- 


modernization markets. American 


modernization-alteration-main- 
tenance market would be up 6% 
to $22.6 billion, or about 30% of 
the total 1958 volume of $72.2 bil- 
lion. 


® Does the existence of this mar- 
ket actually blunt manufacturers’ 
attention to new house builders? 
Henry R. Luce, talking to the San 
Francisco conference mentioned 


earlier, asked, “How many new 
cars would Detroit sell if Ford, 
Chrysler, and General Motors 


spent all their advertising dollars 
telling motorists how easy it is to 
fix up a 1950 car to be as good asa 
58?” 

What’s more, Mr. Luce asserted, 
“The manufacturer is spending 
$10 advertising to the fix-up mar- 
ket for every dollar he spends to 
tell customers how much pleasant- 
er, how much easier, how much 
more fun it is to live in a fine new 
house than in a fixed-up old one.” 

There is, however, a substantial 
divergence of opinion in the indus- 
try about what the fine new house 
is and how much it ought to cost 
in order to sell it. Practical Build- 
er asserted in November that the 
first problem facing the building | 
industry is that it is pricing itself 
out of the market. “Unbridled up- 
grading” of homes with so many 
luxury features, the publication | 
said, has “placed the homes be- 
yond the reach of the people for 
whom they were originally in-| 
tended.” Summing up, Practical 
Builder figures that in 1956, 87% 


‘a 
Bs 


present our kitchens before the! 
| past generations. . 


it now has no notion of 
how close its distributors came to 


The problem of selling through 


stantial do-it-yourself, repair and 


Builder forecast that in 1958 the 


practices have been wrong for the 


. then the back- 
ers of the newly-formed Home| 
Improvement Council are wasting | 
their time ... then the tens of 
thousands of builders and dealers| 
who have been enjoying an enor-| 
mous and profitable business in 
this segment of the industry have 
only been dreaming. Those who 
know building realize that the| 
light construction industry is com- 
posed mostly of 1-to-20 builders 
—general contractors active not 
only in [building] but also in re-| 
modeling, repair.” 

American Builder concedes 
there’s a whale of a market for the 
| cheaper house, but sees few build- 
ers trying to meet it. While the 
market for “under-$15,000 hous- 
ing” is acknowledged, most build- 
ers are swinging away from it; in 
a survey 55% of builders expect to 
build fewer homes in that price 
range than they did the preceding 
year, 10% were going out of the 
price class entirely. Only 28% ex- 
pected to build as many homes in 
the bracket in 1957 as they did in 
1956. 


® House & Home leans toward 
higher price and quality housing. | 
Economist Miles Colean points out | 
that the $5,000-and-over-income | 
family group is being swelled by | 
2,000,000 to 3,000,000 families a) 
year, and the $7,500 group adds 
more than 1,500,000 families a year. 
The latter group he thinks ought) 
to be able to buy a minimum $18,- 
000, and perhaps houses that aver- 
age $20,000. The $5,000-and-over 
group ought to be able to swing 
$12-$18,000 houses. 

Mr. Colean points out that “you 
would expect at least 1,500,000 
new dwelling units in 1958. But the 
total will probably reach less than 
1,000,000 and perhaps as few as 
950,000.” American Builder’s fore- 
cast is between 1,100,000 and 1,- 
250,000, with fewer than 1,000,000, 
privately financed. 

It’s probable that the industry’s 
pricing problem is insoluble; rising 
land and labor and materials costs 
make any substantial cuts very 
difficult, A new technology for 
the industry might help; the in- 
dustry is still a mass of small units 
(the 1-to-20 builders of which Mr. 


NATIONAL FOOD ADVERTISING 
COST PER M CIRCULATION 


BEW — Costper 
Media Circulation Page Cost M 
(000) 
GEN MAGS. 16500 ‘68815 ‘$4.17 
WOMENS Mags 14.250 51400 3.61 


nati.sun.supes. 34600 


(TW-AW-P-FW) 


DAILY NEWSPAPERS 
165 — 35000 
245 — 40000 
400 —- 45000 113680 2.53 
660 - 50000 141,120 282 


NEWSPAPER AMMUNITION—Newspaper ad salesmen and 
representatives will make good use of charts like 
these which compare the costs of newspaper ads 
with ads in other print media. The American Assn. 


98165 284 


784 LINE COST 


$78400 2.24 
94800 2.37 
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NATIONAL FOOD ADVERTISING 
WOMEN READERS PER $1.00-BY MEDIA 


; jNoters: “fea Mosts. 
ot 4}, otal Per +100 
Jota. Per #100 FOR. Fer 100 


55 
72 
99 


14 
17 
18 


GEN. MAGS 3795 
WOMENS macs. 3,705 
aes lh baa 
DAILY NEWSPAPERS 
165 - 9800 125 4200 53 
245 - 11,200 118 4800 51 
400 - 12600 111 5400 48 


660 - 14000 99 6000 43 


1,730 


Based on one woman reader for each unit of circulation 
of Newspaper Representatives prepared the study 
from Starch figures, and AANR has called the study 
the “first across-the-board comparison of print me- 
dia all based on the same readership research.” 


ARB Network TV Ratings 


Week of Jan. 5-11, 1958 


Copyright by American Research Bureau 


PROGRAM POPULARITY 
Program 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Perry Como (Several sponsors, NBC) 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 
Wyatt Earp (General Mills, Procter & Gamble, ABC) 
I’ve Got A Secret (R. J. Reynolds, CBS) 
Have Gun, Will Travel (Whitehall, Lever, CBS) 


Restless Gun (Warner-Lambert, NBC) . 
Wagon Train (Several sponsors, NBC) 
Danny Thomas (General Foods, CBS) 
Father Knows Best (Scott Paper, Lever, NBC) 
Lassie (Campbell Soup, CBS) 


CoM ONO USA WN 


TOTAL VIEWERS REACHED 


Rank Program 

1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
Perry Como (Several sponsors, NBC) 
Steve Allen (Several sponsors, NBC) 
Tales of Wells Fargo (American Tobacco, Buick, NBC) 
Have Gun, Will Travel (Whitehall, Lever, CBS) 


Rosenberg speaks) and even the 
biggest builders—the 1% who! 
erect and sell one-third of all the) 
new houses—are midget organiza- | 
tions by comparison with the fac- 
tors that compose the automobile 
or appliance businesses. 


# A study of what women want in 
housing in 1956 indicated they 
wanted a 1925-style house; they 
seemed largely indifferent to such 
jazzy lures as air-conditioning and | 
sound-conditioning, glass walls, | 
patios and overhangs. They want a} 
1925 house for $15,000 that would 
cost $35,000 to build. 

Since women have been exposed 
to an awesome amount of advance- 
|design housing in women’s maga- 
zines and shelter magazines (Prac- 
tical Builder attributes overpricing | 
by builders in part to promotion | 
and publicity in consumer maga- | 
zines which “conduct a parade of 
|showcase houses through their, 
|pages—without reference to cost 
| differentials”), the question arises | 
|as to what kind of penetration the! 
|ideas are achieving. 

In 1958, builders are compelled | 
to be salesmen, and they are both | 
looking for help, and somewhat in- 
dignant that manufacturers are as 
indifferent as they seem to be. + 


of the housing was for 57% of the! 


market; only 13% was built for 
43% of the 
with lower incomes, 


$10,000-or-less houses. 


who want 


® Practical Builder takes a dim) 
view of abandoning the fix- -up 
market. “If their gospel is true,” 


tor, 


| Paramount Buys Flexible 
market—the people | 


Paramount Packaging Corp.,. 
Philadelphia, has bought the flexi- 
ble packaging division of Contain- 


|new Chicago division of Para- 
'mount will be under the general | 


sonnel. 


| gionally or nationally. 


Wyatt Earp (General Mills, Procter & Gamble, ABC) 
GE Theater (General Electric, CBS) 
Wagon Train (Several sponsors, NBC) 
Lassie (Campbell Soup, CBS) 
Father Knows Best (Scott Paper, Lever, NBC) 


OVWVONO UA WN 


** Total number of persons viewing program. 


Videodex Network TV* 


Jan. 2-9, 1958 


Copyright by Videodex Inc. 


tatement.”’ 
te 39,390) ° ; 
38,470 | Mr. Gallagher emphasized that 
ut,  37,260|0P Management is looking more 


* Percentage of homes reached in markets where a show appeared. 


Gallagher Urges 
ABP-NBP Merger 


7 to Build Industry 


(Continued from Page 3) 


" |charge for their gross circulation; 
9 | still audit accurately only the paid 


Rating* 
- Ss 


4 
36.2," “What is needed,” he said, “is 
35.1 One auditing service with one au- 
35.1 dit statement for all business pub- 
lications which encompasses both 
| paid and free, and standardizes on 
|job titles and classifications. Such 
|an audit would ask the same ques- 
tions of every business publication, 
|interpret the answers the same 
| way, and put them on a uniform 


36,950 closely at advertising budgets be- 
36,930 | cause of the constriction of busi- 
36,230 | ness activity. 
36,160 | “Every dollar allocated for ad- 
| vertising,” he said, “must be pin- 
|pointed toward the sole objective 
jof moving goods and aimed at peo- 
ple who have the authority to 
make decisions. 

“This means that the special- 
ized business press should be more 
|important to advertisers than ever, 
| because it is the greatest single 


Ronk Progrom (%)|instrument to reach the important 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..........ccccccseererersenennnenes 35.5 buyers at the least expense.” 

| 2 Povey Come Geveral apentere, BBE) cccscccccssessscestesercccectescsccccsecccosesscascesensses ama But Mr. Gallagher insisted that 
3 es Tees Sees Gee, GOD 6. .csicssssnascdiasbenisistnemeneveetinndanntenen 32.02 dve rtis ers are being “short 
4 Danny Thomas (General Foods, CBS) ..............ssssesseessersserenersersensneeterseeesenseeeee 30. ‘9| changed by the business press be- 
5 I've Got A Secret (R. J. Reynolds, CBS) ........csssssssssssssssssssssssssssssssssssnsseseeee 29.9 | cause not all business publications 
6 Have Gun, Will Travel (Whitehall, Lever, CBS) .........:ccccccccceesseerereeeneneees 29.2 are audited, due to a lack of enough 
; Climax (Chrysler, CBS) 28.5 | “honest, comprehensive and pene- 
8 GE Theater (General Electric, CBS) ...cccccnneenn 28.4|trating editorial research, reader- 
9 Wells Fargo (American Tobacco, Buick, NBC) . sillier studies, market research, and 
10 Wyatt Earp (General Mills, Procter & Gamble, ABC) endlaiipenineishilesinsediegjelinis 28.2 | comparative media evaluation. 

Rank Program (000) | |# “A complete and current meas- 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ........:ccccccssssseserennenes 12 Pee) nde of publications, in all 
2 Perry Como (Several sponsors, GN shahsclbsiitisdiibdeiniecdmenstnenhaetgyeiinenaenet 11,814 market classifications, is needed,” 
3 Ruelle BaDesd Armee Gerd, COG) cccccccccccsesscsesocessecccscsscecssccseccsceccsssesonvense 11,223 | he said, “to record what competi- 
4 I've Got A Secret (R. J. Reynolds, EE Ee 10,753 tive advertisers are doing, such as 
5 Danny Thomas (General Foods, CBS) ..........:cccsssscseessrseseesesseesenneesensenens 10,594| Publishers Information Bureau 
6 Climax (Chrysler, CBS) eqcccencnsesatmenentupsouscssasnceossontecseousscese 10, 203 supplies for consumer advertisers. 
7 Tennessee Ernie Ford (Ford Moter Co., NBC) 10,004 | “Authoritative, industry-wide 
: ny eens yp Banca 9 ne gy Ang EE ied figures on business publications 

eater nera BL TEED. scnnscecanaipsishesestnssibieeamimensessisntinennt ” “ 
10 Wells Fargo (American Tobacco, Buick, NBC) ..........cccccccccccscseseseeenenseeee ae ee ees Be ane, ee 


* Homes viewing in cities where program is telecast. 


9,710 | will indicate accurately the num- 
ber of pages sold, dollar volume, 


Coupon Centre Formed 
A new organization, the Cana- 


been formed with headquarters at| search of Erwin Wasey, Ruthrauff | ing revenue figures in the business 
Toronto. The cen- & Ryan, New York, has 
|management of Irvin Isen, vp, and ter, a division of McDonald Mar-|named market research manager | 
wrote Harold Rosenberg, PB’s edi- | Joseph Gauss, sales manager, along keting Services, 
“then hundreds of building| with former Container Corp. per-| redemption facilities, 
product manufacturers’ marketing | 


2510 Yonge St., 


| undergarments. 


| Warner Appoints Krall 


Anders W. Krall, previously |he accepted ad linage figures as 
er Corp. of America, Chicago. The| dian Coupon Control Centre, has|manager of marketing and re-/| being more reliable than advertis- 


provides coupon|of Warner Brothers Co., Bridge- | vertisers “are flocking to consumer 
either re-| port, Conn., maker of foundation | magazines 


etc.” 
| Mr. Gallagher also indicated that 


been | paper field. 
Pointing out that industrial ad- 


and network televi- 


| sion,” Mr. Gallagher cited PIB fig- 
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ures. | 

“Back in 1939,” he said, “indus- | 
trial advertisers spent $3,048,558 | 
in consumer magazines. By 1949, 
when the ‘principle of paid circula- | 
tion’ was the most important thing | 
in ABP’s life, this expenditure 
category had risen to almost $21,- 
000,000. In 1953 it was more than 
$43,000,000. In 1955 it went up to 
$49,000,000. In 1956 it hit a record 
of $60,000,000, and the first half of | 
1957 shows a 7.9% increase over 
the same period of the preceding 
year. Industrial advertising has 
increased in network television 
from $7,500,000 in °55 to $11,250,- 
000 in ’56, and the first half of 57 | 
shows a 42.3% increase over the 
first half of ’56. 


s “Total business publication ad- 
vertising, on the other hand,” Mr. 
Gallagher said, “seems to be on the | 
way down. According to Industrial 
Marketing, based on the 325 papers | 
it measures, November, 1957, was | 
off 184 pages from November, ’56, 
and December was off 309 pages 
from December, ’56, although the 
year 1957 shows a 2.7% page in-| 
crease. 

“Publishing costs have reached 
an alltime high,” Mr. Gallagher 
said, “and preventable costs are| 
rising. A unified business press, 
presenting a unified story of the 
value of the business press to busi- 
ness and the economy, could im-_, 
press the Post Office and Congress 
with the need for realistic postal | 
rates. 

“Here the futility of the war be- 
tween the two associations has 
been dramatized beautifully,” Mr. 
Gallagher said. “Paid publishers 
were able to prevent controlled 
publishers from achieving a more | 
favorable third class postal rate. | 
According to some reports, certain 
publishers with controlled circula- 
tion retaliated by pointing out to 
the Postmaster General that second 
class transient rates were not be-| 
ing paid on bulk circulation, an 
oversight whose correction will 
cost a number of second class pub- 
lishers considerable money.” 

To help business publishers, Mr. 
Gallagher recommended that in- 
dustrial advertising managers 
should “change their tactics and 
get tough,” by insisting that all 
business papers be audited, that 
they get together and effect a mer- 
ger of their two associations, and 
that they undertake more compre- 
hensive industry and market re- 
search. + 


Wyle Names Graybill 
Harry G. Graybill, formerly ad- | 
vertising and sales promotion) 
manag r of the LearCal division of 
Lear J 1c., Santa Monica, Cal., has 
been named advertising and publi- 
cations manager of Wyle Associ- 
ates, El Segundo, Cal., an engi- 
neering liaison agency serving 
Wyle Laboratories, Wyle Research 
Corp., Mantex Inc. and Wyle Mfg. 
Corp. These companies perform 
testing services and manufacture 
environmental test equipment for 
missile-aircraft industries. 


Platt to Barnes-Crosby 

John H. Platt Jr. has joined 
Barnes-Crosby Co., Chicago en- 
graving and printing company, as 
an account representative. He for- 
merly was with International Har- 
vester Co. 


Last year 109 advertisers bought space for the first time in the CAMDEN COURIER-POST 
and the TRENTON TIMES. These media-wise merchandisers joined thousands of their 
competitors in our 1957 pages because they'd learned “It pays to cross the 
Delaware.” Whatever you are selling — king-size cigarettes or bath-size soap, 
sleek new cars or steaming black coffee — be sure you are selling to the whole 
Delaware Valley via the strong local dailies. On the flush Camden-Trenton side, 
where “all buying and selling are local,” most-read newspapers are the CAMDEN 
COURIER-POST and the TRENTON TIMES. Total line rate for both papers: just 63c. 


NEW ADVERTISERS IN ’57 


Bond Bread Ajax Speed Queen Dryer Oasis 
Crosse & Blackwell Rolls Cadie Cloth Motorola Pall Mall 
Downyflake Pancakes Cheer Serta Mattresses Holiday Tobacco 
National Biscuit Crackers Diaperwite Life Bayuk Phillies 
Py-o-My Filling Duz Diamond Charcoal Briquets Muriel Cigars 
Mrs. Smith's Pies Jonny Mop 
Swel Butchers Wax Portland Cement Microlite Soles 
TastyKake King Fluff Sakrete Fris-Kee Girdle 
Weston Biscuits Trend Maiden Form Bra 
Wonder Bread Trend Detergent Esslinger Beer 
Post Alpha Bits Vel Rolling Rock Beer Rel Glen's Speny 
Ralston Wheat Chex Wisk Utica Club Beer Old Spice Preparation 
me Triple Life Finish |. W. Harper Dove 
Hunter Whiske Doeskin Tissues 

Hawk Felin's Meats Imperial ’ Lifebuoy Soap 
Crosse & Blockwell Relist Grand Duchess Steaks Johnnie Walker Lux 
Sterling Salt New Bedford Seafood Melrose Palmolive 
Rome Spice Brills Products Paul Jones 
Big Top Peanut Butter a Three Feathers phe 
Kraft Jellies i Macaroni 21 Brands Canadian National Railways 

Clapps Baby Foods Canadian Pacific Railways 
Breakstone Cheese Del Monte Products Mutual of Omaha 
Cracker Barrel Cheese — Ae Institute of Life Insurance 
Dream Whip Dessert Topping 0 Resa Macaroni 
Jersey theid Seiry Prodedt Stouffer's Frozen Foods Colonoid i > 
Kraft Miracle Margarine Dickinson Rectal Cones 
soles Atlantic Heating Oil Salitabs ee oo) 
Sylvan Seal Products Gulf Heating Oil Dristan 
Temp-tee Cream Cheese Sinclair Heating Oil Isodine 
Pet Milk Davol Nurser 

Carrier Air Conditioners 
Hires Root Beer General Electric Air Conditioners Holiday Cigarettes 
Royal Crown Cola Philco Air Conditioners Kent 
Tender Leaf Tea Frigidaire Washers Newport 


CAMDEN COURIER-POST - TRENTON TIMES 


Established 1883 Established 1875 


Represented nationally by George A. McDevitt Co., inc., New York + Chicage + Philadelphia + Detroit + Los Angeles 
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PHOTOGRAPHIC REVIEW 


White Lindquist 


CHICAGO OFFICERS—At the dedication of the new 
headquarters of the Chicago Federated Advertising 
Club are pictured William T. White, Wieboldt Stores, 
past president and speaker, and new officers of the 
club. The officers are J. Chalmers O’Brien, Carson 


Raymond 


O’Brien Baker 


Montgomery Ward & Co., 2nd vp; Norman C. Lind- 
quist, Ziv Television Programs, 3rd vp, and Chester 
R. Green, Kraft Foods Co., director. All officers, 
except Mr. Lindquist and Mr. Green, were reelected. 
Not shown are Richard C. Eaton, Curtis Publishing 


Welch Adams Farber 


Siegel 
WORKERS—At the annual radio and tv luncheon given by Needham, 
Louis & Brorby for the Chicago Heart Assn.’s fund drive are Daniel 
Welch, NL&B vp and radio and tv chairman of the 1958 fund; Alton 
D. Farber, assistant director, pr department, J. Walter Thompson 
Co.; Dr. Wright Rowe Adams, chairman of the department of medi- 
cine, University of Chicago, and president of the Chicago Heart 


Pirie Scott & Co., president; Frank M. Baker, Grant, Co., 
Schwenk & Baker, 1st vp; Genevieve Raymond, 


FOR LIFE—An hon- 
orary life mem- 
bership in the 
Michigan Press 
Assn. is present- 
ed to Albert A. 
Applegate (left), 
first head of the 
Michigan State 
University school 
of journalism, by 
E.C. Hayhow, 
publisher of the 
Hillsdale Daily 
News. Mr. Apple- 
gate, who retired 
in 1955, was hon- 
ored as “journal- 
ist, teacher, 
friend to youth.” 


een along time a brewin 


jp 


Temium 
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SUCCESSFUL SALESMEN—Stanley and Albert, Minneapolis Brewing Co.’s 
frolicsome sign painters, now used in all the brewer's advertising, 
got their start (AA, Sept. 19, 1955) on the painted bulletin here 
showing a painter catching a drop of beer. Evolution of the painters 
leads them to a current tv commercial where Stanley traps Albert 
inside a beer glass he has hurriedly painted. Both painters are now 
union members in Twin City Sign & Painters Local 880, Knox 
Reeves Advertising reports. The brewer says that its Grain Belt 
Premium sales are up substantially against the industry trend. 


secretary, and Joseph J. Hennessey, Sherman- 
Hennessey Printing Co., treasurer. 


Seidel 


HUNTERS—Merry hoopla promoted the Crown Stations 
(KGW, Portland, Ore.; KING, Seattle, and KREM, 
Spokane) as Chicago agency and advertising per- 
sonnel took off on a treasure hunt. Shown here are 
members of the winning team—winners of four 
Vespa motor scooters and an Ampex stereophonic 


x he me ey a 


Ragel Davis 


GUESSING GAME—Officials of Utility Appliance Corp., 
and KRCA, Los Angeles, meet to tell dealers about 
a contest to guess how many impressions the com- 
pany’s tv commercials will make. Shown are P. L. 
Chabre, national sales promotion manager, and John 


Kenaston 


Assn., and pediatrician Dr. Alan Siegel. 


Stentson Kinsella Hartline 


tape recorder. The Ampex winner, Bill Stentson, 
Campbell-Mithun, is crowned by Mary Hartline, tv 
performer, in the presence of Vespa winners Helen 
Davis, Clinton E. Frank Inc.; Jack Ragel, Tatham- 
Laird; Dave Seidel, Leo Burnett Co., and John Kin- 
sella, McCann-Erickson. 


Elfstrom 


K. Eljstrom, ad manager, of Gaffers & Sattler; Tom 
McCray, vp and manager, and Jack Kenaston, sales 
promotion manager of KRCA; David L. Fenwick, vp, 
Robinson, Jensen, Fenwick & Haynes, the agency. 
(Story on Page 14.) 


Fenwick 


“Ser a ee ecg URIS eS Se are ee nk es Pe 8 SE ae Ae eS A i ey me 5 eee WR A 
ae eee i pa ea be os ee kL i es oe a . aa ro eae Disa se at : pict ai 4a a. av, * es cays: eee ie 
eee ee gi SS ee eT sci eee of 
ee nail 
ae 
ee 
aa 
eer. 
ss a 
es c 
ney | Advertising Age, February 10, 1958 
a 
- ’ 
AES: Ly ses 
3 Ao ts Li a women cree a . 
aoa a . ak: J os oe a mene 
Tee : ee a . aie ma — 
els " .* ca j ane ™ an 
; oo vi E: ’ ‘. & ’ ? guna aon ae 
Peri? F 4 - ; { ; ay meant 
; “ 4 & f “er — 
" Salis oe a “3e0 ¥. q hs : i * . ones comtammme o* “ 
. : i a b be : ‘ oa oe ee ‘ % mas ome ve 
Pi f es b & mak eo de! a B® “= 
5 : | Se bei “ oat rh J . 4 ey a - ee, ; ‘s +s 
‘Gs : as ‘| 2 ie . , - 4 5 b ‘ a sty —_ ras 
; ‘aa. D> mm wad ~ es < : ‘y . ee ‘ — a cf et. ries tee 
bane oy a i 7 m0 > = 4 4) at rs Se bed bf ee 
Ae 5. * “ae : a 5 eae. } Mae ey er 
A ar a r i ee ce ie s » J ee aoe re EEN = a’ 
i a . ia = @ : - | ey : Teg as y i . _ ri, we i 
s i rf 7 a 7 : ae 3 Z RS —. 2 E be 
es “oa ope ; Clee q 2.2% f be ‘ ae | 4 ee, Me ™ 9 Ee 
sat — ll } 14 2 ff ih o ome oo ee 
ee ", “a Tae a d eg fa OF , ad 3 ‘ " Cree eye | a: ae 4 3 ? 
z x “sais ay 44 ? wae : Ya t —s ‘3 . icy ‘ 4 a ~ § ean eh ‘ eer . = 
eae es zz a a Y co y hl? ak Py >. & “4 
; 4 3 ‘ Sey! G: as 2. & # we So | FEES 5 5 i: " 
oe ‘een Ps come pie: |= | J : S28 ‘ > = 
ae | a ral 9 eo) ae ; a y ™. me .. = 
ie; ks pin ea e Ba i * Ps ; i2 j ae. : yy Bane) ae ; a ee 5 in 
ae hi ‘ Oe ee  —— pe) Bae ses ees : ee } fe Send , 1 ; —— ; 
e Ee Bf ; ‘ b auuar te ot aa . | ie. = ft 2 { a |. é : ; oe ‘? Bee , : ? 
ere ne RR nn cae ‘ pes * 2 ia ie Fa Se . | & EY — ll SW 
i Be a So see to . as , Pn &.  —— , OO —— 
ieee Fe ae) a A Rp a gi er ahd oar ins, ye aa as aaa fad oe a ae + ; Pi al - % 
= = el 0 gee Ss Oe es - ee ¥ rae ae ey meet S - “: : ; ae gee ” cael 
kere gee” Serre a : Vere” of 5 a ; 7 } —— + 2 es alll 
cl = nce : ieee ial 
nae 
fen) 
pie 
See 
ais 
sii, 
= iar 
genes 
met Se "e ra: > x BG Pa oe Ve ee 2 tw Periaiee tytn s pe ek. eed. Nee a 
ee aa - 4 re Fe I ; ae  f SERr Sou “Sau - ee } 
ost is vw Co ae : a as A 5 i - i ae id 2 S : z% “26 ee iy . a 
aap f ee _ . Beeky Sag BE oe na ee eee oO ae 
4 tee ee a i 1¢ 3 ae ES ee ee “ae ee 
ies - sini Poi ee ea | 3 7 Ea. Gee a a 2 ae oe - eae ee peel, 
en , ra OY) Se? , me ko ; ® . a eee Boe ae ree eS, 
4 ac » = Be a aan = 4 ; : 4 eee OE Bee a ee 
s _- os ——. 0 ; ‘ : : i : Et ‘Oi, Si Gee I ae ee 
ae : ‘el b “ r 2 me ee 4, pe om | i fe ; a 4 eee 3 ee te te <3 ce ayah lal 
re e : ¥ ~ a ie ae J *. - ff a a if 7 va “= : aes ‘i fy : rhe v a 
as ' 4 : ae mes i " at aaa . | Y r OE ae aa re 
, — / im — a - ee. she . or eke’ ae ” ' >’ ae ean ‘ 3 
aya 7 7 ae “he eye: as es sy wi La i : 
ae ; *; x a piss . te 4 Mics & % } a x c: . al a ~ # ae. 3 ies a 
een nents ee rae P . ee oe ears 4 
Ras is er Ae 7 oe sy ee BR oe os: 
eee. ae * 4 ee. ete oe ag ag f ek: te . 3 
y > et ¢ Se > a , . \| esas 
oa a. Ae aa eer i aki Bay ae ' of aa ; ee 
pik VER vie {a “ Sa ! 4 : . a 
ie % SZ a,* a eee , 4 ca te B : of re ° aad “all & ats 
ee, NGA 4 ee. = f ’ ae — : gi ; ; t » § a > £ Pi ees 
oe me A ’ a eae. (hac : Aeeae . ‘ ae , - 
is Vs » are ee et ey fe so aes Pe he = i. - oe b? ‘ ; ; . 
: Bh SS res. — 4 . = oS a: ‘iy Roe es + -_ 7 er " ; ’ % a 
YN wy te oe . ta a ae g eo — ” f Pa = ~ 
ws wr 4 ae I atti oe ee P — . » z 4 La 
J he -. 7 e Tete es, mia a > aan , i os 
: + ‘4 ee co oo ee ee, eee ; F ‘ 
: a 4 f+ “7 an : Sint he ig a ae 24 +: ae e 
Re 4 . ‘ AS = = es =e ES oi. ea! Sy yh aoe , 
pire e PP ® rey eae es ie ri SANS oR a * 
ate VAY b gy he Pe s 4 be ae or es oe 
ee Sa , eee a ae ae oh. ee oy ae viaeil a 
sae ey § 4 Ae ieee oe “ie “ 
by att CA. é ig 4 _ co. fe ee ees Vee eee ¥ ee ; 
EN St chs oe oe F ig ( & ies Sr Lee ae eo ee Cee ee ms 
dees ee a ee — . re: er 6 ee ae eee Reet “a the 
ee Ji 4 . “= va ~ ae i ae 2. Pe pene j ee ‘oe oS a re 
6 = ar yan” eey™ . Lon 2 ‘ ” ie i, — soe bee Rg ee a 
Pat ini: ~ Sey ae i = Ao) ge See eh eo a ae. z ex se Mee ‘ 
eet itn ea % as ee Sig Ree a ai ‘ 
meV a . a > ae ¥ J "sg a we rs eas 7" La 2 at Baa ost o eed sare + ie ie i tad ay ‘i ; Mi re 
on i ae =—~ \ ee ee | _ ee Gee ea pote } SYR ore ee eee! miwes * pera 5 Se Me ie: os : 
Nad ae ‘ ie i bite! aan 2 le te e re ‘a . 
5) hes . . r Ps ; 
oe s: oF Sq aes cere, 4 
ae a ee 
: , ’ te . ( 
Cron eh , PC — eC 
ae ; , 
Doe gist > 
Sails ee 
8 ~* ¥ ark 8 
ate ~ PC 
+ ee 
a8 ie. - 7 Per ee 
shies * i ~ a 
reg 7: . —— ‘ 
Pea 
23a. 
Sg x , 
= ‘ pe . 
= 
‘4 
" : oo 
et -) - 
oo is P a . 7 
¥ ’ . - 7 * * M : 
3 , . . SS Fs aes \' J 4 
: ; 
) ca ame “a = > j 
- we \ r ; ibe) 
Bol } ‘ { ° ope ’ ~ t, 
a tA fi di ° de . ; 
ig . rid / G ae, 
} * _ . sg —- . 4 ’ ee r 
cae” ‘ ries . ) , m . [> 3 a Sf 7 Ye 
Aes 3 sy * = “4 
ete < tg iy f » @. ’ Ye ew 
ek is . : ” , fs = oF 
- \ i : a. : nd ahg ; 
; é - t . * a: fi ; 
. he re me te. 4 E ai —— s » , 
. 1 ar aie aie ee pe ; , : 3 hy Dios: es . yaa y =" hi, 
™ eee ie , Fy ‘ ' g 9 - aaa r3 oa a if oye = . 
7 a , 1 e ; ae ae oy iy a ae a ‘a a . 
ea 4 ‘ pi. x i q ’ 3 Be Ba Nek 
Bh £q . Seen oo > ie ; ae a She a. 
; re - ; 
> " PY, 
o Chobre McCray a P| Pe 
ee i 
a ee ae aie amene > © he pes ae ek ee 
og as. ait alas i Pike Bare « <i : ee eee : ane ee: ae oe 4 : ae re i : i 
Repo Ce ee eon. ee ees Sgt ce Bi ee hea oar ne ae ee ary ee past ae. | ¥ 5 a 
Pon ee ee he ees ike : wee ys Ee Mg iene fhe pu oe Ah eet 
ee : i 8 . ce ee ON sae ne <a eas tae I ; eee er og Te ee P es See aos eee om re OS : ear Me 
; oie f eee ; 0 cae Len ews aL: iy OV iis a Sahn ee a SE a fae eee oe st at, ‘ a ae | i Ee a ee a eS wale a Poe 
as oF en te) 3 eae: * ; er ae ee ge ee a. We ees mee gi eae eR Bee PE Re er ary), ge ee ee er eae a See Sk ees an es gs NaF 


The Great 


American Game 


(Funny kind of game, because 


one of the players wants to lose) 


One of the reasons our economy has 
been bursting at the seams for ten 
years is this: We all tend to work 
a little harder because advertising 
keeps us constantly wanting more. 


That’s the great American game. 


Advertising woos and pursues us from 
morn till night. 


We try to escape. 
But we sort of hope we can’t. 


One thing that helps us resist is the fact 
that there is so much advertising for so 
many products today that it’s hard for any 
advertising to make itself heard. 


COMPANY + 


+ Campspe._t Soup Company + 


Tue KenpaALL COMPANY + 
Inc. + Cuas. Prizer & Co., Inc. «+ Prtuspury Miiis, Inc. « THe Procrer & GAMBLE ComMPANY 


Fue. Ov Company « Sucar Inrormation, Inc. « Tea Counc, or THe U. S. A., Inc. 


The average family, it is said, is exposed 
to 1,508 advertising messages daily. And 
they make about 18 purchases of adver- 
tised products in the same period. 

This means that each message has about 
one chance in a hundred of successfully in- 
fluencing a sale. 

How can your advertisement be that one? 

Doesn’t it seem reasonable that the ad 
or commercial that recognizes this new 
state of affairs has the best chance of mak- 
ing the sale? 

What kind is that? 

Advertising of a new and modern and 
streamlined kind. 


Advertising that has what it takes to 


ALLSTATE INSURANCE CoMPANY + ATCHISON, TopEKA & Santa Fe Rattway Co. - Bissett Carpet Sweerer Co. « Brown SHor Company 
COMMONWEALTH EpIson CoMPANY AND Pustic Service Company « THe Cracker Jack Co. 
Tue Evecrric Association (Cuicaco) « Green Giant Company + Harris Trust anp Savincs Bank + THe Hoover Company « KELLOGG 


NATIONAL AssoctaTep MiI.ts, Inc. «+ Paoitip Morris 


Tue Maytac Company + Mororo ra, Inc. + 


| 
OLY 


make itself seen and heard above the crowd. 
Advertising that tries to make it easy for 
people to pick one brand out of many. 
Advertising whose story they can almost 
absorb at a glance—without pain or sweat 
or furrowed brow. 


Advertising that doesn’t orate or argue 
or otherwise bore them stiff. 

Advertising that doesn’t try to cover the 
waterfront of selling points, but concen- 
trates on the one. 

Advertising that presents that one key 
selling thought with the utmost impact. . . 
clarity . .. speed . . . conviction. 

This is the kind of advertising we try to 
do for the firms listed below. 


+ Crane Co. 


+ Tue Pure Or Company + Toe Pure 


Leo Burnett Company, Inc. Advertising 


PRUDENTIAL PLAZA, CHICAGO 1, ILLINOIS 
NEW YORK ° 


HOLLYWOOD es 


TORONTO 
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Average Income 
to Hit $7,100 in 
‘75, CED Predicts 


(Continued from Page 2) ® Nevertheless, the report says, con 
U.S.—Its Past and Future,” the “the high average growth rate of | On advertising, the statement 
Study stresses improvement of pub- the past nine years” does “rein. | notes: One feature of this (dis- 
lie education, continuous invest- force the view that there is nothing | ‘Tibution] system that makes itself 
ment in enterprise, increased pri- in the recent past to suggest any | Perpetually evident is advertising. 
vate savings, mobility of both labor | drop in the long-term rate below | Its primary function is to let ev- 
and capital, efficient management the past experience of 3% a year | °™Ybody know of the existence of 
of business and government, and in gross national product and 2% Products, their qualities, where 
rising foreign trade as essentials in output per man-hour, the two | they a Pyeng Dog at — 

| price. Withou is, the increased | 
sale of established products and the 
introduction of new ones would ob- 
viously be handicapped. Beyond 
that, however, advertising creates 
wants that did not exist before. Of- 
ten enough each one of us sees it 
activating his own purchases. 
“Closely related are the means 
we have developed of wide and 
swift communication of ideas 
through newspapers and maga- 
zines,” the report says. “These both 
give opportunity to advertising and 
are supported by it. Thus they con- 
stitute, once again, a striking ex- 
ample of growth begetting growth. 
“Certainly the objective was 


for the continuing growth of the] most reliable measures of growth.” 
economy. The CED statement discusses the 

The committee warns that the | part which our democratic form of 
| economic growth of a country does |government and the profit-and- 
not proceed at a uniform rate and | loss system play; traces the rise of | 
that the high average growth dur-| the machine; examines the role of | 
ing the postwar period in this coun-| agriculture, the distribution sys-| 
try “should not be taken as a| tem, and advertising; and the func-| 
trend. tion of money and credit. 


760. +ba._tba 


tba thy 


From the House of Ideas 


INGENUITY...IMPACT...ECONOMY 


$7,100 


DISPOSABLE INCOME 


IN 1956 DOLLARS 
Per Family... 
$5,300 


1975 


distribution of goods,” the report 
says.“‘Nevertheless, that relation- 
|Ship has been indissolubly estab- 
|lished through advertising, which 
|permitted the publications to lower 
their prices, and has enabled them 
| to grow as much as they have. This 
applies even more strongly to the 
|newer means of mass-communica- 
| tion, radio and television, which 
lrely wholly on advertising reve- 
nue.” 


| 


|@ Several members of the commit- 


never to be one arm in the general | tee disagree sharply with some of| 


the conclusions in the report. For 
|example, the report says, “the ulti- 
imate objective of economic growth 
is to raise the living standards of 
human beings; to free them, as 
much as possible, from the con- 
straints and fears imposed by eco- 
nomic need. Growth should be ap- 
praised primarily and finally by 
that criterion.” 

To this William Benton, co- 
founder and former head of Benton 
& Bowles and board chairman of 
Encyclopaedia Britannica; Beards- 
ley Ruml, economist, and Fred Laz- 
arus Jr., chairman, Federated De- 
|partment Stores, make the follow- 
ing dissent: 

“National survival is a criterion 
even more ‘primary’ than the liv- 
ing standard,” they insist. “To the 
Kremlin national survival and ex- 
pansion of political power are par- 
amount; the USSR economy is dis- 
torted not only by preparation for 
war but by the Soviet preparation 
for so-called ‘competitive co-exist- 
|ence.’ 
| “For 40 years,” Messrs. Benton, 
Rum! and Lazarus point out, “the 
U.S. has maintained its long lead 
over the USSR in living standards. 
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|Yet communism has continually 
gained ground internationally, and 
these gains are rapidly accelerat- 
ing. 

“Many among the billion-odd in- 
|habitants of underdeveloped lands 
believe communism to be especially 
suited for their backward econo- 
mies. 


| 


's “Nothing leads us to believe we 
of the U.S. have yet prepared our- 
|selves to counter the Soviet eco- 
nomic strategy of the cold war. We 
Americans need to be aroused from 
our complacency, not comforted 
with renewed assurances of our 
higher productivity, which is chan- 
/neled toward superior living stand- 
ards.” # 


Press Institute 
Plans U.S. Tour 


for Foreign Editors 


New York, Feb. 5—The seventh 
annual assembly of the Interna- 
tional Press Institute in Washing- 
ton April 15-17 will attract 100 
foreign newspaper editors, accord- 
|ing to Ogden R. Reid, editor of the 
|New York Herald Tribune, who 
|has charge of arrangements for 
/a New York visit of the foreign 
| newsmen. 

Paul Block Jr., publisher of the 
Toledo Blade and chairman of the 
institute’s American committee, 
said plans were being made for a 
10-day or 12-day tour of the US. 
by the foreign editors after the 
Washington sessions. They will 
visit Detroit, Chicago, Los Angeles, 
San Francisco, Dallas, Pittsburgh 
and other cities. 

Mr. Block, who said that foreign 
newspapers are investing $100,- 
000 to get the editors to the U.S., 
added that the editors “are among 
the most important and most pow- 
erful defenders of the idea of the 
free society abroad.” 


® According to Mr. Block, the job 
of the U. S. committee in making 
arrangements for the tour by the 
foreign editors “is complicated by 
the fact that the U.S. has no facili- 
ties at its disposal” comparable to 
state railroads and tourist bureaus 
such as are found abroad. 

He said, however, that a number 
of industries and trade groups 
have expressed interest in extend- 
ing hospitality to the editors in the 
cities they will be visiting. Final 
details are still under discussion, 
he said. # 


An eye catching display for 
supermarket selling. Designed 
to save space, get your display 
into view. * Special Self-Stik 
Mystik Gondola Plak may be 
used over and over if desired. 
Contact Chicago Show for the 
ideas — and production facilities 
which assure your success at 
Point-of-Sale. Write or phone. 
2635 N. Kildare, Chicago 39, 
Illinois * SPaulding 2-1600 


is the big, fast-growing 
Metropolitan Area of 


2nd in Per Fa 


Neo 
JOHNSON, K 
Boston 


tienal & 


New York + Chicage + 


Thriving Triangle 


t 


oe ee HOPEWELL 


oa. 4 
PETERSBURG 


ETERSBURG © HOPEWELL © COLONIAL HEIGHTS: 


mily Sales and 


5th MARKET in 


© Retail FOOD SALES 
© AUTOMOTIVE SALES 
ONE © City Zone POPULATION* © Effective Buying INCOME 
© Per Family INCOME © Total RETAIL SALES 
Low Cost © GASOLINE Ser. SALES © Retail APPAREL SALES 
puts To SELL Virginia, you must sell Virginia’s Thriving Triangle 
your ad with the dominant local coverage and undivided attention 
in provided by these TWO Independently Published Virginia 
BOTH Newspapers. *A.B.C. 9-30-56 
Figures: SM 1957 


epr esentotives 
ENT, GAVIN & SINDING, INC. 
tt * G b * Sen 
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Tobacco Companies 
Create New Institute 


NEw York, Feb. 4—Major cig- 
aret manufacturers have formed a 
new trade group to be known as 
the Tobacco Institute. Certificate 
of incorporation has been filed at | 
Albany. Its purpose, still some-| 
what nebulous, is to promote and | 
disseminate information relating to | 
the tobacco industry and the use 
of tobacco products. 

It will be headed by James P. 
Richards, an attorney and former | 
congressman from South Carolina, | 
who recently has been serving as | 
a special assistant to President! 
Eisenhower. Mr. Richards, as ex-| 
ecutive director, is opening a tem-| 
porary office at the Carlton Hotel, 
Washington, D. C. 

An announcement released last 
week says the institute will be en- 
tirely separate from the Tobacco 
Industry Research Committee, 
which was set up in 1954 by many | 
of the major tobacco companies to 
support research into the causes of | 
lung cancer. 


s While the functions of the new 
institute have not been spelled out, 
the announcement of its formation 
says that it will (1) “promote a 
better public understanding of the 
tobacco industry and its place in 
the national economy,” and (2) 
“compile and disseminate informa- 
tion relating to the industry and 
the use of tobacco products.” It, 
also will act as “a clearing house 
for information which will put up 
a better front to the public by the 
industry.” 

Whether or not the institute 
will launch an advertising program 
has not yet been decided. It is one 
of the matters scheduled for dis- 
cussion after the institute has set- 
tled down for action. 


Companies forming the institute 
include American Snuff Co.; 
American Tobacco Co.; Brown & 
Williamson Tobacco Corp.; G. A. | 
Georgopulo & Co.; George W. 
Helme Co.; Larus & Bro. Co.; 
Liggett & Myers; P. Lorillard Co.; 
Philip Morris Inc.; R. J. Reynolds 
Tobacco Co.; Stephano Bros., and 
U. S. Tobacco Co. + | 


Chicago Community Papers 
Sold tor More than $1,000,000 

The Southtown Economist and) 
Southeast Economist, Chicago com- 
munity newspapers, have been sold 
to Bruce Sagan, publisher of the 
Hyde Park Herald, Chicago week- 
ly. The newspapers were purchased 
from the estate of the late Warren | 
B. Weisskopf for a sum reportedly 
in excess of $1,000,000. 

Mr. Sagan has taken over the 
publisher’s duties from William H. 
McDonnell, who had been running 
the newspapers on an interim basis 
since Mr. Weisskopf’s death. Mr. 
McDonnell had owned and pub- 
lished the Economists from 1918 
until his retirement in 1956. Com- 
bined circulation of the two news- 
papers, each published twice a 
week, is 152,000. 


Ebersold Joins Ebersold 

Keith S. Ebersold, who recently 
graduated from the University of 
Illinois where he majored in mar- 
keting, has joined his father’s 
agency, Fred H. Ebersold Inc., as 
an account executive and secretary. 


Band-Aid Sheer Marketed 
Johnson & Johnson, New Bruns- 
wick, N.J., is marketing a new 
bandage called Band-Aid Sheer 
Bandages that camouflages the in- 


The covering is translucent with a 


/neutral flesh tone tint to blend 


with the skin around the injury. 
Ad plans call for continuous four- 
color pages in Life, Look and Pro- 
gressive Farmer, plus a continuous 
schedule on “Beat the Clock,” 
“Robin Hood” and “The Verdict 
is Yours,” all on CBS-TV. Exten- 
sive point of sale material is also 
being used. Young & Rubicam 
handles the advertising. 


‘Toronto Star’ Sale Sought 

The five trustees of the Joseph 
E. Atkinson estate will seek court 
approval under Canada’s Charita- 


| ble Gifts Act to purchase the To- 


ronto Star. Mr. Atkinson willed the 
newspaper to the Atkinson Chari- 
table Foundation, but the act vir- 
tually compels the sale of 90% of 
properties willed to charities 


within nine years after the death 
of the testator. Mr. Atkinson died 
10 years ago. The Star is a very 


| valuable newspaper property, said 
lto be worth between $20,000,000 


jury in addition to protecting it. | 24 $30,000,000. 


Harley-Davidson Ups Greco 

Sam F. Greco, sales promotion 
manager for the Harley-Davidson 
|Motor Co., Milwaukee, has been 
jelevated to ad manager. He suc- 
\ceeds Walter E. Kleimenhagen, 
who retired recently after 46 years 
with the company. Prior to joining 
Harley-Davidson in 1950 Mr. Greco 
had been associated with two Mil- 
waukee ad agencies, Klau-Van Pie- 
jtersom-Dunlap Inc. and Ervin 
Abramson Co. 


Nielsen Service in Sweden 


A. C. Nielsen Co. began its 


|food and drug index service in| 


'Sweden Feb. 1. 
tracts with several of the country’s 
largest manufacturers have al- 
ready been signed, the research 
company said. 


Long-term con-| 


| 
| 


| 


Hoffman Appoints Golbach 


in a marketing position, has been | Electronics Corp., Evanston, Ill. 


For that Job ‘‘Wel/ Done”... 
H. Horwitz Co. Offers the Finest 


MEMBERS OF: Jewelers’ 
Board of Trade; Chicago 
Jewelry Manufacturers’ As- 
soc.; Importers’ Assoc., Inc.; 
Chicago Assoc. of Commerce 
and Industry; U.S. Chamber 
of Commerce 


in Award Gifts 


Award Procrams begin with H. Horwitz Co.—no 
other firm is geared to handle your express de- 
sires at as low a cost for quality merchandise. 

H. Horwitz Company has the experience and 
know-how to establish and maintain your watch 
or merchandising award programs. Within the 
company is a complete shop staffed with fine 
watchmakers to handle your service problems 
with experience and dispatch. 


Free — 300 Page Gift Catalog 


Nationally Advertised watches, diamonds, fine 
jewelry, silverware, appliances, giftware, etc.— 
you can buy any one of thousands of Nationally 
Advertised articles at DEALERS COST. 

Write NOW “Request your free gift catalog — 
without obligation” (company letterhead only.) 
Since 1899—H_. Horwitz Co. for the finest year around buying 

H. HORWITZ CO. 
36 South State St. . Chicago 3, Illinois 


“Guide to Employee Award Planning” 
by Hamilton Watch Company. also available without cost 


bat emi re ee 


It takes the busy housewife several impulsive seconds and one swift motion to complete 
her buying decision in the store. When she reaches for your product — 


WHAT’S YOUR DECISION?... 


1 CAN PER SALE...3 CANS PER SALE...6 CANS PER SALE 


Will she come up with 1 can, 3 or 6? 


It’s YOU who make that decision for her at the point of sale. When your product goes 
to market in CAN BAND*, Container Corporation of America’s multipack merchan- 
diser, it will sell more units sale after sale because CAN BANDS are so easy to see, pick 
up, carry and stack at home. 


Has your product been selling 1 can at a time in the stores? Wouldn’t you like 3 or 6 sales 
for every 1 you make now? Write us today for complete multiple packaging information. 


CONTAINER CORPORATION OF AMERICA 


38 South Dearborn Street, Chicago 3, Illinois, and 59 other cities 


| sppointed to the new post of vp 
Richard N. Golbach, formerly as- | in charge of marketing of the semi- 


sociated with Central Scientific Co.|conductor division of Hoffman 
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Along the Media Path 


mobile will be offered as a prize} 
at the Chicago Boat Show, Feb. 7-| 
16, by Popular Boating. This du- 
plicates the prize given at an 
learlier New York show. The win- 


Better Homes & Gardens’ “Flow- 
er Arranging Book” has been 
named the fifth best selling non- 
fiction book of 1957, according to 
Publishers’ Weekly. The book, 
Meredith Publishing Co.’s tenth 
and newest hard-cover title, was 
released Aug. 20, 1957. Sales since 
that date have amounted to more 
than 121,580 copies. This marks the 
fourth consecutive year a Meredith 
title has appeared on the best- 


j}and a 1958 BMW Isotta 300 auto- 


|ner is drawn by lot. 
seller list. e Chicago ad executives will wail 
: ; side as judges March 5 for McCall’s 
Pore hs 20-page brochure, WTV4J,/ninth annual Super Market Insti- | 

meee tv station, revisits 1957” in | tute newspaper advertising awards 
a picture soveew hitting the high competition. The competition is 
spots of station activities. Copies open to 1957 ads run by any Super | 
are available from Mitchell Wolf- Market Institute member chain. | 
son, WTVJ president, 316 N. Miami rel 
Ave. 


e Special Sunday sections—to a} 
total of 132 pages of copy and ad- | 
, vertising—boosted Kentucky's Blue | 
Grass region in the Jan. 12 Sunday | 


e A sailing dinghy with trailer 


Herald-Leader, Lexington. The} 
special issue covered the past and 
present and 


) | included a_ forecast | 
| of the region’s future. 


| |@ Active promotion brought more 
| |than 10,000 people to the studios of | 
WBAB, Babylon, L. I., on opening 
|day. A day long buffet was served 
| for everyone visiting the studios, 
|with prizes and candy for the chil-| 
|dren. Over $20,000 in new business | 
| was signed that day, the radio sta- 
tion reports. 


: -a lengthy whale printed on an 
e The New York Mirror spouts) accordion fold. The Mirror says 


off about its 1957 gain of third | that it moved up to third place by 
place in total retail advertising | the end of 1957 compared to fifth 
with a spouting-off mailing piece | place at the end of '56 in New York. 


From the House of Ideas 


) e Beginning with the January is- 

sue, House Beautiful will run a 
) special home gardening guide as 
a monthly feature. 


, e Closed circuit tv is used by the 
Eagle, Berkshire, Mass., to flash 


SPACE-SAVING... 


( news to passersby by means of a 
tv receiver in a street level win- 
dow. The transmitter is in the 

MOBILITY 5 ,/newspaper’s newsroom. 
{ e Holiday is charming its adver- 
( tisers with a sentry-box-Buck- 
) ingham-Palace-Guard promotion 
( piece. The “Guard” emerges from 
his 12” high box in accordion fold 
duplication—each touting a Holi- 

day. 


e Seven movies based on stories 


Advertising Age, February 10, 1958 
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NOT-FOR-SALE—M i- 
mi, latest editori- 
al-gimmick addi- 
tion to Mechanir 
Illustrated, will 
be shown each 
month witha 
new or unusual 
home _ accessory 
or tool. The not- 
for-sale feature is 
designed to enliv- 
en the “often un- 
inspired” presen- 
tation of a new 
product and is 
expected to “do 
great things for 
our circulation as 
well as our read- 
ers’.” 


published in The Saturday Evening 
Post have been scheduled for pro- 
duction in 1958 by Metro-Gold- 
wyn-Mayer. They are “Imitation 
General” and “Company of Cow- 
ards,” both by William Chamber- 
jlain, “No Blade of Grass” by John 
|Christopher, “The Artless Heiress” 
by Clarence Buddington Kelland, 
“The Darling Buds of May” by 
H. C. Bates, “Please Don’t Eat the 
|Daisies” by Jean Kerr and “The 
Wreck of the Mary Deare” by 
Hammond Innes. 


e Look is going all out for the 
“stamp” gimmick in a new cam- 
paign for subscribers. The “Dis- 
count Certificate’ mailing is ac- 
companied by a large sheet of 
stamps “worth a total of $3.15" 
when applied on a $7 subscrip- 
tion 


e A year-around food-education 
campaign designed to make Amer- 
ica’s 8,500,000 girls under 20 as in- 


ADVERTISEMENT 


Aovtie washes. wigte rinses, ahectiealby 
om tet hond. tene te Tl ed rata | 


POINT-OF-SALE 


Inexpensive on-product 
appliance display combines 
vacuum moulded plastic 
with cardboard and flasher. 
Cues salesmen on selling 
features. Display spots ( 
are attached with Mystik. ( 
Contact Chicago Show for 

the creative solution to ( 
your on-product display 

problems. Write or phone. ( 


' 


“It’s a kind of togetherness. He 


2635 N. Kildare, Chicago 39, 
Winois. SPaulding 2-1600. 


Glenda the beautiful secretary 


I run the office.” 


) Secretaries do have things their own way. Especially when it 
) comes to supplies and equipment for the office. The boss buys 
what they want. That's why it pays to advertise office products 
) to 145,000 secretarial career women through .. . 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36+ LO 4-3000 


has his name on the door—and 
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Advertising Age, February 10, 1958 


formed about foods as they are 
about fashion will be launched by 


TV Guide's ad revenue for 1957 
was 72.2% higher than 1956, the 
Seventeen this spring. The Febru- magazine reports. Revenue for 1957 
ary issue keynotes the project with | was $6,628,860, compared to $3,- 
an eight-page “Teen Hostess” port- | 762,333 for the previous year. 
folio. Redbook reports the highest six- 

month circulation figure in its 
e For the sixth consecutive year,| history. According to the publish- 


Courier-Journal. Copies of the|showed an alltime high for that 
8% x 11” 48-page “Lawn & Gar-|month. Redbook also reports that 
den Guide for 1958” ran in every|its January issue carried 16.1% 
copy of the newspaper Feb. 9. The more display ad linage and earned 
newspaper has a 311,000 Sunday 49.4% more display revenue than 
circulation. |\the same issue last year. 
180 units of advertising in the 
e Tocelebrate its 25th anniversary January issue set a new volume 
in May, Apparel Manufacturer will|;mark for Revista Industrial, a 
chronicle the history and progress | new-products tabloid serving the 
of the apparel industry in its lead- | Latin American industrial market. 
ing classifications. | True says it placed the largest 
print order in the history of men’s 
e Extension added a new editorial | magazines—2,970,000—fer its Feb- 
feature for expectant and new ruary issue. This is almost 500,000 
mothers called “Baby Patter” with | more copies than it has printed 
the December issue. | previously, True reports. The mag- 
jazine’s guaranteed ABC circula- 


| 


tion is 2,250,000. A $100,000 ad, 
campaign is being used to promote 
this issue and the next two issues. 
C. L. Miller Co. is the agency. 

“It was a very crazy mixed-up 
year,” The New Yorker reports. 
In the first six months the publi- 


,cation ran 89 pages fewer than in 
the Bunton Seed Co., Louisville, |er’s estimate, average net paid cir-|1956, by the first of October the 
is distributing its annual seed, sup- culation was 2,595,000—an 8.3% | deficit was decreased to 49 pages. 
ply and equipment catalog as a|gain over the same period last! Then despite the stock market and 
special rotogravure section of the| year. Each issue in this period sputnik, The New Yorker says, it 


' 


not only caught up fast but ex- 
ceeded 1956 by 48 pages—the high- 
est-in-history total of 4,983 pages | 
for the vear. 

Progressive Architecture had the 
best advertising year in its 37- 
year history in 1957. The magazine 
carried 79 more pages than in 1956 
for a total of 2,007 pages. 

The biggest January sales vol- 
ume in its history was reported by 
the Contractor, a semi-monthly 
news tabloid in the plumbing, | 
heating and air conditioning field. 
Column inches of advertising car- 
ried in the two January issues to- | 
talled 1,608, a 19% increase over 
January 1957. 


e Business Week emphasizes its’ 
policy of no-newsstand-sales with 
a four-page, high-gloss folder 
which features a George Price car- 
toon showing a couple of newsstand 
operators ducking their BW copies 
(“Quick, Phil, duck the Business 
Weeks—it’'s that McGraw-Hill Pur- 


ity Squad again!”) as a car full of, 


determined, fierce-looking gentle- 
men drive up. 


e The February issue of Welding 
Engineer carries what it believes 
is the first eight-page, pull-out ad 
ever to appear in a welding pub- 
lication. A two-color insert in- 
cluded doubles as a chart for shop 
bulletin boards. The welding prod- 
ucts division of A. O. Smith Corp., 
Milwaukee, is the advertiser. 


e Department of New Laurels: 

Photo Methods for Industry sent 
out its first issue with a “birth an- 
nouncement” attached, which says 
“This is number 1 and the fun has 
just begun.”’ On the inside, vital 
Statistics say: “It’s a—born leader 
Name—PMI. Date—January, 1958. 
Weight—carries a lot of .. .” 

Parents’ Magazine reports ad 
revenue of $663,700 for the March 
issue, a 13.2% gain over 1957 and 
an alltime high for a March issue. 

The Des Moines Sunday Regis- 
ter’s fourth annual business re- 
view and outlook section was the 
most successful published to date. 
A revenue gain of 5.1% was regis- 
tered over the 1957 section, the 
next-best effort, the newspaper re- 
ports. 

The volume of business at 
WQXR, New York, during 1957 
was the largest in the history of 
the station, exceeding by 15% the 
amount done by the radio station) 
in 1956. 

When its new Goss Universal! 
press is put into operation, the 
Times, Marietta, O., will be able 
to offer r.o.p. color for the first 
time. 

Town & Country reports that 
advertising revenue for 1957 ex- 
ceeded 1956 by 6%. 

Effective July 1, Forbes circula- 
tion guarantee moves from the 
present 250,000 to 265,000. Adver- 
tising rates will be raised accord- 
ingly with a b&w page, one time, 
going to $2,718 from $2,564. 


The most 


LOOKED AT 


tv station 
in 
Dallasi 


DALLAS — CHANNEL 


THE BRANHAM COMPANY 


HERE ARE THE RANKINGS... 
California Metropolitan 
Markets in order of Retail 
Sales & Spendable Income. 


Los Angeles-Long Beach 

San Francisco- Oakland 

San Diego 

RIVERSIDE, SAN BERNARDINO, 
ONTARIO 

San Jose 


a &w = 


Sacramento 

Fresno 

Bakersfield 

Stockton 

Santa Barbara 

see the man from 


RIVERSIDE PRESS 
and ENTERPRISE 


10,000,000 lines of 
retail advertising 56 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


Certainly! 


It was there, in the ground, in the air and water. It 
always had been. There are no more “raw materials” 
today than there were when Rome ruled the world. 

The only thing new is knowledge . . . knowledge of how 
to get at and rearrange raw materials. Every invention 
of modern times was “available” to Rameses, Caesar, 
Charlemagne. 

In this sense, then, we have available today in existing 
raw materials the inventions that can make our lives 
longer, happier, and inconceivably easier. We need only 
knowledge to bring them into reality. 

Could there possibly be a better argument for the 
strengthening of our sources of knowledge—our colleges 
and universities? Can we possibly deny that the welfare, 
progress—indeed the very fate—of our nation depends 
on the quality of knowledge generated and transmitted 
by these institutions of higher learning? 

It is almost unbelievable that a society such as ours, 
which has profited so vastly from an accelerated accumu- 
lation of knowledge, should allow anything to threaten 
the wellsprings of our learning. 


Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 


Atomic power in Caesar’s day? 


Yet this is the case 


The crisis that confronts our colleges today threatens 
to weaken seriously their ability to produce the kind of 
graduates who can assimilate and carry forward our 
rich heritage of learning. 

The crisis is composed of several elements: a salary 
scale that is driving away from teaching the kind of 
mind most qualified to teach; overcrowded classrooms; 
and a mounting pressure for enrollment that will double 
by 1967. 

In a very real sense our personal and national progress 
depends on our colleges. They must have our aid. 

Help the colleges or universities of your choice. Help 
them plan for stronger faculties and expansion. The 
returns will be greater than you think. 


If you want to know what the college .!, 

crisis means to you, write for a free book- = HIGHER EDUCATION 
let to: HIGHER EDUCATION, Box 36, 
Times Square Station, New York 36, 
New York. 


Ltrs 


KEEP IT BRIGHT 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Commends AA Crusade 


|reflect credit upon the advertiser, ;trying to change facts of radio 
Against Unethical Ads his merchandise and the advertis- history. In either case, I feel he is 
To the Editor: In reading ADVER- =s profession. | Cory Weene. 
TrIsinGc AGE for Jan, 20, I see that a | 
St. Louis Dodge dealer has attained | 
the undesirable distinction of con- | 
. 7 - 


tributing to your column, “Adver- 
tising We Can Do Without.” } 

Your crusade against unethical ‘How About That Quip, 
and misleading advertising is to be Mr. Treadwell? 
commended. We neither approve, To the Editor: With reference to 
nor condone the advertisement in| the article in ADVERTISING AGE of 
question and, through the Dodge /|Jan. 27 concerning “Uncle Don” 
regional manager at St. Louis, we |Carney, I would like to state that, 
have registered our feelings with | not only did I listen to the broad- |We Can Do Without” section. | 
the dealer. We hope and believe|cast and hear Uncle Don say, “I The reason is obvious. Directly | 
that there will be no repetition of| guess that will hold the little | opposite the headline, which reads, | 
this situation; but, as an added | bastards,” but you can also pick up | “people buy Scott Towels for many | 
precaution, the regional manager|a copy of “Bloopers” (Jubilee Re- | reasons,” is a picture of President | 
has requested the St. Louis Better |cords) and hear the actual tape of | Eisenhower standing in front of a 
Business Bureau to advise him | the broadcast. Chesapeake & Ohio train. As the 
promptly should any objectionable; “Bloopers” are the recordings of | body copy of the ad explains, it is 
Dodge advertisements come to/|mistakes made throughout the|not Mr. Eisenhower who uses Scott 
their attention in the future. |years on radio programs and I’m| Paper and gives it his endorsement; | 

Your column is well captioned, sure any fabrication on their part|it is the Chesapeake & Ohio Rail- | 
and we hope that your campaign|could result in tremendous law road. 
will be so effective that it will be|suits and endanger the recording! There is no question in my mind 
forced to suspend for lack of mate- | company itself. | that the ad is intended to deceive 
rial. I feel Mr. Treadwell is either |the reader. Why else was the Pres- 

Yours for advertising that will! greatly mistaken or is purposely |ident’s picture used...and why 


W. D. Moore, 
Director, Advertising and 
Merchandising, Dodge Divi- 
sion, Chrysler Corp., Detroit. 


Alfred Scaglione, 

Peck Advertising Agency, New 
York. 

. - 

Tempest in a Teapot 

To the Editor: Enclosed you will 

| find a full page ad for Scott Paper | 

which appeared in the January, | 

1958 issue of Better Building Main- 

tenance. I feel this ad is a prime 

candidate for your “Advertising 


From the House of Ideas 


ECONOMICAL MERCHANDISING KIT 


Ingenious patented Squeezel. 
Turns simple poster into inex- 
pensive 3-dimensional display. 
One squeeze—it’s up. Mystik 
based wire Wobblers stick to 
any surface—attract with 
motion. Contact Chicago Show 
for effective merchandising 
materials and ideas that will 
produce sales. Write or phone. 
2635 N. Kildare « Chicago 39, 
iinois * SPaulding 2-1600 


people 

buy 

Scott Towels 
tor 

many 


reasons 


was it placed where it could be 
misunderstood so easily? To my 
mind, it is bad enough to stoop to 
such a low level, but it is far worse 
to include the President as an un- 
witting victim. 

Every time an ad like this ap- 
pears it does great harm to our in- 


“For long-run economy, the C40 buys 
Scott quality in carioad lots!" 


Advertising Age, February 10, 1958 


—— 


publish a few days before Christ- 
mas. These are prepared entirely 
by our own staff and reflect our 
personal thinking—not that of our 
agency. We spend a great deal of 
time on each advertisement and try 
to include something worth saying. 


dustry. Could it be that we need a 
regulatory body—either govern- 
ment or private—to take punitive 
action in such cases? 
Herbert Geller, 
Copy Chief, Advertising Cam- 
paigns Inc., Paramus, N. J. 


The copy in the ad says the man 
is “Mr. A. 


If reader Geller had studied all of 
the pictures more closely, he might 
|simply agree that the likeness to 
|the President, in the top picture, 
is remarkable. 

° - e 


Here’s How Mellon Bank 
| Says ‘Merry Christmas’ 

To the Editor: I read with great 
interest The Creative Man’s com- 
ments in the issue of Jan. 20 on the 
propriety of corporations using 
their advertising to wish the world 
a Merry Christmas. Certainly, this 


tion. 


In addition, our signature is kept to 


W. Hix, C&O’s Vice-| 
President—Purchases and Stores.” 


a 


| 


8 
ig 
| 


| 


is a problem that plagues many | 


a minimum size. 

The results have been quite in- 
companies and obviously a lot of | teresting. Each year, quite a num- 
thought has gone toward its solu-| ber of our employes ask for copies. 


| We have also had quite a few re- 


It occurred to me that he might | quests from clergymen, and several 
|be interested in knowing how we|times the text has been read over 
handle it here at Mellon Bank. For | the radio, by a radio station, vol- 
some years now, we have written /|untarily. All of this makes us feel 


a Christmas message, which we} 


that perhaps we have found a way 


THE MODERN ART 


. OF PHOTO-ENGRAVING 


IS AT ITS FINEST 


WHEN EXECUTED BY DOT. BEAUTIFUL COLOR, 
OUTSTANDING BLACK AND WHITE. 


600 W. VAN 


BUREN ST CHICAGO 7 


STATE 2-5367 
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of speaking as individuals, not as|Calls Buick ‘57 ‘Greatest’ his company’s own mat service,{and that no other kind is worth, large agency threw up their hands 
a cold corporation. ae P _|according to your report. In apol-| while. What if ads don’t appeal to |in horror when they saw it. The ad 
Alexander B. Adams, oak Goaamn teal , Andy Sis ogizing for the ads, he blamed the | one’s esthetic sense, if they are|Would probably have won the 
Vice-President, Mellon Nation- | 44). Say About the 1957 Model”|Tetailers for demanding those that ethical, in good taste and produce, | booby prize in a typographical con- 


al Bank & Trust Co., Pitts- : a4 | are “terribly bad, ugly, blatant. . .| they are good ads. Ads for dealers | test. But what I was interested in 
burgh. hag og ee hig + uninformative, shouting, brawling'to sell merchandise for THEM Was RESULTS and that ugly ad 

e e e | greatest, and being a reader of AA | and bawling!” ; ishould not be written to impress accomplished its sole purpose. It 
Polk's Sales Activator and not an agency man, will say | Then he later admitted that his | one’s boss, competitors, advertising Sold $175,450 worth of real estate 
‘Symbolic of Enterprise’ they “missed” in not ad-selling this |COMPany supplies those ugly ads agency executives or art directors. | (there was no property over $31,- 


one. I would like to compliment the | “because we meet a retail demand | They should SELL! I do not con- 900). . 
lArt Hansen Buick Dealer in this|that they be there, and without |done blatant headlines or ugliness| So let’s not bemoan ads that don’t 
instance, because where the adver- | them we find that our retail adver-|per se, and certainly try to avoid|!0ok beautiful. Give the public 
tising fell short of the goal, they |tising falls off!” such a style, but if that’s what it| what it wants, be the ads “terribly 
carried the ball to a touchdown! | I’ve always found that when the | takes to sell the public, to hell with bad, ugly, blatant . . . uninforma- 


To the Editor: Economists are 
predicting that until 1959 or 1960 
when the war-baby crop reaches 
marriageable age, business in gen- 
eral is due for a leveling off, or ac- 


+ Barry J. Norton, majority of successful dealers want | high fashion style, expensive mod- tive, shouting, brawling and baw- 
tual fall off. : Chicago a certain type of advertising, it is|ern art, prize-winning typography | !ing. 

Naturally this situation presents : 7 ps |because of their judgment and ex-| with hard-reading sans serif text, Leo P. Bott Jr., 
a challenge to all persons whose perience. Certainly they know | and all the rest. Leo P. Bott Jr., Advertising, 


interests are connected with or re- Pretty or Not, Ads Must 
flect aspects of the producing and | Se]], Bott Insists 

selling of goods. And even more, I | 
believe it presents a direct chal- 
lenge to those of us who key our 
activities to the production and 
merchandising of national brand 
products. 

4 Therefore I would like to pre- 


'very quickly what type pays off.| Once I prepared a page ad for a| Chicago. 
|When ads don’t pay, they stop|newspaper of 45,000 circulation to 
To the Editor: In your Jan. 20|spending money, so the fact that|sell a number of low priced vacant 
issue, you published an amazing |the Hamilton company’s volume of | lots for a bank in a town of about 
statement which seems to reflect | retail advertising via dealers falls | 85,000 people. In order to describe rye 
the feeling of many professionals | off when the dealers don’t get what | the property sufficiently to sell it, 
in advertising. At the National Ap- | they want is tantamount to an ad- |much small type was needed. (The 
|pliance & Radio-TV Dealers Assn. | mission of results from those “ugly |ad was set overnight by the news- 
/ - |convention, the sales promotion ads.” , paper.) Result—a horrible looking 
noe ony eh ae nog Foor manager of Hamilton Mfg. Co.,| I’ve always believed that the|page, typographically. In fact, a 
you keep in plain sight on your Two Rivers, Wis., woefully berated! purpose of advertising is to SELL! copy chief and an art director of a 


desk as a reminder that every 
time it BEEPS, an off-brand prod- 
uct is being sold somewhere in the | — WAY an’ T ‘a’ 

USA—a sale that should have © i r Se Ce 
been consummated in favor of a 


} nationally advertised brand. 
I hope the SALES ACTIVAT- 


OR will be a stimulation to every- y 4 
one who sees it, to keep seeking ee 
for the better way to tell our na- 


AVERY-KNODEL RES 


tional brand story to potential cus- 
tomers. 

Incidentally, if you’re as in- 
trigued by the operation of the 

) SALES ACTIVATOR as I was, 
you'll be glad to know that Polk 
Bros. Imagineering Department has 
the specifications for it, and will | 
be glad to discuss production de- 
tails with you. 

HERE’S TO 1958! May we arouse 
all the merchandisers, in whatever | 
field they perform, to become dy- 
namic SALES ACTIVATORS. And 
may this Sales Activator on your 


desk represent a symbol of Ameri- | bie. pw San Jose : 
can enterprise and ingenuity which | #: ? ‘ es 


Sood ! 


pe « bah SO 


has never been surpassed. 
Sol Polk, 
Polk Bros., Chicago. 
The “sales activator” is a sput- 
nik-type globe complete with five | 
antennae whose lights flash on and | 
off, apparently forever. 


Keep Your Eye on the 
Ghost of Hitler! | 

To the Editor: I’ve kept an eye| 
peeled for comments in the trade 
press about Volkswagen’s recent 
Time back cover. 

I found the comments in The 
Creative Man’s Corner in your is- 
sue of Jan. 13. But no mention of 
the astounding feature of this ad. 

The car rests on an _ upright 
hand, which seems to be giving the 
old Hitler salute! 

Surely this is too obvious to have wl yt ‘ J 
been unintentional? ¥ * . 


Napa 1,200 


Phil Lansdale, =. #2 Solano 600 

Stiller, Rouse & Hunt Adver- al = r 

tising, Beverly Hills, Cal. eons Seentes @ 

Cian come te. tanatie, The an Francisco Bay Area Council; July 1957 sZ = ‘ 
Volkswagen ad was considered by ame m Francisco 
many as a nice European poster \l .% -7,100 
style. The Creative Man’s com- ; i 
mane wee c oe ~ oe. The ‘growingest’section of Northern California is Metropolitan 

! . . ; a 
Reader Scans AA Thoroughly ve Jose! baw the total population gain for the entire nine-county 

To the Editor: In the Jan. 20 ay are j j ’ : ' . 
ee ane eee one re reason why this Up-and-Coming Billion Dollar Market is 
a “suitable vehicle for the propaga- the Hea rt of Cal ifornia’s Second Gold Rush @ 


tion of faith and the religious 
spirit.” (“Let’s Keep Christ in 
Christmas,” N&W Railway.) Pure 
coincidence, no doubt, finds the ad 


on AY Mercury and News 
Es Bob Brueggemeyer, 


Promotion Department, Cin- ail 
cinnati Times-Star, Cincinnati. Member of the Metro Sunday Comics Network Represented Nationally by Ridder-Johns, Inc. 
PS. For years I have been expect- 


ing a headline writer to come up Circulation 2, 000 Daily 


with “Let’s Keep Christ in Xmas.” 
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HIDDEN ASSETS 


Your mailing list is a valu- 
able property! Book and record 
clubs, magazines, financial and 
business advisory services and 
others who sell by mail—will 
pay well for the privilege of 
renting (not buying) your 
names. | 


They can be prospects, buy- 
ers, inquiries, contributors, 
subscribers, etc. They can be 
on plates, cards, coupons, orig- 
inal letters or box tops—but 
the names should be current 
and the quantity at least 10,000. 


Find out how much your list 
can earn. Request ‘‘Hidden 
Asset” booklet. Tell us how 
many names you have—how 
acquired and how maintained. 
Our recommendations will be 
submitted by mail. No obliga- 
| tion. No one will call. 


LEWIS KLEID COMPANY 
25 West 45th Street 
New York 36, N. Y. 


Medium Agencies Are More Creative, 


| plishments and its “creativity.” 

He believes that the value of the 
questionnaire method of agency 
selection leaves much to be de- 
sired, because, he told ADVERTISING 


Bigness Trend Hurts Ad 
Field; There’ll Always 
Be Small Ones, He Says 


More Effective Than Big Ones: Cairns = 


Advertising Age, February 10, 1958 


one of the leading shows—the New 
'| York Art Directors Show of 1956,” 
he said, reaching for a sheet of pa- 
per in his desk. 

“In the color section, six entries 
were cited for specific merit. One 
of these was from a large agency, 
the other five were from medium- 
size agencies. 

“In the advertising layout sec- 
ee tion, 73 awards were made to 
agencies. Of these, 38 went to me- 


| 


NEw YorK, Feb. 4—The trend 
toward bigness is bad for the ad- 


vertising business, John A. Cairns, | 


president of Anderson & Cairns, 


AGE in an interview, “the ques-| 
tionnaires themselves are getting 


bigger and bigger, and seem to be 


getting farther away from essen-| 


i/dium-size agencies; 


35 to large 
agencies. 

“In the advertising art section, 
107 advertising agencies were cit- 


believes. 

He contends that a “dispropor- 
tionate amount of the more re- 
freshing, original and creative ad- 
vertising is produced by medium- 
size agencies, instead of by the|said. “It accompanied an invita- 
larger agencies.” tion to solicit a mew account. 
| Mr. Cairns, whose agency last| Here’s what they want to know: 
year billed slightly more than $5,-| “ “How big is your radio depart- 
000,000, has been associated with;ment? How large is your mer- 
|—and a champion of—medium-|chandise staff? How much free 
|size agencies since he was gradu-| work in the field do your men do 
ated from Princeton in 1924. He in-|for clients? How many domestic 


ee that size is not the criterion| offices have you? How many for- 


tials.” 


s He picked up a questionnaire 
from his desk. 
“Take this one for example,” he 


of an agency’s effectiveness, that| eign offices? What has been your 
it should be judged by its accom-| experience with motivation re- 
| search?’ 


A Technique 
for Producing 


Where do the moneymaking 
ideas come from—those ideas 
which make success novels, ra- 
dio and television programs, 
moving pictures sales compaigns 
and businesses? 


James Webb Young, one of 
the highest paid idea men in 
the advertising business, set 
out to answer this question for 
his students at the University of 
Chicago. The result is a little 
book which you can read in an 
hour but will remember the rest 
of your life. 


In the simplest and clearest 
of ~~ ag . Young has suc- 
ceed in describing the way 
the mind works in all creative 
people. He gives you the formula 


| “They are all good questions, 
and they probably all have their 
place in the scheme of things,” 


ed. Of these 60 were large agen- 
cies; 47 in the medium-size group. 


John Cairns i - 
“Awards to the medium-size 


| that one of the most conspicuously 
|refreshing notes in liquor adver- 
| tising recently was the Smirnoff 
|vodka campaign developed by 
|Lawrence C. Gumbinner Adver- | 
tising Agency. Also, it’s readily ap-| # “Now let’s look at the record 
parent that Ogilvy, Benson & Ma-| from a different kind of show,” he 
ther’s campaign for the Puerto Ri- | continued. “These are the awards 
can Economic Development Ad-| presented annually by Associated 
| ministration is superb advertising.| Business Publications for adver- 
\tising appearing in business and 
s “When you see the originality |imdustrial papers. As you know, 
of the advertising that Doyle Dane | business paper advertising is as 
| Bernbach has produced for Schen- |important as consumer advertising 
ley and for Buxton, or that Hocka-|t®0 Many advertisers. Just how 
|day Associates has done for Dun-|™uch creative effort do agencies 


agencies per $1,000,000 of billing,” 
Mr. Cairns said, “outnumbered 
those to the large agencies ap- 
proximately two to one. 


, 
c 


which they consciously or un- 
consciously follow in producing 
ideas. He shows you how to 
train your mind so that idea 
production is, as he says, “as 
definite as the process by which 
motor cars are produced.” 


Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, 
advertising men, salesmen and 
business executives who have 
read it. Send for your copy of 
A TECHNIQUE FOR PRODUC- 
ING IDEAS now. Only $1.25 
postpaid. 


ADVERTISING 
AGE 200 E. ILLINOIS ST. 


CHICAGO 11, ILL 


|bar furniture,- or that Irving | of different sizes put into it? 
Serwer has done for I. Miller, or 
that Brisacher, Wheeler & Staff 
originated for Quantas Airlines, 
_. (or that Calkins & Holden did for 
e “How good is your advertising| Prudential Insurance Co., or that 
product? Young & Rubicam has done for 
|Hunt Foods, you know you are 
| looking at the work of highly cre- 
a ative agencies, irrespective of size. 
e “How many award-winning. “I hope I’m not immodest in 
campaigns have you developed in aqding that we think some of the 
|the past five years? ‘ campaigns we have produced for 
“Questions like these,” Mr.|rurex, the International Assn., 
Cairns said, “belong near the top| American Enka Corp., The New 
of any questionnaire worth the pa-| yorker, Eaton Paper Corp., Julius 
per it is printed on. They should) wije and Waring Blendors are re- 
lead the agenda for any discussion | freshing and new in their creative 
of the agency's potential ability to approach and belong with the oth- 
be of service to a new client. er campaigns I have mentioned.” 


“Unless and until we are ready) «But isn’t that too subjective an 
to rename the advertising business | approach?” he was asked. 


and call ourselves merchandisers, “Well, maybe it is,” Mr. Cairns 
|management counselors, market) conceded. “A more objective 
researchers or psychologists,” he| method is to examine the records 
declared, “good advertising must|of advertising awards presented 
_be the principal business of an ad-| a+ the New York Art Directors 
| vertising agency. It must be the| Shows and by Associated Business 
first consideration in any prospec- | pyplications. 
tive client-agency relationship.” 
“But if agency size is not the cri- 
| terion,” he was asked, “how can 


Mr. Cairns said. “But it seems to} 
me that an advertiser should be| 
interested first of all in fundamen- 
tals. Few of them ask: 


|e “In what way do you contribute 
to the profits of your clients? 


s “But first,” Mr. Cairns said, 


the so-called ‘creativity’ of an Pont, gad ™~ agenees em “ot 
| agency be determined and) = © ——— So oF 
| judged?” Advertising Agencies into two) 


| “One way,” Mr. Cairns said, “is groups: the large organizations | 


“Here’s the story,” he said, con- 
sulting his list. 

“In 1952, out of 27 awards, 11 
went to large and 16 to medium- 
size agencies. 

“In 1953, out of 28 awards, 9 
went to large and 19 to medium- 
size agencies. 

“In 1954, out of 28 awards, 16 
went to large and 12 to medium- 
size agencies. 

“In 1955, out of 29 awards, 15 
went to large and 14 to medium- 
size agencies. 

“In 1956, out of 28 awards, 14 
went to large and 14 to medium- 
size agencies. 

“Certainly, with a billing ratio 
of better than two to one in favor 
of the large agencies,” Mr. Cairns 
noted, “the medium-size organiza- 
tions took far more than their 
share of ABP awards. 


a “What do these medium-size 
agencies have that the large ones 


| don’t have? I think they are more 


inventive, more creative, more in- 
genious, man for man, than the 
large agencies, because they have 
to be to get and hold business and 
to move up on the ladder. 

“The men running a medium- 
size agency,” Mr. Cairns said, 


through your own powers of ob- 
servation. Nobody has to be told 


billing $20,000,000 and over, and| “probably spend 75% to 80% of 
‘the medium-size agencies billing| their time working at the job of 


the best part 


*Philip K. Scheurer, Drama Critic L.A. Times 
Edwin Schallert, Film Critic 


“Let me know when the show is over. 
1 want to catch their commercial again!" 


It is possible to create commercials that 


pe - # | Mr. Cairns opened his desk 
add to the “entertainment” of a program. | g,,wer and looked at a dip of be- 
Commercials that become conversation pieces _ per 


can sell a lot of product too. Our designs for 
the animation sequence in “Around the World 
in 80 Days” 


can make your next commercial a standout. 


animation, inc. 


8564 MELROSE AVENUE 
HOLLYWOOD 46, CALIFORNIA 


| 


“The approximate 1956 billings 
|of the 32 agencies each of whose 
businesses ran to more than $20,- 
000,000 totaled in round figures 
$1.1 billion,” he said. “The billings 
of the 52 medium-size agencies in 
the $2,000,000-$20,000,000 group 
totaled about $480,000,000. 


have been hailed by critics* as 
of a great show. The same talent 


|@ “It should be apparent in judg-| 

ing relative creativity,” Mr. Cairns 
said, “that on the basis of dollar| 
volume the agencies in the ‘large’ | 
group have more than twice as 
many opportunities to win awards 
as the agencies in the medium-size 
|group. Awards presented to large 
|agencies should outnumber those) 
|given to medium size agencies by 
better than two to one. 


Olympia 2-3540 


New York + Chicago + Detroit 


“Let’s look at the record, from) 


| 


|between $2,000,000 and $20,000,- | 
| 000. 

“The medium-size group in- 
cludes such agencies as Guild, 
Bascom & Bonfigli in San Fran-| 
cisco, Wherry, Baker & Tilden in 
Chicago, and H. B. Humphrey, Al- 
ley & Richards, and James Thom- 
as Chirurg in Boston. Many of the | 
peo poy in this group are red hot 
'and on their way up—destined to 
be among the larger agencies a few 
| years from now.” 


being advertising men and only 
about 20% to 25% of their time 
working at administrative matters. 


They have to divide their time this 


way if they are going to keep their 
clients satisfied, operate a profit- 
able agency and develop a healthy 
flow of new business. 

“I suspect, on the other hand,” 
Mr. Cairns said, “that many of the 
men charged with the responsibil- 
ity of running a $40,000,000 agency 
are so busy being business men 
that they have very little time left 
to work at the job of creative ad- 
vertising. This may or may not be 
so,” he qualified. “It probably 
varies a lot from one shop to the 
next. 


s “But I strongly suspect,” he 
said, “that creative people flourish 
best in a somewhat intimate and 
congenial atmosphere. Several of 
our good creative people have, over 
the years, left us to join large 
agencies. While they were with us 
their work was consistently win- 
ning awards at important shows. 
Since then they seem to have dis- 
appeared. 

“Conversely,” Mr. Cairns added, 
“top creative people from large 
agencies keep applying to us for 
jobs—and their stories are monot- 
onously the same. Their shops are 
too impersonal, too routine, too 
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Cairns Got Start | 
in ‘Unpromising’ 
Textile Ad Field 


John A. Cairns was born in Zion 
City, Ill., 55 years ago. His parents 
had been missionaries in Japan. He 
is still “reasonably proficient” in 
Japanese and has visited Japan a 
number of times. 

After graduating from Princeton 
University in 1924, he worked his| 
way around the world on a freight- | 
er and then joined Fairchild Pub-| 
lications in New York as a report- | 
er. In 1927 he entered the adver- 
tising agency field as a copywriter, 
first with Barrett Advertising 
Agency and then with MacGurney | 
Advertising Agency, New York. | 
He became vp and copy chief of) 
the latter and became known as 
an expert in textile advertising. 

When he decided to go into busi- 
ness for himself in 1930, he was 
told he would starve to death by | 
specializing in the textile field. In 
those days the industry wasn’t 
turning its working capital once a! 
year. 


But Jack Cairns, as he is famil-| Chemists & Colorists, and the Na-| Push for Gyromatic 39 
iarly known, saw an opportunity. | tional 
He induced many textile mills to| Research. 


start advertising, and he built a| himself to current and prospective 
| prosperous agency with 40 clients. suppliers. In many technical fields 


|through a merger with Anderson, “We'd better let that go until some 


In 1935 he took in a partner and|there are countless opportunities 
changed the agency’s name to/in this sphere. Thousands of fine 
Winternitz & Cairns; the partner-| suppliers are looking for customers 
ship was dissolved in 1939, when|for new products in process of 
he reorganized John A. Cairns &|development. They are influenced 
Co. by the corporate character of their 
possible customers, which adver- 
tising helps to build. But that’s an- 
other story,” Mr. Cairns said. 


@® In 1951 the present agency of 
Anderson & Cairns was formed 


Davis & Platte. The present agen- other time. 

cy is no longer a textile agency but 

has clients in many fields. © “I'd just like to add one thing 
Mr. Cairns travels extensively.|more,” he said. “There’s no panacea 

He averages about 50,000 miles a for advertising problems. Each 

year, mostly by air. |client’s are different. But there 
He lives in Short Hills, N. J., and| will always be a place for small 

has a summer place at East Booth-| and medium-size agencies. They 

bay, Me., directly across Linekin are needed. There is no way to 

Bay from Ray Rubicam’s summer corner all the brains and creativity 

home. in the business, and there never 
Although he likes gardening, will be. 

golf and boating, Mr. Cairns de- “Every generation brings some-| 

votes much of his time away from thing new to the business, and 

business to church and civic work.| there will always be young men 
Among the associations in which | who want to have their own busi- 

he is active are the American Assn. | nesses, and who have creative abil- 

of Advertising Agencies, Swedish ity.” + 

Chamber of Commerce of New. 


York, American Assn. of Textile | Girard Perregaux Sets | 


F : . 
Suncetien fer setebeus Girard Perregaux & Co., New 


| York, has gone out of this world to 


‘reduced to formula.’ They want to 
we:k with a smaller group, where | 
they can have a sense of knowing 
all the people in the organization 
on a first-name basis, and where 
they can exercise influence at cre- 
ative conferences. 

“I am sure that this relationship 
exists in agencies of all sizes. But 
I suspect that it is easier to 
achieve,” Mr. Cairns said, “in an 
agency of 100 people than in an 
agency of 600.” 

“What about the acid test of 
sales?” Mr. Cairns was asked. 
“Isn’t that really the final criterion 
of the success of advertising?” 


s “Of course it is,” Mr. Cairns said. 
“A prospective client can and 
should call a prospective agency’s 
clients and ask them about their 


| been.” 


, : |introduce its Gyromatic 39 auto- 
relations with the agency and how | matic watch. The company is re- 
effective their advertising has lating its product to the timely top- 
ic of outer space in several ways: 
(1) Through publicity efforts such 
as the creation and presentation of 
the Geophysical Award to Col. 
John P. Stapp, USAF (MC), head 
. - of the Air Force “Man in Space” 
agency can help a client,” Mr.) committee, and (2) an advertising 
Cairns said. “It can help in mar-| campaign which pictures the new 
keting and merchandising, in help- watch against a planet- and star- 
ing to set up new distribution) ¢rewn background. 

channels, by means of packaging,| Starting in March, the fraction- 
pricing and market research. But al-page ads will run in Christian 


“What about that question you 
mentioned earlier,’ he was asked, 
“about how an agency contributes 
to aclient’s profits?” 

“There are endless ways that an 


|@ Dr. 


Orthodox Methods 
Trail New Ways 
of Selling: Wingate 


Detroit, Feb. 4—The current 
revolution in retailing is a combi- 
nation of the supermarket and the | 
discount house, Dr. John W. Win- 
gate, professor of business admin- 
istration at the Baruch school of 
business and public administration, 
City College of New York, said re- 
cently. 

In a talk before the Detroit chap- 
ter of American Marketing Assn., 
Dr. Wingate pointed out that ortho- 
dox stores have not kept pace with 
increases in total retail sales, and 
that they have even failed to main- 
tain their share of sales in depart- 
ment-store types of goods. 

He attributed the changes that 
are taking place to the psychologi- , 
cal attitudes of the middle income 
families. He asserted that they are 
not wedded to department store 
services and that their “purchase 
mix” is changing to “more mer- 
chandise value and less service.” 


Wingate pointed out that 
people want to shop with their cars| 
—that they look for the widest as- 
sortments and values within rea- 
sonable driving distances. They 


| want to go in, shop in an informal 


atmosphere, get the goods, pile it 
in the car and take it home, he said. 

Manufacturers as well as mar- 
keters brought on the discount 
problem through the pre-selling of 
national brands, he said. They 
created a terrific demand for their 
merchandise and then placed it out 
of reach by prices that were too 
high, he said. This brought on the 
discount house, where the goods 
were available, without the mark- 


the agency’s job is to help build) scjence Monitor, Esquire, Life, Na- 
profits, rather than volume, and to tional Geographic, Newsweek, New 


be really helpful the agency has to | york Times Magazine, Time, Sports | 


be an integral part of the client’s | j)jystrated and The New Yorker. 
operations. The copy proclaims: “The first 39- 
| “Another way that an agency jewel self-winding watch in his- 
can help increase a client's profits | tory.” Grey Advertising Agency is 
|is by helping the client promote handling the account. 
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| Dan Danziger, for the past 15 
years sole owner and operator of 
|Danziger Sales Co., has joined 
Walter W. Cribbins Co., San Fran- 


| ‘Danziger Joins Cribbins 


rr 
Q...thg 


‘ J te 


okt 7 < cisco, advertising specialty dis- 
) “~ tributor, as vp. He will be in 
os ge \charge of the new Danziger sales 

— —— 


| | division. 


| 
Howard Joins Crabb Agency 
Herb Howard, for the past five 


Chicago radio station, has resigned 
to join Richard Crabb Associates, 
| Chicago, as vp and creative direc- 
tor of the agency. 


a ae 


|years program director of WLS, | 


up needed to maintain department 
store services, he added. + 


Dr. Pierce's Plans Drive 
A new advertising campaign has 
been launched for Dr. Pierce's 
'Golden Medical Discovery by 
Pierce’s Proprietaries, Buffalo. The 
company will employ television for 
the first time, with one-minute live 
| commercials in selected markets in 
addition to transcribed spots on 140 
| radio stations. Copy in 40 newspa- | 
pers and farm publications will 
}round out the drive. Emil Mogul 
|Co. is the agency. 


WAVY Appoints Three 

Ned Sheridan, program manager | 
\of WAVY, Portsmouth, Va., has 
been appointed general manager, 
replacing Howard Stanley, who 
resigned. Clayton W. Eley Jr., ac- 
count executive, has been named 
sales manager, and Lee Allan, 
staff announcer, program manag- 
er. 
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THE 


LANDING 


STRIP \ 


as seen by 


JOHN BURGOYNE 


Depicted below is a man of letters. 
His student days ended with PHD. | 
He has written books on marketing, 
selling, and advertising—books high- | 
ly regarded by toilers in these pro- 
fessions. He has an active, resourceful 
imagination. His vocabulary is by 
average standards unlimited. But 
when he writes advertising copy he | 
purposely repeats words like “Amaz- 
ing,” “New,” “Instant,” and others 
just as familiar—over and over again 
—accompanied by the usual superla- 


tives which are just as familiar. 
Why? Because these words move | 
goods off shelves in staggering vol- | 
ume! 


When it comes to moving goods off 
shelves in any given local market his 
words work their greatest magic in 
the local newspaper. Other media) 
must basically entertain in order to | 
create the opportunity to sell. The | 
newspaper has the informing of con- 
sumers as its primary function and 
objective—about news as well as new 
products, services, or special values. 


x** 


The newspaper has proved con- 
clusively its ability to motivate 
consumers to buy. It overlooks no 
worthwhile purchasing prospect. It 
offers the advertiser greater flexibil- 
ity. Its effect on the market spreads 
‘round the clock from issue to issue 
—is not here for seconds and then 
gone. 


xk 


Advertising We Can Do Without... No. 38 
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... it’s big, it’s beautiful, it’s thrilling, More than 
that, we predict it will show you and your family ijt 
the way to the fullest measure of happiness it is 94 
N] possible to enjoy. Best of all, it’s free. Just fillin 

4, and mail this coupon today. 


iN ™ Civ’ RAY 2M Mi 


} Young or old, wage earner or executive, Miami spells vacation 
yi magic to millions. And Miami can spell VACATION magic for you! 


» 320 N. E. Sth St., Miami, Florida 
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GifT—HA!—Dave Burns of Libby, McNeill & Libby sent along this Mi- 

ami “gift” offer newspaper ad and said that the “gift” turned out to 

be a form letter from Miami’s Mayor Robert King High with a news- 

paper page ad for a local store. The mayor’s letter said, in part, that 

the ad “struck our fancy because it epitomizes the gift our area has 
for making all kinds of families happy.” 


Hess to Cut Soft-Goods Prices of Brands that 
Won't Grant Exclusivity in Store’s Area 


ALLENTOWN, Pa., Feb. 4—Max|at all,” he said. 
Hess, president of Hess Bros. De- 
partment Store and indomitable|# As a result of the new price- 


crusader against fair trade in hard |cutting policy, a number of man-| 


goods, is now cutting prices on soft|ufacturers have dropped, or have 


|goods—if manufacturers will not|been dropped by, Hess Bros. They 


grant Hess exclusivity of brands in|include R&K dresses, Majestic 
the Allentown area. specialties, Summit skirts, Jantzen, 

In a fiery call to arms at a New|Catalina, Rose Marie Reid, Stand- 
York press conference, Mr. Hess| ard Romper, Ship-n-Shore blouses, 
urged retailers “to throw off the| Jerry Gilden specialties, Evan-Pi- 
shackles and refuse to be dictated|cone, Monarch garment, Botany 
to by manufacturers . . . it’s time |500, MacGregor sportswear, Inter- 


| Durham Service Will Provide 

| Agencies with N. Y. Office 

| Robert Durham Associates, man- 
agement consultant, is offering to 
act as New York office for out-of- 
town agencies. The Durham office 
will do no creative planning, but 
|will handle art; space and time 
|buying; production; sales promo- 
tion; direct mail; personnel pro- 
curement; and new business. Mr. 
|Durham was senior vp of Ruth- 
lrauff & Ryan and assistant to the 
president of Kenyon & Eckhardt 
before opening his consulting serv- 
ice last August. 


Wilson Whisky Price Down 
Effective March 1, Wilson whis- 
ky, a blend, will be retailed in New 
York State for 20¢ less than com- 
petitive brands in that area. The 
new prices are $4.79 a quart, $3.99 
a fifth and $2.49 a pint. A heavy 
|mnewspaper ad and point of sale 


|}campaign in Buffalo, Rochester, 
Syracuse, New York City and 
| Westchester County is planned. 


|Four Roses Distillers Co., a House 
jof Seagram subsidiary, markets 
Wilson. Doherty, Clifford, Steers & 
Shenfield is the agency. 

Keystone Adds 12 Stations 

| Keystone Broadcasting System 
|has added 12 new affiliate stations, 
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|bringing the total to 1,024. New 
stations are KPER, Gilroy, Cal.; 
KGEN, Tulare, Cal.; KGRN, Grin- 
nell, Ia., WLCK, Scottsville, Ky.; 
WABM, Houlton, Me.; WAGM, 
Presque Isle, Me.; WRSA, Sarato- 
'ga Springs, N. Y.; WMSJ, Sylva, 
|N. C.; WTYN, Tryon, N. C.; KREL, 
|Bayton, Tex.; WCWC, Ripon, Wis., 
land KIML, Gillette, Wyo. 


Pierpont Joins Ruppert 

John H. Pierpont, formerly direc- 
tor of public relations of the Sav- 
ings Banks Assn. of the State of 
New York, has been appointed di- 
rector of public relations of Jacob 
Ruppert, New York brewer. He 
succeeds Joseph Gould, who has 
resigned to go into business for 
himself. 


Pearson Heads New Y&R Unit 
Young & Rubicam has added a 
publicity department to its San 
|Francisco office. John A. Pearson, 
|former publicity director for Mer- 
chandising Factors, has _ been 
named to direct the new depart- 
ae 
KSIX-TV Becomes KZTV 
KSIX-TV, Corpus Christi, Tex., 
has changed its call letters to 
KZTV. The station, a CBS affiliate, 
|is represented by H-R Television. 


FOR AS 


Amazing, but true — you cando it with a 
| classified ad in Advertising Age. Minimum 
charge $5. Ad Age is read each week by almost 
150,000 top marketing men — men with the 


How to knock 

on the doors of 
almost 150,000 
advertising and 
marketing executives 


LOW AS $5 PER WEEK 


to wake up and realize that too 
many apparel manufacturers are 
taking over the retailers’ role in 
their price-fixing and distribution 
policies.” 

However, in other quotes it ap- 
peared that Mr. Hess’ prime objec- 
tive is to obtain exclusivity of 
brands for his store. To wit: “We 
will be more loyal than ever before 


Most effective of all newspapers for 
advertisers are those located in 
America’s best Test Markets. They 
are more aware of their opportunities 
—and of their responsibilities to Na- 
tional Advertisers. Their cooperation 
is greater and better, reflecting their 
experience with marketing, especial- 
ly on a test basis. 


x*e* 


When you use Burgoyne’s research 
services—available in more than 25 
of America’s top test market cities— 
you get facts faster, more accurately, 
and more economically. His research- 
ers live there. Carefully selected 
panels of stores are established there. 
Burgoyne doesn’t have to go there to 
make the arrangements. They’re al- 
ready made . . . So when you get 
ready to make a market test . . . Call 
Burgoyne . . . he’s ready! 


in our 6l-year-old history to the 
brand name manufacturers who 
\confine their goods to Hess Bros. 
lexclusively in our area and work 
with us in promoting their mer- 
chandise as strongly as possible— 
or if they do not sell us exclusively 
in our area, they will allow us to 
competitively price their merchan- 
dise. 

“We guard an exclusive line 
jealously, but if a manufacturer’s 
preduct is sold to every Tom, Dick 
and Harry in our area then we 


must sell it for less or not sell it| Annual. 


woven, Palm Beach, Timely, Clip- 
per Craft and Fellow Fashions. 
Mr. Hess, however, admitted | 
that he would not go as far as to! 
cut prices on such staple lines as} 
International Latex Corp. or the 
Cluett, Peabody & Co. Arrow shirt 
line. No store can do without such | 
staple lines, he said. + 


Middlesworth Joins Stanley 


Mal Middlesworth, formerly as- 
sistant manager of the special out- 
let development department of 
Pure Oil Co., has joined the ad- 
vertising sales staff of Stanley 
Publishing Co., Chicago, as mid- 
western manager, effective Feb. 3. 


authority to buy or sell immediately as they 
see fit. Your ad gets fast action. Try it. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


He will be responsible for adver- 
tising sales in Chicago, Wisconsin, 
Minnesota and Iowa for Transpor- 
tation Supply News, Jobber Prod- 
uct News, Fleet Product News 
Quarterly and TSN Business Gift 


FIRST WATIONAL BANK BLDG., CINCINNATI 2, OHIO 


1 am enclosing $ 


1 State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 


Chicago, Illinois 
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Advertising Age, February 10, 1958 


Be dashing’ Debora’ The pride of the Advertising Word! Win Ihe mos! sophisticated prizes of tus oF any poor 


“Reader's Digest,’ 


Honig-Cooper & Miner, at $14,000,000, 
Is West Coast's No. 1 Indigenous Shop - 


(Continued from Page 1) 
agency led to a mutual agreement 
between the agency and Santa Fe 
to move the account. 

Honig-Cooper was established in 
San Francisco by Louis Honig Sr. 
in 1908 and currently is celebrating 
its 50th anniversary (AA, Jan. 6). 
The Miner agency was founded in 
1911. 

The combined billing of both 
agencies in 1957 was approximate- 
ly $14,000,000, with the greatest | 
chunk—some $10,000,000—in the 
Honig-Cooper client roster. The 
consolidated agency anticipates a 
10% billings increase in 1958. 

The new Honig-Cooper & Miner 
agency, currently with 63 accounts 
and a staff of 134, will function | 
through offices in San Francisco, 
Los Angeles and Seattle, with a 
service office in New York. Head- 
quarters will be the Honig-Cooper 
building, 1275 Columbus Ave., San | 
Francisco. 


s Although approximately 80% of 
the agency’s business concerns | 
packaged goods sold through food 
stores, the client roster includes 
advertisers in many fields. | 
A partial listing of the combined | 
account roster serviced by H-C&M 
includes Clorox; United Vintners 
(Italian Swiss Colony Wines, G&D 
vermouth and wines, Lejon ver- 
mouth and brandy); Interstate 
Bakeries (Weber’s bread, Log Cab- 
in variety breads, Blue Seal bread, 
Dolly Madison cakes); Hoffman 
Electronics Corp. (products divi- 
sion and laboratories division); 
C&H sugar; Levi Strauss & Co.; 
S&W Fine Foods; Leslie Salt Co.; 
Thrifty Drug Co.; Wells Fargo 
Bank; Avoset Inc. (Qwip) ; Canadi- 
an Pacific Railway; Hospital Serv- 
ice of Southern California; Kerr 
Glass Mfg. Co.; California Red- 
wood Assn.; General Paint Corp.;| 
Pacific American Fisheries; Von's 
Markets Co.; Bu-Tay Products; | 
Luer Packing Co.; Valley Park Mu-| 
tual Homes; Sturdy Dog Food Co.; 
Denalan Co.; Crescent Mfg. Co.; 
Graybar Electric; Pacific National 
Bank; Haas Bros. (Cyrus Noble} 
whisky); M. Jackman & Sons cloth- | 
ing; Par-T-Pak beverages (North- | 
ern California), Yellow Cab Co.| 
(San Francisco and East Bay). 


® Speaking of the future of the 
agency, Mr. Morse, longtime head 
of the Miner agency, said: 

“In the past, retention of clients 
by both agencies has been well 
above the average; eight accounts 
have been served by our companies 
for more than 20 years. 

“Our new business record also 
has been excellent, with 16 new 
accounts within the past two 
years. This, with the budget in- 
creases of our clients, more than 
tripled our billing between 1948 
and 1958, and we are confident 
that, with our expanded facilities 
for client service, we can count on | 
continuing growth for Honig-Coop- 
er & Miner.” 


\the need for automobile manufac- 


|most important asset. When the} 


by Miner, at 304 S. Kingsley Dr., 
and the Honig-Cooper offices in the | 
Tower Bldg. in Seattle will be used. 

| 
® Executives of both the constitu- | 
ent agencies agree that only the 
future will determine client con- 
flicts such as the one resolved by | 
the shift of Santa Fe Wine. Both |! 
had bread accounts, for example, 
but it may be possible to handle 
these without conflict. + 


NADA Cites AA, 
Urges ‘Realistic, 
Uniform’ Car Prices 


WASHINGTON, Feb. 4—National 
Automobile Dealers Assn. told its 
members today that two recent ed- 
itorials in ADVERTISING AGE show 


turers to adopt “realistic uniform 
delivered prices” for their cars and 
advertise them thoroughly to the 
public. 

The association distributed pho- 
tostats of the editorials which ap- 
peared in ADVERTISING AGE Dec. 30 
and Jan. 27, warning that pricing 
chaos in the automobile industry 
represents the biggest marketing 
problem of 1958. 

In its comment on the editorials, 
the dealer group said, “The con- 
tinual emphasis on the need—| 
which will take place whether 
dealers or manufacturers like it or 
not—in the public and trade press 
is negative publicity which will be 
unnecessary if the action is taken 
immediately.” 

The association pointed out that 
NADA’s directors recently passed 
a resolution calling on manufac- 
turers to adopt “a realistic uniform 
delivered price which could be 
thoroughly advertised.” 


® In addition to reproducing the 
full text of the ApveRTISING AGE 
editorials, the association included 
in the text of its weekly newsletter 
extensive quotations from sections | 
of the editorials which it wished 
to emphasize. 

The item in the newsletter, 
headlined, “On the right track,” | 
observed, “One of the most serious | 
problems in the automobile indus- | 
try today is the quality of adver-| 
tising which appears at the local) 
level. During the past two years 


| NADA has conducted an intensive | 


program to bring about a higher 
quality in dealer advertising. 
“Believability is advertising’s 


public loses respect and confidence 
in advertising, everybody suffers 
—the dealer advertiser, the media, 
the factory. 

“NADA and the entire automo- 
tive industry have received excel- 
lent support from many sources in 
a campaign to ‘clean up’ adver- 
tising. The Bureau of Advertising 
of American Newspaper Publish- 


GUESS THE AVERAGE WEEKLY PIXIES Bonus CIRCULATION DURING THE FIRST QUARTER OF 1958! 


WIN AN OLD CAR—This Stutz roadster of the “roaring ’20s”—plus a 
raccoon coat—is first prize in The Saturday Evening Post’s circula- 
tion guess contest for “advertising influentials.” Admen and women 
are invited to guess average weekly bonus of the Post during the 


first quarter 


‘Post’ Ads Push 
Contest for Admen 
to Guess Circulation 


PHILADELPHIA, Feb. 7—The Sat- 
urday Evening Post will announce 
Monday a circulation guessing con- 
test for advertising men and wom- 
en in which a Stutz roadster plus 
a raccoon coat will be first prize. 

The contest opens Feb. 15 and 
closes March 31. 


Times and New York Herald Trib- 
une. B&w bleed spreads will be 
used in advertising business pub- 


Curtis Decline to 


Announcement | 
|}ads will be used in the New York 


of this year. 


lications. The first ads will appear 
Feb. 17. 
® The contest requires admen—or 
_as the Post calls them, “advertising 
influentials’’—to guess the average 
weekly circulation “bonus” deliv- 
ered by the magazine during the 
first quarter of 1958. The winning 
figure will be based on official 
publisher’s interim ABC statement 
| for the Jan. 1-March 31 period. 
At present the Post’s base is 
5,200,000, but it is scheduled to 
jump to 5,600,000 next July 18. 
There will be 50 second prizes 
(sports-car coats) and 560 third 
prizes (straw boater hats). + 


Join ARF Study 


(Continued from Page 1) 
that Reader’s Digest will not par- 
\ticipate in the project. He gave no 
reasons for the decision, which 
was made yesterday after a meet- 
ing with ARF representatives. 

The Digest rejection followed by 
three days a similar announce- 
ment by Curtis. With Time Inc., 
McCall Corp. and Newsweek al- 
ready on record as opposing the 
study, the ARF is confronted now 
with the prospect of defeat. 

Curtis, unlike the Digest, public- 
ly explained its stand. Speaking for 
Holiday, Ladies’ Home Journal and 
The Saturday Evening Post, E. C. 
Von Tress, director of advertising, 
told the ARF: 

“In our opinion the study, as de- 
signed, with tripartite support un- 
der ARF leadership and endorse- 
ment, would go far to establish the 
lowest common denominator of 
magazines as the primary stand- 
ard for measuring their values. 

“Once completed and accepted, 
the study presumably would be re- 
peated regularly. Thus, in the fu- 
ture, major attention would be 
concentrated on mere numbers— 
the counting of those who recall 
having looked into a magazine. 


s “Such emphasis, in our opinion, 
would be undesirable, because it 


New Ad Setup, Added Outlets Aided | 
Warner-Lambert, Driscoll Reports 


Failure to Get Wares 
Into Supers Wastes Ad 
Dollars, He Declares 


New York, Feb. 4—The presi- 
dent of Warner-Lambert Pharma- 
ceutical Co. today expressed disap- 
pointment in some of the company’s 
advertising. 

In reply to a question, following 
a talk delivered to a luncheon 
meeting of the New York Society 
of Security Analysts, Alfred E. 
Driscoll said, “In my judgment, 


we were not getting as much out | 


of our advertising as we should 
have obtained.” 

Earlier he said that Warner- 
Lambert was undertaking new ap- 
proaches to its marketing. Asked 
what these might be he replied: 


|“One of these new approaches is 


better advertising.” Later, during 
the question and answer period, he 
commented: “In my judgment, the 
company that spends millions in 
radio and television advertising 
and then neglects to get its prod- 
ucts into the supermarkets and 
food stores is wasting its adver- 
tising.” 


ers Assn. has been vigorous in its 
campaign to bring about quality 


Mr. Driscoll then referred to 


would draw attention away from 
the more fundamental and distinc- 
tive values of magazines. We be- 
lieve this development would be 
contrary to the interest of maga- 
zines and contrary to the best in- 
terests of advertising.” 

The Curtis and Reader’s Digest 
rejections followed a policy stand 


advertising. The American Press 


|\the aid Warner-Lambert salesmen 


|1958 prospects and has budgeted | by the Magazine Publishers Assn. 
for increases in sales, earnings and | that participation in the study is 
advertising. But, he said, “We'll|“an individual publisher decision” 
keep our advertising as flexible as| (AA, Jan. 27). 
| possible.” | Curtis joins Time Inc. (Life, 
Sports Illustrated and Time) and 
s On the basis of incomplete re-| McCall Corp. (McCall’s and Red- 
turns, he said that Warner-Lam- | book) in turning thumbs down on 
|bert worldwide sales for 1957 | the study. Newsweek has also in- 
would exceed $175,000,000; net in- | dicated its opposition. 
come would be about $14,300,000 As a result, ARF today stands 
and earnings per share about $5.43.| at a difficult point; the study has 
\In 1956, sales were reported at}| been rejected by publishers who 
$153,300,000 and earnings per)! were originally expected to pro- 
share at $4.63. | vide at least 30% of the $800,000 
“Every division ended 1957 in the | financing. 
black; every division contributed | 
to the over-all profit picture of the| » Three magazines—Family Cir- 
corporation,” he commented. _ l|ele, Look and True—have rallied 
Specifically, he pointed to Lis-|tg ARF’s side. In addition, the 
|terine sales, which are up 121% | ¢oundation says it has more-or-less 
over 1952 sales, in contrast to a) unanimous backing from advertis- 
79% gain for the entire mouth | org and agencies. Two weeks ago 
wash market and a 26% imcrease|arF said it had received pledges 
in dentifrices. He also cited Super totaling $370,000. 
| Anahist, whose sales he reported Some publishers still have to be 


| a8 513% ahead of 1952. |seen by ARF’s E. P. (Spike) Sey- 


| - 
} F aa _|mour. Meredith Publishing Co. 
|# A shift of advertising emphasis) (Better Homes & Gardens) and 


|from television to radio for Lister- | Hearst Corp. (Good Housekeeping, 


ine has resulted in new audiences | sports Afield and Cosmopolitan) 
for the product's selling messages, | haye yet to hear the full-scale pre- 


he said. sentation. 


| 


® Elected to the board of directors 
of the new agency are Louis Honig, 
who will be president; Mr. Morse, | 
who will become senior vp and| 
head of Southern California opera- 
tions. 

Others elected to the board in- 
clude Warren Kraft Sr., senior vp 
and head of the Pacific Northwest 
operation; Fred Glauser, Ist vp; 
John W. Davis, secretary-treasurer, 
and Ted Krough and Eric Bellin- 
gall, vps. With the exception of Mr. 
Morse, all of the new directors held 
the same offices in the Honig- 
Cooper organization. 

All vps of both Honig-Cooper 
and Miner will continue to hold 
that title in Honig-Cooper & Miner. 

The Los Angeles office will be 
quartered in the offices occupied 


Assn. is another group which is 
joining the crusade for better ad- 
vertising.” + 


CBS-TV Shifts PR Men 


James Kane, formerly director of 


press information of CBS Televi- | 
sion in Hollywood, has returned to | 


New York to head a new local sta- 
tions publicity unit in the network’s 
press department. Robert Blake, 
formerly in charge of the depart- 
ment’s special projects section in 
Hollywood, has been named head 
of the network’s West Coast pub- 
licity office. John Walsh, previous- 
ly a member of the special projects 
section in New York, has been ap- 
pointed manager of that section, 


| with headquarters in New York. 


have given in widening distribu- 
jtion for Bromo-Seltzer after its 


with Warner-Lambert in 1956. He|ny’s complexion has changed ma- 
added that Bromo-Seltzer sales |terially. In 1951, toiletries and cos- 
have lagged behind the growth of/|metics accounted for 70% of total 
;other proprietaries in the compa- | domestic volume. Last year, 59% 
ny. of domestic sales came from 
|pharmaceuticals, ethicals and 
@ Last week the transfer of the | proprietaries, 18% from toiletries 
Bromo-Seltzer account from Len-|and cosmetics, 15% from plastics 
nen & Newell to Warwick & Legler | and glass containers and 8% from 
was reported exclusively by Ap-/| drug sundries, he said. 
VERTISING Ace. Earlier (AA, Jan. | New products are planned in the 
27), Warner-Lambert announced proprietary, cosmetic and ethical 
the establishment of a new family fields, he reported, including a face 
products division, which would be|cream, a newly developed tooth- 
,in charge of consumer advertised | brush now being marketed by Pro- 
| products. Phy-Lac-Tic Brush Co., and a syn- 


| Mr. Driscoll said his company |thetic antibiotic called L6, now in 
lis “cautiously optimistic’ about! the clinical stage. # 


The company’s over-all 1957 vol- 
}ume was three and one-half times | 
that of 1951, Mr. Driscoll reported, | 
maker (Emerson Drug Co.) merged | while at the same time the compa- | 


Arthur Stein, publisher of Coro- 
net, told ADVERTISING AGE today 
that he is still waiting for Mr. Sey- 
mour to come around to see him. 
“They haven’t even presented it to 
me yet,” he said. “I don’t know 
anything about it. You might say 
I'm waiting with curiosity but 
with little interest.” + 


Rosenbloom Gets Mufflers 

International Parts Corp., Chi- 
cago, has named Irving J. Rosen- 
bloom & Associates, Chicago, to 
handle advertising for its interna- 
\tional parts division and Powell 
Muffler Co. Both were formerly 
handled by Bozell & Jacobs, which 
continues to handle Midas muffler 
division of International Parts 
Corp. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


HELP WANTED 


_ AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


39,430 — 


HELP WANTED 


INDUSTRIAL ADVERTISING 
SALESMAN OHIO-MICHIGAN 
Interested in selling advertising for this 
top industrial magazine that 

... Consistently carries over 3000 pages 
of advertising a year. 

...Has a professionally recognized edi- 
torial staff 

... Supplies 
its salesmen. 

... Has a young, aggressive sales staff. 

... Offers immediate high bracket in- 
come from current billing in this area, 
plus excellent potential for development 

If you are between 30 and 40, grounded 
in industrial marketing; intelligent and 
eager to apply yourself to advertisers’ 
problems we want to talk with you 

Send resume for confidential interview. 
All replies will be held in strict confi- 
dence. 

Box 1192, ADVERTISING AGE 
480 Lexington Ave., New York, 17, N. Y. 


MOLENE 

Public Relations 
Copywriters (6. Advg. Managers 
Artists Media Production Service 
“All is grist which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 


CREATIVE SALES OPPORTUNITY 
Graphic arts industry leader has opening 
on sales team for college grad NOT 
OVER 25. Should have advertising, mar- 
keting, or public relations education but 
no experience required. Will train and 
develop for a career of selling nationally 
recognized fine quality printing and 
lithography including all creative phases. 
Must be willing to travel from headquar- 
ters in Milwaukee. Salary. Write: 

Box 1190, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING AGENCY MAN 

ADVERTISING ASSISTANT, heavy on 
copy with experience in all phases of ad- 
vertising production advantageous. Posi- 
tion offers opportunity for advancement, 
ideal working conditions and fringe ben- 
efits. Send resume, photo and salary re- 
quirements with first letter. The Jay H. 
Maish Company, Marion, Ohio. 
AGENCY ACCOUNT EXECUTIVE, 30-35, 
for creative and contact work with es- 
tablished industrial accounts, and good 
enough to move rapidly from $10,000 
range to much greater responsibilities 
Excellent old agency in medium-large 
South-Central city. Our people know of 
this ad. Address: 

Box 1238, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, TIL. 


modern marketing aids to 


Editors 


a ae a a ae a a ae ee ee 


al 


DO YOU 
KNOW 


THIS 


ADVERTISING 


MAN? 


He might be holding down a top creative AE’s desk in 
an agency—he might be an advertising manager in an 
alert and sizable consumer packaged goods operation. 
Whichever side of the fence he’s on, we have something 


to tell him: 


A client of ours (the name is one of the best in packaged 
goods) is looking for a man to fill a rather substantial 
hole in his organization. 


Below him will be a staff large enough to help our 
client’s advertising agencies judiciously invest one of the 


l 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| ng agenci 
| largest budgets in the U.S.A. 
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He must possess innate creativity, strong merchandising 
sense and knowledge of tie-ins and promotion. These 
qualities would be valueless if not accompanied by gen- 
uine originality and a keenly developed ability to be 
intelligently different from the rest of the field. 


His knowledge of layout, photography, color, engravings 
and reproduction must be top drawer; but in no sense 
of the word will he be a production man or have a pro- 
duction man’s background. 


It is important he be completely at home with TV, its 
programming and commercials. 


Salary flexible, to fit qbilities; sufficient to attract the 
best man. Headquarters is New 


If you are this man, or know the one who fits the de- 
scription, let us know. A very pleasant and profitable 
relationship could develop. 


MERCHANDISING ASSISTANT 
Midwestern manufacturer of automotive 
parts needs promotion man with en- 
thusiasm and imagination for its after- 
market sales activities. Duties involves 
creation of printed material, direct mail 
programs, dealer sales aids, meeting 
scripts, etc. He should be between 23 
and 35 with several years automotive 
experience. Attractive fringe benefits 
and salary commensurate with qualifi- 
cations. Write in confidence giving com- 
plete resume and present or desired sal- 
ary. 

Box 1237, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 73-2255 


ASSISTANT MERCHANDISING 
MANAGER 
Growing Chicago-based national maga- 
zine offers outstanding opportunity to 
advertising or journalism graduate as 
assistant to merchandising manager. 


Some experience preferred. Duties in- 
clude copy, supervision of production, 
scheduling, follow through. Progressive 
company with attractive fringe benefits 
Write: 


Box 1236, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 
MID-WEST ADVERTISING SPACE 
SALES MANAGER 


National hard lines trade paper head- 
quartered N. Y. C. Leading publication 
in field for quarter century. Expansion 


forces change from advertising represen- 
tatives to own sales staff. Base salary plus 


generous incentive over quota. Some 
travel. 
Box 1214, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


HELP WANTED 


POSITIONS WANTED 


Advertising Age, February 10, 1958 


REPRESENTATIVES WANTED 


ADV & MDSING SALESMAN, 25 - 35 
Publisher needs aggressive, intelligent 
self-starter. Contact mfgers of products 
used in home construction. Sell mdsing 
service and mag. adv. Travel 5 states 
from Chicago. $550.00 draw per mo. on 
extremely liberal commission (plus ex- 
penses) list yr. potential 8 to 12,000.00 
Send complete resume 

Box 1239, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PROMOTION MANAGER 
NEEDED BY MAGAZINE PUBLISHER 
If you have had sales promotion or ad- 

vertising agency experience and would 
like to work for a multipublication com- 
pany this position will appeal to you 
Duties include copywriting, layout, trade 


press advertising campaigns and direct 
mail promotion for 8 magazines. Agri- 
cultural experience desirable but not es- 


sential. Located in scenic 
nois. Progressive company with attrac- 
tive fringe benefits. Give age, experience 
and salary required in first letter 
Box 1215, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 
ADVERTISING SPACE SALES 


Northern Illi- 


If you have been thinking how nice it 
would be to find a reliable man, with 
thorough trade journal background, 


proven creative sales ability & initiative. 
A top circulation salesman is now making 
the change to space sales. 
Box 1242 ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N. Y. 
TV-RADIO DIRECTOR-PRODUCER 
15 yrs local, regional, network agency-sta- 
tion bkgrnd. Age 33, family. Exper. 
live, film prod; Time buy; media. Jr. AE 
nat’l products; salad dressing, food, in- 
secticide, retail drugs. Will relocate. Re- 
sume available. Salary open 
Box 1258, ADVERTISING Age 
200 E. Illinois St., Chicago 11, Il. 
ADVERTISING-MARKETING ASS’T 
Background: Ass’t Ad. Mgr., Market Re- 
search, Sales Service, Statistics, Ass’t. to 
top level sales management. Prefer brew- 
ing or liquor industry. Will relocate. Re- 
sume on request 
Box 1257, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING-PRODUCTION MAN 
Thoro knowledge ali 
and how to buy right 
with follow thru training. 34-married 
Box 1218, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 


art DIRECTOR 


DESIGNER 
modern * top quality * 


young 

2¢ card gets you résumé & sample 
Box 899, ADVERTISING AGE 

— E. Illinois St., Chicago 11, I. 


~ 
“ 


an 


He is an advertising 
man who is perhaps a 
shade too creative to be 
completely at ease in 
his present position. No 

Claude Hopkins, 

mind you, but some- 

one who can do a 
constructive job of crit- 
icism and spark ideas. 


York. 


\ Replies will be held in strict confidence. J 
\ Box 895 ADVERTISING AGE Ps 
~ 480 Lexington Ave., New York 17, N. Y. a 


Se ee ee ee re ee ee ee ee 


-” 
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EXPERIENCED SPACE SALESMAN of Experienced display salesmen: Our non- 


proven ability seeks unlimited opportun- 
ity in Eastern or Mid-Western terr. with 
established publisher requiring only top 
results. 

Box 1250, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


TV PRODUCER MISTER? 


Sober, reliable, energetic, creative, ma- 
ture, personable, cost-conscious, reason- 
ably priced, now employed... Agency 


Film Producer seeking new affiliation. 
Box 1255, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
COPYWRITER $11,000 NY ONLY 
Plenty print, strong TV, radio, sales pro- 
motion, contact. Broad background incl 
gasoline, liquor, auto (dir), insurance, 
associations, pkg goods. Can supervise. 
Box 1240, ADVERTISING AGE 
480 Lexington Ave., New York, 17, N. Y. 
AGENCY ART DIRECTOR 
Would prefer smaller organization where 
supervisory ability as well as art direc- 


| tion is important. Available now. $19,000. 
| Box 1251, ADVERTISING AG 
200 E. Illinois St., Chicago 11, Il. 
BRAND OR ADV. MANAGER 
j ACCOUNT EXEC. 
Eight years packaged grocery exp. as 
brand manager & account exec. Super- 


phases graphic arts | 
Pressure resistant | 


vised $1,000,000 budgets incl. market 
planning, adv., budgeting, sales prom., 
research & packaging. Heavy on develop- 
jing & test marketing new products & 
forcing distribution. Self starter capable 
of administering entire marketing pro- 
gram. 30, M.B.A. College Marketing In- 
structor (eve) 

Box 1245, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

CREATIVE ART DIRECTOR 

AVAILABLE 

16 Years of agency experience. Solid 
background on National accounts-Maga- 
zine, Newspaper, Retail, Collateral, etc., 
Knowledge in merchandising. Desires 
spot in aggressive organization. Let’s talk 
about it! 

Box 1244, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


| SALES PROMOTION MANAGER 
| Well known advertising man. 10 years 
| leading midwest dept. store. Looking for 
|}agency or manufacturer who needs per- 
son with solid retail background 

Box 1241, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Tl. 


ADVERTISING SALES 
| Engineering plus management-B:S. 


de- 


Young Marketing and Advertising Ex-| sree - 33 yrs. - married - 9 yrs. successful 


ecutive—Marketing, Advertising and 
Sales Promotion background. Age 34: 10 
years experience with medium and large 
companies Electrical, Furniture and 
Steel Products. Have handled $500,000 an- 
nual budgets. Salary $12,500.00 to $14,- 
000.00. Presently Marketing Director 
New York firm. Wou!d like to relocate 
in Chicago Area. Write for complete re- 
sume or interview. 

Box 1210, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ART DIRECTOR-ILLUSTRATOR 
33 married-13 yrs. exp. agcy-indus-pack- 
aging~-books. Ability in prod, copy, photo, 
client-contact presents potential for key 
role. Reply Box 157-So. Acton, Mass. 


FILM & TV WRITER-PRODUCER 
15 years exp. includes staff for top In- 
dustrial-Sales Film company. 
with creative and administrative 
combined to spearhead and 
through all phases of radio, TV and 
film projects. Available for agency or 
company. Personable-age 35, BA-MFA. 
Box 1256, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
HOME 
Food major. Exp. in conventions & alli 
phases of adv. Chicago area only. 
Box 1254, ADVERTISING AGE 


ability 
follow- 


200 E. Illinois St., Chicago 11, Ill. 
COPYWRITER 
B.S. (Mktg) ex-GI. Just out of ODs 


eager to re-don gray flannels with agen- 
cy. 1 yr. creative exp. 23. Married. Start 
imm 

Box 1253, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

“FINANCIAL DOCTOR" 

Treasurer of multi-million dollar Penn- 
sylvania agency, looking for new 
“PATIENT” 

Box 1252, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


Our 47th Year 
COPY CONTACT, heavy 


machinery, machine tools to $12M 
A.E., petroleum engineer 

Pacific Coast to $11M 
COPY-CONTACT, building 

materials, home furnishings to $10M 
RESEARCH, COPY-TESTING $7500 


HOUSE ORGAN EDITOR 
Man or woman 7200 


$ 
GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


CHICAGO AGENCY 


We hove beautiful, efficient of- 
fice for Account Executive with 
billing of $150,000 or more. 
Well known agency. $1,500,000 
volume. North Michigan Ave. Ex- 
cellent Art and Creative Direc- 
tors, Production, Media, Secre- 
tarial and Accounting personnel. 
Will help you on your present 
accounts and pitching for new 
business. Your letter will be held 
in strict confidence. Our person- 
nel are aware of this ad. Address 
Box 904, Advertising Age, 200 
E. Illinois St., Chicago. 


for | 


Versatile, | 


sales-design-electronics-paper industries- 
east coast-presently employed-Minimum 
$15,000 


Box 1247, ADVERTISING AGE 
New York 17, N. Y. 


480 Lexington Ave., ~¥. 
Copy-Contact-Assistant Adv. Mfg. 
man with 5 yrs. proven creative 
ind., ret. adv. & publ. editing 
challenging position with mgr. or 
Coll grad. 
Box 1260, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. _ 
SPACE SALESMAN AVAILABLE 
Young man, age 30, seeks connection 
with industrial or technical publication 
Three years experience on _ technical 
book. Prefer Eastern territory. 
with children. Write: 
Box 1248, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
PUBLISHERS REPRESENTATIVE 
Specialist indl. space sales desires addl 
publication eastern territory. Headquar- 
ters N.Y.C 
Box 1243, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
ADVERTISING ADMINISTRATOR 


Yng 
ability 
seeks 
agcy 


Assume full responsibility of ad budget, 
control of ad dep’t and agency spending 
Proven record of cost saving ideas and 


systems with multi-million §$ national 
advertiser, in all media. Desire N.Y.C. 

Box 1246, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 
PROGRESSIVE AGENCY OR COMPANY 
is my desire. Experience includes: Sales 
Mer. and 4A acct. Exec. Creative, sales 
minded. Capable writer. Can plan, organ- 
ize develop, coordinate and control pub- 
lic relations, advertising or sales promo- 
tion program. Versatility acquired thru 
sound channels. Agency bg _ includes 
copy, media, production, client contact, 
sales prom., publicity. Degree from Mis- 
souri. Age: 33. Married. Now in Texas 
Will relocate. 

Box 1249, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


| 
| 
| 


competitive, inexpensive store display 
medium offers wide area for good extra 
earnings. Write fully. Samples and details 
on request. FULLER DISPLAYS Inc., 5-39 
48th Avenue, Long Island City 1, N. Y. 
Leading trade paper in important seg- 
ment of the electrical industry needs 
representative for N.Y., N.J., eastern Pa., 
Mass., Conn., R.I. Territory producing 
well on commission basis; excellent po- 
tential for man who can do creative sell- 
ing job on top accounts. Write giving 
full details to 

Box 1259, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES AVAILABLE 


MR. PUBLISHER: Do you have adequate 
representation in the Midwest? Our es- 
tablished publishers representative firm 
can help solve your sales problems. Lets 
talk it over. 
Box 1157, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 
WANTED; $35,000 
to publish new, vitally needed monthly 
business service. A “natural.” Attractive 
profit potential; expanding growth field; 
simple operation. State background, bank 
reference. Chas. K. Feinberg, Publications 
Broker, Box 1036, Newark, N. J. 
A STEAL 

SPORTS PUBLICATION 
16 yrs. old. No competition, circ. fully 
pd., high renewals, production cost ridic- 
ulously low. Present coverage State of 
Wise. Can add 2 more. Advg. rate $3.50 
pr. in., semi controlled. Should net an 
individual 50 to $60,000 per yr. Unusual 
opport. For full details ‘phone Mr. Yea- 
ger, Chicago, WAbash 2 5007 


MISCELLANEOUS 
PINUPS STOCK PHOTOS 
Sparkle advertising, displays, sales letters 
with California eyestoppers or “sweet” 
photographic studies. Only $7.50 each 
with all reproductions right. Write on 
your letterhead for free illustrated list 
Also children and pet photos. Jacques 


Married | 


Delangre, P.O. Box 41064, L.A. 41, Calif. 
CLinton 7-7804. 


Typographer 
Wanted 


by large New York agency 


The job. To serve as one of a 
small group who specify type 
for national magazine and 
newspaper advertising. Oppor- 
tunity for advancement in this 
group. 


Requirements. Experience in 
this line of work, preferably 
in an agency; good taste in 
typography; a creative ap- 
proach. 


Salary. Commensurate with 
experience and ability. Mail 
a resume of experience, edu- 
cation and personal data, and 
samples of your work, to 
Box 897, Advertising Age 
180 Lexington Avenue 


New York 17, N. Y. 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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AVAILABLE 
CREATIVE ADVERTISING EXEC. 


7 yrs. of manufacturer and adv 
experience 
fied accounts. Strong on sales promotion 
merchandising, administration, campaigr 
planning 
gressive agency or manufacturer 
Box 898, ADVERTISING 


ington Ave., New York 17, N. ¥ 


Desires association with pro- 
Write |) 
AGE, 480 Lex- 


| 


agency || 
Cosmetics, soft goods, diversi- 


a 


The Midwest's 
B | R CH outstanding placement 
/ service for Adv.-Art & 
Personnel allied fields. 
appointment on 


Service, KB 


- Ine CHICAGO 2, ILL, 


CEntral 6-5670 


- MADISON + SUITE 1417 


CASH IN BIG ON YOUR 
ADVERTISING, SALES PROMOTION 
KNOW-HOW! 

Huge override profits appointing your 
own applicator distributors from business 
opportunity ads paid by manfr. Amazing 
building product discovery! Crushed, 
aromatic, redwood cedar! Mix with water, 
brushed on. Cedarizes closets, chests, 
trunks, attics, cloak, powder and rest 
rooms! Permanent; no repainting, big 
money saver. Laboratory tested. Terrific 
sales homes, builders, hotels, clubs, 
trailers, motels. Exclusive wholesale dis- 
tributorships open. Cedarco, 90 Summit 

Ave., Brookline, Mass 


ACCOUNT EXECUTIVE 

ADVERTISING MANAGER 
14 years experience package goods ad 
vertising, merchandising, marketing with 
agency and A-1 mfrs. at local and na- 
tional levels. Heavy new products and test 
marketing Strong creative, planning, 
budgets, contact and field work. Now 
Advertising Manager well-known N. Y 
proprietary drug mfr. Will relocate for 
unusual opportunity. Box 896, 
TISING AGE, 480 Lexington 
York 17, N. ¥ 


ADVER 
Ave., New 


APPOINTMENT WANTED 


Advertising Manager Copy-Contact 
Assistant to the Publisher 


Creative advertising and sales 
promotion organizer, administra- 
tor, and producer. Knows do- 
mestic and export marketing, pro- 
gramming, and budgeting. Strong 
keyman. Background in advertis- 
ing, media, direct mail, and trade 
paper publishing. Prefer Chicago, 
but challenge and future more 
important. Immediate interview 
or résumé by return mail. 


Box 907, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Genuine opportunity for a 


SPACE SALESMAN 


National consumer publication 


The essential qualification for 
this job is that you be an experi- 
enced space salesman and that you 
like to sell. You'll work directly 
with the advertising manager at the 
home office, located 200 miles from 
New York, but you will be away 
some 26 weeks during the year. 

We want someone who can work 
with our representatives to help sell 
our story to leading national adver- 
tisers and agencies. Advertising con- 
tacts in New York and/or Chicago 
would be particularly valuable. Abil- 
ity to write a good letter and work- 
ing knowledge of promotion are de- 
sirable. 

Salary to start, up to $10,000, de- 
pending upon background and ex- 
perience. This is the kind of job 
that seldom happens along. Write 
fully. Box 902, ADVERTISING 
AGE, 480 Lexington Ave., New 
York 17, N. Y. 


ADV. OPPORTUNITIES 


ADVERTISING MANAGER-...... $9,500 
28 to 33. M.E. or Ind.E. degree. 
Mgmt. ability. Exc. potential. 
MARKET CONSULTANT ...... $12,000 
To 36. Consulting bkgd. multi- 
product. AAAA mfr. 
COPY GROUP HEAD 
4A Agency in consumer hard 
lines. Good potential. 

ACCOUNT EXECUTIVE ..... $9-12,000 
30-35. Copy-contact, indust. 

accts. Top opportunity. 

ASST. TO VICE PRES. ...... $12,000 


To 40. To become acct. mgr. 
Idea man, some copy exp. 


B. L. CLEM 


Advertising Consultant 
Imperial Personnel 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


Fine, Fast, Fairly Priced Photography 


& 
unable to find one, 
ey M] Cc as | change the tone of the ads. 
tneorpersiod — 
photographers 


DEARBORN 2-1062 


87 


Don't Be Panicked into Changing Good 


‘Ad Motif, Chicago Copywriters Told 


(Continued from Page 3) 
thing. It is the job of the adman to 
|present facts about his product in 
a presentable fashion.” 

Mr. Nathan said he thought 
many advertisers and agencies are 
panicked into changing their ads. 
He praised Pall Mall cigarets, 
which has had the same copy theme 
since 1944, as an exception to “me- 
tooism.” 

Mr. Woolf said that if he had a 
good basic idea, he would use it no 
matter what the competition was 
doing. Mr. Harper said he would 
visit a laboratory to seek out a new 
product characteristic; if he was 

he would 


Copywriters are born to improve 
old and create new themes, Mr. 
Wachter said. Mr. Brinkerhoff said 


187 N. LaGALLE, CHICAGO ILLINOIS he would make a more exciting 
PUBLICITY COMMERCIAL om of the same copy 
CONVENTION INDUSTRIAL ; 


CUTS $1.25 


Up to 5 Sq. Inches 
ZINC 
Line or halftone flush mounted. 
Past Service— 
Satisfaction Guaranteed 
Write size of cut and screen preferred 
on back of copy and mail to 
WARD KAH 
Box A 87, Glendale, Calif 


SENIOR COPYWRITER 
$15,000 
Midwest agency seeks man with versatile 
background in print and radio-T/V. Must 
be experienced in consumer ¢urables and 
light industrials. If qualified, contact me 
in confidence. 


George E. Pyikas 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. - Chicago - WA 2-4800 


CREATIVE SALES 
PLASTIC SIGNS 


Major national manufacturer of iliumi- 
nated plastic signs—indoor and outdoor 
Quantity production only. Will provide 
territory protection and liberal draw for 
experienced salesmen presently or re- 
cently active in territory. Only interested 
in representative with know how, en- 
thusiasm and ability to earn upwards of 
$15,000.00 per year on our line. 


Send brief résumé in confidence. Terri- 
tories available — Cincinnati-Louisvile, 
Detroit, Denver, St. Louis, Pittsburgh, 
Boston, Los Angeles, Chicago, Seattle 
and San Francisco. Box +901, Advertising 
Age, 200 E. Illinois St., Chicago 11, Ill. 


= Should advertisers stick to a 
|single theme or change it after two 
lor three ads? (Slides were shown 
|of President Eisenhower, Dick Tra- 

cy, Mayor Richard J. Daley of Chi- 
;cago, Steve Allen and the Ogilvy 
|Hathaway man. In a Chicago sur- 
| vey of 1,000 persons, 990 knew Mr. 
| Eisenhower, 780 picked out Dick 


|370 identified Mr. Allen and 190 
|knew “Mr. Eye Patch.”) 

Many good campaigns lay eggs 
because they are not run long 


enough, Mr. Rickerd said. If a 
| product has the right story, it can 


YOUR ADVERTISEMENT 
HERE WILL 
GET RESULTS 


build a demand image which can 
make competing products second 
rate, he added. 


To an 
ADVERTISING AGENCY 
PRESIDENT 


You are looking for an account 
executive. 


You want a man you can entrust 
with important business and 
know it will be managed intel- 
ligently. 


Yet you don't want just another 
“executive”. You want a man of 
demonstrated creative ability— 
able to 


. » Originale a new campaign 
idea 


. develop a copy platform 
. create a merchandising plan 
. build a client presentation, 
or 
. . address a sales convention. 
There is such a man. 


Over the past 16 years in the 
agency business, as copy writer, 
copy supervisor, and account 
executive he has written or man- 
aged national advertising cam- 
paigns for more than 20 prod- 
ucts, including cereal, dog food, 
bread, beer, ice cream, men's 
wear, television and radios, build- 
ing and industrial products, and 
appliances. 


He is 49, working in New York, 
and looking for an environment 
in which energy and enthusiasm 
can make an enduring contribu- 
tion. Write 


Box 903 ADVERTISING AGE 
480 Lexington Avenue 
New York 17, N. Y. 


In answer to a question, Mr. 
Brinkerhoff said he does not want 


COPY—CONTACT 


Established Chicago AAAA in- 
dustrial agency has position for 
topgrade copy-contact man with 
sound industrial background 
and knowledge of electrical and 
electronic equipment. Must be 
strong on copy and creative 
ideas, and of mature judgment. 
Good opportunity for man of 
ability and initiative. Send de- 
tails and salary expected. 
Box 908. Advertising Age 
200 E. Illinois St., Chicago 11, IIl. 


I've Been Fired 


with a burning desire to join a top 
agency. Combine creative spark with 
warm marketing flair in present ad 
mgr. job. Exp. in: PR, publicity, SP, 
editorial. Love: words, layout, photos, 
graphic arts, and good ad buys. Can 
move, 31, married. Write today for 
résumé. Box 900, Advertising Age, 
200 E. Illinois St., Chicago 11, Il. 


| to see the campaign for Four Roses 
| changed. He said the usefulness of 
la theme depends upon the product. 
|Such items as automobiles should 
have a serious theme. On the other 
hand, he pointed out that a product 
like Jell-O (a longtime Y&R cli- 
ent) has no theme, and he said he 
thought it would be wrong to run 
a heavy copy theme for Jell-O. 
Mr. Peterson urged the copy- 
writers to find out if a theme idea 
is being communicated to consum- 
ers. In a survey his agency made 
for a “hot” appliance theme, it 


was discovered that only 5% of 


CREATIVE/ART EXECUTIVE AVAILABLE 


Has proven ability to organize and direct the creative efforts 
of any art staff. 17 years of agency-art studio background as 
creative art director. Will consider relocating if opportunity 
presents sufficient challenge. 37 years of age, married. Have 
finest references. Résumé sent upon request. 
Box 906, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


those queried had noticed the “hot” 
‘idea and only 3% associated the 
|idea with the appliance company. 


= Do you think the public cares 
if a company is rated “first?” (Ads 
of Allstate Insurance Co. and Frig- 
idaire were examples.) Mr. Woolf 
|said he would tend to use this in 
ads but not as the most important 
theme idea. Mr. Rickerd main- 
|tained that such claims lack credi- 


bility and sincerity and people 


WANTED 
International Advertising 


DIRECTOR 


2 ACCOUNT EXECUTIVES 


CREATIVE MAN 


For each of 3 offices in Europe 
Paris, Milan, Frankfurt 
We require well rounded advertising executives who know how 


to sell, service, and produce results for a large international 
advertising agency. Must be fluent in language of country you 


will work in. 


Interviews in NYC after submitting résumé and photograph. 
Include salary requirements. Reply immediately to 


Box 905 ADVERTISING AGE 


480 Lexington Ave., 


New York 17, N. Y. 


regard such statements as “adver- 
tising devices.” 

Should dialogue be avoided in 
ads? (A Phillips Milk of Magnesia 
ad was used as an example. The 
jad showed a woman walking her 
| dog and the headline read, “My 
constipation worries are over.) 
The panel said such ads lack ima- 
gination and are a great detriment 
to believability. 


JOSARENT 
LITTLE 
LETTERS 
electronically die cut @ 4” thick birch plywood 
| 31 ALPHABETS ‘%" to 4° HIGH 


less costly than hand lettering 


for TA, 


| ims] Joedrah 


ENTERPRISE 


| ond samples 


217 W. tLLINOTS ST., 


CHICAGO 10, tht. 


| Tracy, 610 recognized Mr. Daley, | 


Does a larger logo in an ad give 
a product more identification? Mr. 
Tatham said the most important 
factor in remembering anything is 
interest. If people become inter- 
ested in an ad, they will remember 
it, regardless of the size of the logo, 
he said. 

However, the panel almost unan- 
imously opposed ads which con- 
tained no logo (a Polaroid camera 
ad was the example). Only Mr. 
Harper, who said the ad had great 
reader interest (the face of a clown 
took up most of the ad), said he 
would approve such an ad. The 
panel also felt that the last lines 
in ads, such as “Get it tonight,” add 
little to ads. 


= What do you think of blind 
headlines? (Ads for Wesson Oil— 
not a blind headline—and Mazola, 
which featured the blind headline, 
“Listen to your heart,” were 
shown.) Mr. Nathan said a blind 
headline should be used only when 
product interest is low. 

Mr. Wachter said the question 
was too general and that compar- 
ing the ads is like comparing ap- 
ples and oranges. However, he add- 
ed, he would not approve the 
Mazola ad. 

Mr. Woolf challenged Mr. Bax- 
ter’s statement that the Mazola 
theme was a legitimate one (that 
Mazola reduces cholesterol count 
in the blood). Mr. Brinkerhoff said 
that if the theme was legitimate, 
there were many hypochondriacs 
who would buy the product. 

Is assumptive advertising ever 
good? (A new Gulf Oil ad featur- 
ing a large illustration of a drop 
of oil with a headline reading, 
“Everyone starts with a drop of 
oil,” was the example.) 

Mr. Peterson said humility can 
add believability to ads. He men- 
tioned Post cereal ad claims of be- 
ing “just a little bit better” as a 
good example. Asked about John 
Hancock insurance ads, which usu- 
ally relate to subjects other than 
insurance, Mr. Peterson said that 
some persons buy Hancock insur- 
ance because of a sense of security, 
while other insurance buyers are 
more rational and want reasons 
why they should buy insurance. 

“Emotional advertising is good 
for some and not for others,” Mr. 
Peterson said. “You must measure 
the size of the segment of the 
market you are trying to reach.” 


® Following are the tv commer- 
cials that most impressed members 
of the panel: Mr. Brinkerhoff 
(“Little Bill,” of Commonwealth 
Edison Co.); Mr. Rickerd (Hamm's 
beer); Mr. Tatham (J. Walter 
Thompson’s “Kraft Theater” ads, 
Hamm’s beer, Swanson frozen 
|foods); Mr. Harper (Kroger stores 
and Salem cigarets); Mr. Nathan 
(Rival dog food); Mr. Peterson 


(Bufferin), and Mr. Wachter 
(Thorexin). 
Mr. Woolf said he didn’t like 


any tv commercials. + 


New Book Deals with Problems 
of Small Business Man 

“The Small Businessman and his 
Problems,” by L. Charles Burlage, 
has been published by Vantage 
Press, New York. Mr. Burlage is a 
Virginia attorney, who says he be- 
| lieves that the small business man, 
more than anyone else, is responsi- 
ble for the continuing successes of 
the American system. Among the 
subjects discussed in the book are 
the need of knowing the “tricks of 
one’s trade,” the need for advisers, 
need for sufficient capital, need 
\for and value of credit, need for 
favorable relations with employes 
and with customers or clients. 

Price of the 57-page hard cover 
‘book is $2. 
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KLM Account All 
EWRR’s; Hoyt 
Gets Lufthansa 


(Continued from Page 1) 
Lufthansa, the German airline. Al- 
bert Woodley Co. is Lufthansa’s 
present agency. 

Thus ends one of the strangest 
mixups in recent advertising his- 
tory. 

KLM announced last summer 


that it was consolidating its world- 
wide advertising with Erwin, Wa-| 


the NEW 
Ciicas? Sun-Times. 


o~ 
abso: 
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? 
ba 5 
we 
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Knott 


Munnecke 


Joseph 


sey & Co. The London office of Er-| oKxaYep—A new campaign for Chicago Sun-Times trade advertising 

is approved by Laurence T. Knott, vp and ad director; Gabe Joseph, 

ad manager, and Wilbur C. Munnecke, business manager. The news- 

paper kicked off its new campaign at the time of tenth anniversary 
festivities and dedication of its new building. 


win, Wasey went to work immedi- | 
ately on the account, succeeding | 
W. S. Crawford Ltd., with the New | 
York office scheduled to take over | 
from Hoyt Jan. 1. Robert M. 
O’Donnell was slated to be the 
U.S. account supervisor. 


s Then came the merger with 
Ruthrauff & Ryan and the depar- 
ture of Mr. O’Donnell one week 
after he returned from a KLM cli- 
ent conference in the Netherlands. 

These events were followed in 
December by a surprise announce- 
ment by KLM that it was holding 
up the appointment of EWRR. The 
Dutch airline confirmed this week 
that it had hesitated to turn over 
the account because of the R&R 
merger. 

Hoyt was permitted to continue 
to service the account on a tem- 
porary basis. The Hoyt agency said 
this week, however, that it had 
asked “out” of this arrangement so 
that it could take on Lufthansa. 

Dirk J. Koeleman, KLM’s vp and 
general manager for the U. S., said 
Hoyt’s decision “happily coincides 
with the definite turnover of the 
KLM account to EWRR.” 

So everyone seems to be happy | 
except Albert Woodley, which lost| 
the estimated $250,000 Lufthansa | 
billings. KLM is expected to bill 
about $1,000,000. 


New Building, Tenth Anniversary, Color 
Printing Trigger ‘Sun-Times’ Ad Promotion 


Cuicaco, Feb. 4—The Sun-Times 
is celebrating its tenth anniver- 
sary with big doings, including a 
dedication ceremony for its new 
building which it moved into last 
fall (AA, Oct. 28), and a “several 
hundred thousand dollar’ promo- 
tion. 

A special advertising push will 
run for the next six weeks, includ- 
ing trade paper advertising, radio 
and tv spots and outdoor in the 
Chicago area, ads in the Chicago 
Daily News, Food Mart News, New 
York Times and Wall Street Jour- 


| nal, and reminder advertising con- | 


sisting of letter openers, key 
chains, matches, pencils and the 
like. The newspaper is also enter- 
taining friends and customers and 
providing plant tours. 

The theme for the campaign is: 
“The New Chicago Sun-Times .. . 
where great things are happen- 
ing!” 


s Marshall Field Jr., editor and 
publisher, formally dedicated the 


|ers, friends, members of the Field 
| family and officials of Field Enter- 
prises, who were invited to gather 
in the block-long pressroom. The 
building was dedicated to the 
| memory of the late Marshall Field, 
|founder of the Chicago Sun and 


|the first publisher of the Sun-| 
Times. 
® The Chicago Sun-Times’ was 


formed Feb. 2, 1948, through the 
merger of the Chicago Times, 
|founded in 1929, and the Chicago 
Sun, founded in 1941. 

The dedication also marked the 
|completion of plans to provide 
color in advertising and editorial 
matter in all editions starting 
March 1 (AA, Jan. 6). 

During the past ten years, the 
newspaper says, it has gone from 
fourth to second place among Chi- 
cago newspapers in total retail and 
|classified advertising. It has also 
shown the greatest percentage 
growth during these years of any 
|Chicago newspaper in all cate- 


® Jack Legler, EWRR vp, will be $15,000,000 plant last Friday in a gories of advertising, the Sun- 


account supervisor on KLM, 
John Keavey, ex-TWA executive) 
brought into the agency by Mr. 
O'Donnell, will be account execu- 
tive. 

Meanwhile, Mr. O’Donnell has 
relocated at Yale & Towne as an} 
overseas market specialist (AA, 
Feb. 3). The Yale & Towne account 
is handled by EWRR. + 


Remington Shaver 
Ads Abroad Move to 
Bryan Houston Inc. 


(Continued from Page 1) 
associate, Werbeagentur Dr. Hege- 
mann, is the previous agency. 
Remington’s shaver advertising in 
Germany is believed to be in ex- 
cess of $500,000. 

Other agency changes overseas 
are expected to follow. 

Among the ranks of the disap- 
pointed agencies this week was J. 
Walter Thompson Co., which had 
pitched, with high hopes, for 
the worldwide shaver account. 
Thompson handles the account in 
Australia. Grant Advertising has 
been a Remington agency in India 
and Venezuela. 

Meanwhile, the Otto agency is 
continuing to handle international 
advertising for Remington Rand’s 
typewriters and its Univac and of- 
fice equipment lines. Otto has been 
a Remington Rand agency for 10 
years. + 


and | Short talk to a group of civic lead-| Times says. # 
= | 


McCann’s Herzo 


Heads Remodele 


ARF Motive Unit 


New YorkK, Feb. 5—Dr. Herta 
Herzog, vp and director of research 
at McCann-Erickson, has been 


elected chairman of the reconsti- 
tuted motivation research commit- 
tee of the Advertising Research 
Foundation. 

Dr. Herzog, a native of Vienna, 
has been a McCann researcher 


Herta Herzog 


Dr. Herzog took her Ph. D. degree 


fabric development division of E.I. 
du Pont de Nemours & Co. and as- 
|sociate director of research at the 
| Bureau of Applied Research at Co- 
| lumbia. 

|@ ARF’s motivation research com- 
mittee, created in 1953, is now en- 
tering what it calls its “second cy- 
cle of activities.” Its first phase was 
devoted to development of basic 
background materials in motiva- 
tion research. 

The committee’s membership is 
now as follows: 

Bayard Badenhausen, Batten, 
Barton, Durstine & Osborn; Thom- 
as E. Coffin, National Broadcast- 
ing Co.; Herb Fisher, Chrysler 
Corp.; Alberta S. Gilinsky, Kenyon 
& Eckhardt; Carl L. Gisler, Fawcett 
Publications; Mack Hanan, Fletch- 
er D. Richards Inc.; Joel Hartnett, 
Look; Melvin S. Hattwick, Conti- 
jnental Oil Co.; Arthur Koponen, J. 
| Walter Thompson Co.; Gove P. 
Laybourn, General Mills; Pierre 
| Martineau, Chicago Tribune: 
|Charles K. Ramond II, E. I. du 


|Pont de Nemours & Co.; Charles E. | 
i\Swanson, Curtis Publishing Co.;| 


|Stanley H. Seeman, Wildroot Co., 
|and Donald E. West, Redbook. # 


Colgate Boosts Coneybear 
Colgate-Palmolive Co. New 

York, has appointed Savery F. 

Coneybear to the new position of 


|since 1943. She pioneered in stud-| director of new products develop- 
| ies of the radio audience. 


Chicago Artists Elect 


ment. He was formerly a director 
of research. In his new post, Mr. 


William D. Faivre, vp of Vogue-|in psychology from the University | Coneybear is responsible for eval- 
Wright Studios, Chicago, has been|of Vienna and taught social psy- |uating new product ideas and is to 


elected president of the Assn. of) 
Art Studios, Chicago. Other officers | 
are Stanley R. Anderson, Berlet- 


chology there before coming to the 
U. S. in 1935. 
Before joining McCann she was 


| encourage individual inventors and 
companies to submit products, 
processes and developments that 


Anderson-Marlin Inc., vp; and Bert|a research assistant at Columbia|may be commercialized by Col- 
Ray, of Bert Ray Studios, treasurer.| University, a psychologist with the! gate. 
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1957 Spot Radio Billings Were Up 
28% over 1956, Station Reps Reveals 


New York, Feb. 6—Station Rep-|leased soon. 


resentatives Assn. reports that spot! 


radio billings for 1957 were up 
about 28% over the 1956 level. The 
| dollar figures for last year, which 
are prepared for the association by 
| Price Waterhouse Co., will be re- 


‘McGraw-Hill Denies 
Its Promotional 
Material Misled 


WASHINGTON, Feb. 6—McGraw- 
Hill International and McGraw- 
Hill Publishing Co. today deniea 
Federal Trade Commission charge: 
that they used misleading promo- 
tional material for two of theii 
magazines. The publishing com- 
panies assured the commission 
that advertising people who use 
this material are a “sophisticated 
audience” which is thorough]; 
familiar with the use of this kind 
of promotion. 

The denials were issued by Mc- 
Graw-Hill International for pro- 
motional material for The Ameri- 
can Automobile and by McGraw- 
Hill for Electrical Merchandising 
The commission claimed user: 
were led to believe surveys or 
readership of American Automo- 
bile had been made by New York 
University, whereas they had been 
made by a member of the univer- 
sity faculty. The commission also 
contended users might be deceived 
by a survey which used 1952 
readership data for Electrical Mer- 
chandising to suggest favorable 
readership coverage with compet- 
ing publications. 


® In its reply McGraw-Hill Inter- 
national admitted the headline on 
the promotion for The American 
Automobile might, at first glance, 
be construed as implying that the 
study was made by the university 
However, it said, subsequent text 
matter fully explained the actual 
background of the study, and ad- 
vertising people fully understood 
that the headline was “a condensed 
form of expression.” 

In regard to the readership re- 
ports on Electrical Merchandising 
McGraw-Hill said the chart clearly 
indicates the information was tak- 
en from a 1952 survey. It added. 
“The users of surveys and charts 
portraying magazines’ readership 
expect that the best available in- 
formation will be incorporated in 
such surveys and charts, but they 
do not expect that such informa- 
tion will be precisely correct as o 
the time that such surveys 0} 
charts are read. The survey chart 
in question incorporated the best 
available information and there- 
fore it was prepared in accordance 
with the prevailing standards.” 

Both companies asked that thx 
complaints be dropped. # 


Kraft ‘Experiments’ 
With Coupon Offers 


Cuicaco, Feb. 6—Kraft Foods 
|Co. is conducting a “marketing 
experiment” in couponing activi- 
ties in 15 to 20 markets. 

Kraft declined to give details of 
the testing, but did say that dif- 
ferent values of coupons are being 
used in various areas. Also being 
tested is an offer of recipe book- 
lets. 

A mailing in New York “invites 
you to save money as you get ac- 
|quainted .. . cash in these ‘Meet- 
the Family’ coupons.” Included in 
the packet were coupons for 
Cracker Barrel cheese (5¢), Kraft 
preserves (10¢), Parkay margarine 
| (7¢), Kraft mayonnaise (7¢), 
|Kraft all-purpose oil (10¢) and 
|Kraft jellies (10¢). # 


The association’s nine-month es- 
timate, released last November, 
has been revised downward. The 
revised estimate for gross spot time 
sales for the first nine months of 
1957 is $131,198,000, compared with 
the earlier estimate of $144,462,000. 


_@ Lawrence Webb, managing di- 
jrector of the association, explained 
that the figure was revised after 
\the FCC released the official fig- 
ures for 1956. The preceding year’s 
sales served as part of the base for 
these estimates. 

The last available product cate- 
gory information—for the third 
quarter—shows that food and gro- 
cery products continue to be pace- 
setters, with 19.6% of the total bill- 
ings. Runner-up was tobacco prod- 
ucts and supplies, with 14.1%. Oth- 
er third quarter leaders: Automo- 
tive 10.4%; ale, beer and wine 
7.6%; drug products 7.5%, and 
gasoline and lubricants 6.6%. 


Spot Radio 
Expenditures 


Estimated Gross Time 
Sales by Product 
3rd Quarter, 1957 


Estimated 
Total 
Category Revenues % 
Agriculture 0c. $ 872,000 2.0 
Ale, beer, wine ............ 3,399,000 7.6 


Amusements, entertainment 261,000 46 
Automotive ........cccccccce 4,655,000 10.4 
Building material, fixtures, 

IIIS: snitinnsnoneassanintimes 180,000 4 
Clothing, accessories .... 189,000 4 
Confections, soft drinks 1,149,000 246 
Consumer services ........ 1,540,000 3.5 
Cosmetics, toiletries ...... 2,272,000 = 5.1 
Dairy, margarine products 135,000 3 
Dental products, tooth- 

TT, GOR scssecsssesceese 900,000 2.0 
Drug products .............00 3,337,000 7.5 
Finance, insurance ........ 328,000 a 
Food, grocery products 8,758,000 19.6 


Garden supplies, equipment 73,000 2 
Gasoline, lubricants ...... 2,947,000 646 
Hotels, resorts, restavrants 115,000 3 


Household cleaners, soaps, pol- 
ishes, woxes ............ 1,395,000 3.1 
Household appliances .. 98,000 2 
Household furnishings .. 94,000 2 
Household laundry products 857,000 1.9 
Household paper products 141,000 3 
8 
3 
3 


Household generol ........ 339,000 
PUIIND sncintscnenenscnssrsonens 137,000 
Pet Products ............. 135,000 P 
Publications ................ 551,000 1.2 
en 1,021,000 2.3 
Tobacco products, supplies 6,298,000 14.1 
Transportation, travel .. 1,043,000 2.3 
Watches, jewelry, cameras 139,000 3 
Miscellaneous ..........000+ 1,269,000 2.9 
TONED sicnennsetniteantinnions $44,627,000 100.0 


Representatives 


ELI J. LORANGER 

New York, Feb. 4—Eli J. Lor- 
anger, 83, vp and board member of 
R. L. Polk & Co. and a veteran of 
72 years with the publisher, died 
at his home yesterday following a 
long illness. 

Mr. Loranger joined Polk in 
1886 as an ll-year old messenger 
boy. He worked in every capacity 
at the company’s Detroit headquar- 
ters and in its offices in Baltimore, 
Toledo and Seattle, and in 1909 he 
was elected vp. In 1914 he was put 
in charge of Polk’s New York oper- 
ation, where he has remained ever 
since. 

In 1920 Mr. Loranger was elec- 
ted secretary-treasurer of the Assn. 
of North American Directory Pub- 
lishers, a post he held for more 
than 37 years. 
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Bon Ami Assigns 
Its Entire Account 
to Weiss & Geller 


(Continued from Page 1) 
000,000 in billings and capitalized 
fees. Erwin Wasey, Ruthrauff & 
Ryan was at one time a contender 
to regain the account. 

Mr. Geller said he made his first 
presentation six weeks ago, the 
most recent one Feb. 3. “I sold a 
formula of operations that has 
been successful in other business 
ventures,” he explained. 


s “While they valued and prized 
my advertising know-how,” he 
said, “my experience as the head 
of corporations and the fact that I 
know how to spend my own money 
were an overwhelming factor in 
their choice.” 

Both the agency and client de- 
nied reports that Weiss & Geller 
had a financial interest in the Bon 
Ami operation. 

Mr. Geller has been in charge of 
several business enterprises, in- 
cluding New Haven Clock & Watch 
Co., where he was president and 
chairman for six years, and the 
Waltham Watch Co., where he was 
chairman. He resigned from New 
Haven in 1955 and the company 
has since undergone financial re- 
organization. Mr. Geller said he is 
preparing once again to take over 
as chairman of the board later this 
month. Waltham Watch is now out 
of the watch business entirely and 
is concentrating on the precision 
instrument and other fields. 


® The Kastor, Farrell Bon Ami 
products, which now go to Weiss & 
Geller, are believed to have in- 
cluded a liquid detergent, scouring 
pads and other items. The agency 
said it has been reimbursed for 
market research and other out-of- 
pocket expenses on these. No ad- 
vertising had been placed; the 
products reportedly were ready for 
test marketing. 

Kastor, Farrell was thought to be 
the leading contender to get the 
account from Erwin Wasey, Ruth- 
rauff & Ryan and it wasn’t until 
yesterday that Kastor heard the 
Weiss & Geller name mentioned, 
AA was told. “We were told we 
were doing a great job on the new 
products,” a spokesman said. + 


$1,250,000 Wilson 
Account Goes to K&E 


(Continued from Page 1) 
$2-$19,000,000 bracket). 

Roche, Rickerd and Cleary, Chi- 
cago, will continue to handle the 
rest of Wilson’s account, which in- 
cludes Ideal dog food, B-V meat 
extract, poultry, export, animal & 
poultry feed, and Wilson Sporting 
Goods Co. This portion of the ac- 
count bills about $3,000,000. + 


Burgess Named President 

Carter L. Burgess, who resigned 
Jan. 1 as president of Trans World 
Airlines because of disagreement 
over policies, has been elected 
president of American Machine & 
Foundry Co., New York. From 1954 
to 1956 Mr. Burgess was Assistant 
Secretary of Defense. Before that 
he was assistant to the president of 
the University of South Carolina. 
From 1947 to 1953 he was assistant 
to the president and director of ad- 
ministration of General Aniline & 
Film Corp. Morehead Patterson 
continues as chairman and chief 
executive officer of AMF. 


‘PI’ Names Lund Publisher 
Robert T. Lund, who was named 
associate publisher of Printers’ Ink, 
New York, soon after it became a 
division of Vision Inc. last summer, 
has been promoted to publisher of 
the magazine. He succeeds Eldridge 
Peterson, who has resigned as pub- 
lisher, effective March 1 (AA, Jan. 
27). 


Last Minute News Flashes 


Seagram Units Base Drives on Motive Studies 

New York, Feb. 7—Two divisions of the House of Seagram—Four 
Roses Distillers Co. and Calvert Distillers Co.—will break new cam- 
paigns the week of Feb. 23, based on new motivational research devel- 
oped by their agencies—Young & Rubicam for Four Roses and Grey 
Advertising Agency for Calvert Reserve. Increased newspaper and 
magazine linage will be used, plus outdoor displays. 


Meredith Joins BBDO as Du Pont Media Exec 


New York, Feb. 7—T. R. Meredith, formerly with Griswold-Eshle- 
man Co., Cleveland, in charge of market development, has joined Bat- 
ten, Barton, Durstine & Osborn as media supervisor on the Du Pont ac- 
count. 


Paramount Sells Film Library for $50,000,000 


New York, Feb. 7—Paramount Pictures Corp. has sold its pre-1948 
film library of 750 movies to a wholly owned subsidiary of Manage- 
ment Corp. of America for approximately $50,000,000. The chief execu- 
tive officer of Management Corp. is Jules C. Stein, who also is the 
head of Music Corp. of America. With this agreement, the last big 
Hollywood motion picture studio backlog is expected to become avail- 
able for tv. 


Lestoil ‘Inflammable’ as Shown in Ads: FTC 


WASHINGTON, Feb. 7—Federal Trade Commission issued urgent warn- 
ing today that Lestoil, a household detergent of the Adell Chemical Co., | 
Holyoke, Mass., is “highly inflammable” when used as recommended in| 
its tv commercials. The complaint included pictures from commercials | 
showing Lestoil used in cleaning radiators, stoves, washing my end 
and by a child engaged in using a chemistry set near an open flame. 
Emergency measures were used in notifying the manufacturer and 
alerting the press. 


American Landrace Assn. Names Roche, Rickerd 


NOBLESVILLE, IND., Feb. 7—The American Landrace Assn. has named 
Roche, Rickerd & Cleary, Chicago, to develop a marketing, promotion 
and publicity program in the U. S. for ham and bacon products made! 
from Landrace hogs. Advertising, which will be directed at hog breed- 
ers, meat packers, meat retailers and consumers, will start this fall. 


Jolly Time Popcorn Returns to Buchanan-Thomas 

S1oux City, Feb. 7—Jolly Time Popcorn Co. has returned to Buchan- | 
an-Thomas Advertising Co., Omaha. A Buchanan-Thomas account| 
from 1940 to 1956, Jolly Time moved to George H. Hartman Co., Chi-! 
cago, and in 1957 moved to Allen & Reynolds, Omaha. Buchanan- 
Thomas now has both the consumer and institutional divisions of the 
account. 


Schenley Realigns Brand Setup to 
Give Each Brand Individual Handling 


Current Trend to Buying 
of Straight Whiskies Also 
Considered in Changes 


By Charles Downes 


New York, Feb. 6—Schenley 
Distillers Co. is reorganizing its 
marketing operations by realigning 
its former brand setup into new di- 
visional groups. While this will not 
affect the distiller’s agency list, 
some agencies will be shifted in di- 
visions to conform with the brands 
they handle. 

Sidney Frank, president and 
general manager of Schenley Dis- 
tillers Co. and vp of Schenley In- 
dustries Inc., the parent company, 
this week announced the formation 
of three additional divisions, each 


of which will be a completely in-| 


tegrated unit, handling its own ad- 
vertising, merchandising and sales 
promotion. 


® The new divisions 


e Melrose division, which will 
handle Schenley’s blended whis- 
kies under the Melrose label, in- 
cluding Golden Wedding. It will 
be headed by William Sederbaum, 
president of Melrose Distillers Co., 
a Schenley subsidiary, with Sew- 
ard Eric continuing as exec vp. 
Stanley Monasch, formerly adver- 
tising manager for Old Charter and 
Melrose brands, will be advertising 
manager of the new division. 


e Old Charter division, which will 


market Old Charter, Cascade and 
Echo Spring straight whiskies, will 


are: 


be headed by Jack Hornsby, for- 


Outdoor Hit New High in ‘57; Other Late News | 


e National outdoor advertising volume hit an alltime high of $121,564,- | 
000 in 1957, up 2.4% over ’56’s $118,767,930, Outdoor Advertising Inc., 
the medium’s national sales organization, reports. These figures do not 
include local advertising or production costs. National advertising ac- 
counts for about 70% of outdoor use; the remainder is local. 


e Vita-yums, a new candied children’s vitamin, is being introduced 
regionally across the country by Charles Antell Inc., Baltimore. Pro- 
motion includes one-minute tv spots, plus some radio and co-op adver- 
tising. Paul Venze Advertising, Baltimore, is the agency. 


e Alvin Outcalt reportedly will resign as managing editor of Tide to 
become executive editor of Sponsor, New York. He will replace Miles 
David, who left Sponsor to join the Radio Advertising Bureau as pro- 
motion director. 


e Anders W. Krall, formerly manager of marketing and research of 
Erwin Wasey, Ruthrauff & Ryan, has joined Warner Bros. Co., Bridge- 
port, Conn., manufacturer of foundation garments, as market research 
manager, a new post. Previously he was administrative manager of 
market research of Colgate-Palmolive Co. and a project manager with 
the Advertising Research Foundation. 


e Belfast Beverages Inc., San Francisco, has named Kenyon & 
Eckhardt to handle its advertising. The account, which bills an esti- 
mated $200,000 annually, formerly was handled by Weiner & Gossage. 


e Thomas P. Losee, Peter G. Peterson, Rudyard C. McKee, Paul E. 
Foley, and Phipps L. Rasmussen—all vps at McCann-Erickson, New 
York—have been elected directors of the agency. Mr. Losee, formerly 
in charge of account service, has been named assistant to the president | 
and coordinator of corporate services. Mr. Peterson, Chicago office 
manager since 1954, has been named assistant to the president and co- 
ordinator of corporate services to regional offices. Mr. Foley has been 
manager of the Detroit office since 1956, and Mr. Rasmussen has man- 
aged the San Francisco office since 1956. Mr. McKee became adminis- 
trative vp of the New York office last year. 


e Rep. Oren Harris (D., Ark.) has introduced legislation aimed at 
modifying the Federal Trade Commission Act to authorize a federal 
fair trade law. In the past Congress has merely passed legislation au- 
thorizing states to adopt their own fair trade laws, many of which have 
been successfully attacked in court (see In Washington on Page 6). 


e Edward T. Ragsdale, general manager of Buick, is expected to name 
an agency by Feb. 14. As AA went to press the list of contenders re- 
portedly had been narrowed to four. 


e A new cosmetics company, Imperial Research Co., Chicago, which 
will make and sell a complete line of cosmetics called Imperial Beauty, 
has been organized by Joseph Schultz, former president of Lanolin 
Plus Inc. He told AA that he will advertise the products, which will 
be sold door to door, and that an agency will be hired in the near fu- 
ture. Sales Power Inc. has been named exclusive selling agent. 


e Robert S. Taplinger, who joined Warner Bros. Pictures as vp and 
director of advertising and public relations in October, 1956, has re- 


signed. His successor has not yet been named. Last October Warner | 


Bros. reduced its advertising and publicity departments to skeleton 
staffs, dropping about 45 people. In November it switched its $600,000 
advertising account from Blaine-Thompson to Buchanan & Co. Mr. 
Taplinger said he is returning to his post as chairman of the public 
relations company of Robert S. Taplinger Associates. 


Bee, Sy 


merly coordinator of advertising 
and sales of Schenley Distillers. 
His assistant will be Eugene Frank, 
a brother of Sidney Frank, for- 
merly on the Schenley sales staff. 
B. B. Haas, formerly ad manager 
of the James E. Pepper brands, will 
be ad manager of the new Old 
Charter division. 


e Old Stagg division, which will 
handle the Old Stagg, Cream of 
Kentucky and James E. Pepper 
brands. It will be under the direc- 
tion of Stanley Schottland, former 
advertising manager of the Old 
Stagg and Cascade brands. In his 
new position he will also handle 
advertising for the division. His 
assistant will be Nathan Magrid, 
formerly in sales. 


s Two other divisions were set up 
by Schenley last year—the Schen- 


ley brands division, headed by | 


Arthur Guyer, with Edward Gut- 
tenberg as advertising director, and 
the I. W. Harper—Ancient Age di- 
vision, with Sidney S. Striker as 
division head and Frank Flagg as 
advertising director. 

K. H. Seidel, vp and former ad 
director of Melrose Distillers Co., 
will have charge of all purchasing 
and technical arrangements for the 
production of point of sale materi- 
als and outdoor advertising for the 
whole company and all of its divi- 
sions in the new setup, Mr. Frank 
told ADVERTISING AGE. 

“Establishment of these addi- 


portant straight whiskies included 
|in the Schenley list of brands, we 
|believe it is highly desirable to 
lestablish specific marketing and 
advertising facilities for each now.” 


s Asa move in this direction, Wal- 
jter Jahn, formerly general sales 
|manager of Texas Wine & Liquor 
Co. and a former Schenley state 
manager, has rejoined Schenley 
Distillers in the new post of direc- 
tor of marketing. 

No advertising agencies will be 
changed as a result of the new 
division setup, Mr. Frank said. + 


Kron Is President, 
Vladimir Chairman 
of Gotham-Vladimir 


New York, Feb. 6—Gotham- 
'Viadimir Advertising today an- 
nounced executive changes that 
elevate Irwin A. Vladimir to 
lchairman of the board and Arthur 
A. Kron to president. 

Mr. Vladimir was formerly 
president, while Mr. Kron was 
exec vp, managing director and 
treasurer. Mr. Kron will continuc 
as treasurer. 

G. Ellsworth Harris, formerly 
board chairman, becomes vice- 
chairman of the board. Duncan D. 
Sutphen Jr. continues as chairman 
of the executive committee. 

In other changes, William V. 
Ricglane, supervisor of art and 
production, was named a vp, and 
Sally Allen became assistant 
treasurer as well as assistant sec- 
retary. Chester A. Priest continues 
as secretary. 


® The agency—result of the 1955 
|merger of Gotham Advertising 
|with Irwin Vladimir & Co., both 
specialists in export advertising— 
ljalso announced that Frank A. 
Birdsall has joined the company 
as a vp. Mr. Birdsall, veteran of 20 
years’ service in international ad- 
vertising, has held executive posi- 
tions with International General 
Electric Co., Corpa (leading Vene- 
zuelan agency) and Inter-Ameri- 
can Orange Crush Corp. + 


Dr. Eugene Beem Joins 
Sperry & Hutchinson Co. 

Dr. Eugene R. Beem, formerly 
assistant professor of business ad- 
ministration at the University of 
California, has been retained as a 
staff economist for Sperry & 
Hutchinson Co., trading stamp 
| plan operator. 

Dr. Beem was author of the re- 
|port, “Who Profits from Trading 
| Stamps” (AA, Jan. 13) and other 
'recent reports indicating that 
trading stamps do not boost con- 
sumer prices but actually help 
keep them down. S&H is currently 
running a major print campaign 
publicizing these reports, as well 
las similar reports by others (AA, 
| Jan. 13). 


Fruit Growers Open Drive 


Sun Maid Raisin Growers of 


tional divisions,” Mr. Frank said, | California and California Apricot 
“is in line with our program of & Prune Growers Assn. will take 
specialization. Each brand will be # four-color page in the Feb. 15 
given individualized handling at issue of The Saturday Evening 
both the home office and in the Pst to open their winter cam- 
field. paign. No other ads have been 
scheduled. Point of sale material 
® “An added consideration in the|is being prepared, and the Post's 
establishment of the new divi-| food merchandising division is 
sions,” he said, “is the current sending a related mailer to grocers, 
trend toward the purchase of brokers and wholesalers. Maxon 
straight whiskies on the part of Inc., Detroit, is the agency. 
consumers. Straight whiskies now 
account for about 45% of the mar- Boenisch Leaves Waldie 
ket. We believe straights will have| Helmut Boenisch has resigned as 
close to 50% of the market within vp, creative director and a member 
another year. By 1960 straights of the board of Waldie & Briggs, 
will outsell blends. To realize the Chicago, after 11 years with the 
sales potential in the several im-' agency. 
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e “Almost complete reliance on| 
| enadiones measurement, especially 
in the large markets, as the only 


‘Bronze Age’ Radio 
Selling Practices ees Sunes oe 
Ripped by Sweeney fectiveness. | 


, e “Lack of qualitative informa- | 
= (Continued from Page 3) tion on station audience. Not one 
dio’s progress right now is in sales- 


hip.” : : station in 100 can tell an adver- | 
manship,” Mr. Sweeney continued. tiser really what type of family 


: . adie ’ listens to it most.” 
® He itemized four principal crit- 


icisms of radio salesmanship: e “Non-existent sales training. No 
company hiring door-to-door 
brush salesmen pushes its men out 
on the stage with so little informa- 
tion as most radio salesmen have 
when they hit the street.” 


SAMPLE KIT OF 


CLIP BOOKS 


Send a dollar for bargain bundle 
of ready-to-use art, including fa 
mous “CLIP BOOK OF LINE ART” 
and new “ART DIRECTOR'S CLIP 
K1r."" Plenty of art for dozens of 
paste-ups. Guaranteed, or dou 
ble-money back. No salesmen 
will call. Send today 


HARRY VOLK JR. ART STUDIO 


Pleasantville 34, New Jersey 


e “Lack of imagination of most 
station managements in telling 
their stories to advertisers via di- 
rect mail, brochures and all the| 
devices a 20th century business 
uses to back up its sales force.” # 


‘Forbes’ Ups Rates, Guarantee © 
Forbes will increase its circula- 
tion from 250,000 to 265,000 July 1, | 
Siand b&w rates will be ee 
$154 to $2,718. } 

| 


| 


WHY ROANOKE, VIRGINIA 
IS A | 


Jaenke 


Nixon 


Harper Fairless 


BLACK TIE AFFAIR—Silver Quill principals discuss the National Busi- 

ness Publications 1957 award prior to its presentation by Vice Presi- 

dent Richard Nixon to Benjamin F. Fairless (AA, Feb. 3). NBP 

executives here are Russell C. Jaenke, exec vp, Penton Publishing 
Co., chairman, and Robert E. Harper, president. 


N. Y. Stock Exchange Ads Are 500% Longer 
but Get Up to 3% Better Readership: Starch 


(Continued from Page 3) 
half of ’57. Reason for the budget 
cut was explained by Daniel H. 
Woodward, the exchange’s director 
of advertising and sales promotion, 
as a result of the drop-off in busi- 
ness volume on the exchange dur- 
ing 1957 and the slowing down of 
general business conditions. 


s The current schedule calls for 
three ads in 585 daily newspapers 
and the magazine sections of 167 
Sunday newspapers, plus two half- 
page ads in nine magazines—At- 


lantic Monthly, Harper’s, Life, 


| tacts. 


“One way for a member company 
to obtain the maximum number of 
leads from Exchange advertising,” 
Mr. Lawrence points out, “is to run 
tie-in ads in the same newspaper. 
A total of 311 member companies 
did this in 1957. They ran a total of 
2,371 ads, compared with 300 firms 
and 1,604 ads in 1956. 

“First returns in a pilot study of 
tie-in advertising indicate excel- 
lent results. One Cincinnati house, 
for example, received 149 leads 
from tie-in ads during the first nine 
months. In the same period, read- 


| Nation’s Business. Newsweek, Ro-|©™S of the same newspapers sent 


MOST IDEAL 
TEST MARKET 


U.S. News & World Report. 
Calkins & Holden is the agency. 


| tarian, The New Yorker, Time, and _ 256 coupons to the exchange. 


a “While the cost of coupon ad- 
vertising in magazines—approxi- 


Advertising Age, February 10, 1958 


If Daily Hits 
TV Show, Pull 
Ads, Gardner Says 


(Continued fram Page 2) 

| knocked out of the box on the first 
pitch without giving the producers 
or performers time to warm up. I 
think ‘Seven Lively Arts’ is a 
| typical example of this homicidal 
| tendency. Yet most agencies and 
a majority of network officials are 
| too squeamish, too lacking in con- 
fidence, (and) running too scared 
to fight back. The viewer is the 
loser,” he said. 

Mr. Gardner maintains that a 
lot of the critics, who came from 
various other assignments on their 
papers, are not qualified by back- 
ground or experience for their 
jobs. “Some of them never even 
saw a dancer live” before they 
turned critic, he said. 


|@ The candid columnist further 
charged that some of the tv critics 
cold-bloodedly decided at the start 
of their criticism careers that the 
way to make a name for them- 
selves was to rap and rap hard. He 
also thinks that some of the 
writers, like their forerunners in 
the movie field, are bitter as they 
write about people who make so 
much more money than they do— 
and the resentment comes out in 
their writing. 

Mr. Gardner said agencies and 
networks behave like “frightened 
children” when they let a handful 
of critics and two or three rating 
services run the industry. + 


Rum Institute Elects 

The Puerto Rico Rum Institute, 
San Juan, P. R., an organization of 
rum producers, has elected Dr. 
Manuel J. Machiran, Bacardi Corp. 
of America, president, to succeed 
Jose Rovira Sanchez, J. R. Nieves 


® Ruddick C. Lawrence, vp of the|™@tely $6 for the last six months | & Co. Mr. Nieves was elected sec- 


exchange, in an appraisal of the or- 


of 1957—is somewhat higher than 


ganization’s 1957 advertising cur- | £0 our mass advertising in news- 


rently being sent to members, es- 


| papers, the quality of the leads, we 


timates that the exchange and its believe, warrants continuation and 
member firms received 250,000 oy oe experimentation with this 
coupon inquiries from its 1957 ad-|@4Vertising,” Mr. Lawrence said. 


vertising. This brings the total 
number of coupons received as a} 


Roanoke is the largest market in the 
entire Western half of Virginia. 


Roanoke’s economy embraces a large 
number of diversified industries and 
agricultural pursuits. 


In the Roanoke market practically 
all daily newspaper readers read the 
TIMES or WORLD-NEWS. These me- 
dia will cooperate fully in making your 
market test. Surveys are conducted, 
route lists furnished and trade promo- 
tions mailed. 


“DOMINATING VIRGINIA'S 
GREAT MOUNTAIN- 
INDUSTRIAL 

EMPIRE” 


Roanoke is the undisput- 
ed center for all busi- 
ness activity in an area 
covering 16 counties and 
over 450,000 population. 
Here are nearly a half- 
milion people ready and 
wanting to buy your 
roducts . .. in the | 
oanoke Market! 


Spot Color is available 
Roanoke is a “Burgoyne” City! 


FREE BOOKLET with FULL INFORMATION 
“THE BECKONING LAND” gives you full 


OKE wonsaces J 


SAWYER’ — FERGUSON —— WALK 


| says. 
“During 1957,” he points out, 
“the advertising rates of daily 


uable source of new customer con- 


direct result of the exchange’s ad-| 


|vertising since January, 1954, to 


more than 1,000,000, Mr. Lawrence 


newspapers and other publications 
carrying Exchange advertising in- 
creased approximately 15% and 
the average coupon cost has risen 
from $4.12 in 1956 to about $4.86 
in 1957.” 


# Commenting on the kind of peo- | 
ple that send in coupons clipped| 
from the exchange’s advertising, 
Mr. Lawrence says: “Research in- 
dicates their average age is 38. 
Their average annual income is 
$6,690, although about 40% earn 
more than $7,500 annually, and) 
21% are in the $10,000 or better | 
bracket. About 49% are profession- 
al people, proprietors or business 
executives, and 53% of the total 
said they planned to buy stock 
within six months. 

“Our continuing study of con- 
versions,” Mr. Lawrence says, “in- 
dicates that among reporting com- 
panies 8% of all leads received in 
the first six months of 1957 were 
converted into customers within a| 
month or two, while another 35% 
to 40% were considered worth ad-| 
ditional follow-up. 

“Among reporting companies,” 
Mr. Lawrence says, “there were 
some which reported no conver- 
sions. Others converted from 50% 
to 80% of these leads and consider 
Exchange coupons their most val- 


The stock exchange currently is 
sending special advertising kits to 
member firms, with suggested tie- 
in material for newspapers, maga- 
zines, radio and television spots. + 


Apt Joins Parkson 

Fred Apt, formerly media and 
budget director of Pharmaceuticals 
Inc., New York, has joined the 
company’s agency, Parkson Adver- 
tising, as director of media. 


|retary of the institute. Other of- 
\ficers elected include Jose Victor 
Oliver, P. R. Distilling Co., and 
George N. van den Berg, Campania 
Ron Carioca, Ist and 2nd vp re- 
spectively, and Pablo Lectora Jr., 
Distileria Serralles, treasurer. Car- 
los L. Yordan continues as execu- 
tive secretary. 


Hertz Buys Daimler Hire Ltd. 

| Hertz American Express Inter- 
|national Ltd. has purchased Daim- 
ler Hire Ltd., London, which Hertz 
describes as the largest car rental 
company in Great Britain. The 
|purchase price was about $2,000,- 
000. 
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“Where typesetting is still an art’ 


Ss a RV | & al typographers, inc. 


723 S. Wells St. * HArrison 7-8560 * Chicago 7, Ill. 
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“Mind if I take her temperature?” 


“When I say ‘Quiet’ I mean...!” 


“I HATE daddy!” “He must have absolute bed rest for a few days.” 


me 
“You'll EAT and you'll LIKE it!” 


sk One of the 41 stories, articles and features in the 
February Ladies’ Home Journal—reprinted for 
Which all adds up to... 


your enjoyment, and enlightenment! 


Never underestimate the power of a woman! 


Nor the power of the Hea 
No. 1 magazine for women 


A CURTIS PUBLICATION 
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